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[bookmark: _Toc172384831]INTRODUCTION 
The strategic management and sustainability are intrinsically connected with each other, providing a roadmap to the long lasting value creation. Businesses can effectively achieve economic success within the marketplace, by adopting sustainable practices within the organisational culture. The report will analyse the main business and corporate strategies of the Unilever organisation. The report will also identify the resources and capabilities of the selected organisation along with the description of the company’s alignment of resources and capabilities to its current business and corporate strategies. Additionally, the report will explain about how successfully Unilever has been in implementing selected business and corporate strategies. Furthermore, the sustainability and environment considerations of Unilever, in order to become more compitive, will be discussed in the report. Lastly the report will evaluate the choices available to the company for future strategic direction. Unilever is a multinational consumer goods company, which offers home care, personal care, nutrition, and beauty products.
[bookmark: _Toc172384832]MAIN BODY 
[bookmark: _Toc172384833]Business and corporate strategies of the company 
Corporate and business strategies are performed for competitive benefit and growth of the company. One the most used business strategy that can be used is Porter generic strategies to maintain a good competitive position in the market. This strategy includes differentiation, price leadership and focus. By using this strategy Unilever can easily attract customers who are cost efficient and personalized. Unilever is able to sustain in the competitive market because it focuses on meeting customer needs and demand which emphasizes on porter generic model. Basically, the innovative and sustainable business strategy is the main focus for Unilever. Currently, the company develops innovative new products that meet consumers' needs while contributing to a reduction in its environmental impacts. For instance, Unilever has spent a great deal of money researching and developing many products with less packaging, reduced water usage, and lower carbon emissions. This strategy helps the company not only to differ Unilever from its rivals but also serves as a way of strengthening brand reputation and attracting environmentally sensitive consumers. Moreover, expansion into emerging markets is powerful. The Company operates in more than 190 countries with a portfolio of over 400 brands comprising the products like Dove and Lipton and such products that target the specific segments of consumers. By increasing the product line and increasing its presence across new markets, Unilever minimizes the risk due to market downturns, while opening up more areas for new revenue streams to boost growth. In contrast, Unilever's corporate strategy is to create value for all the company stakeholders: customers, employees, suppliers, and the community at large. The firm has launched various initiatives approaching towards promoting diversity and encouraging inclusion, helping smallholder farmers, and enhancing the livelihood of its own employees. With a focus on stakeholders' welfare, Unilever would be able to build close ties and establish long-term relationships based on trust with close growth partners. While Ansoff matrix is also used in many types of businesses, Ansoff matrix is a market expansion type framework which is used to build a good growth strategy for business. It consists of four type of strategies including product development, market development, market penetration and diversification. Market shares are used to increase the market shares of a business, which can be done through low cost strategy of product. Focus of Unilever is completely on vast differentiation which can be done through meeting current market development and product development. Market demand means searching a different marketing strategy while product development means the approach of introducing new product into the current market. Diversification is simply exploring new products with innovations. Thus, Unilever depends on Market dominance for its growth strategy. To achieve this company performed various strategies to get hike in their sales and profit. Since, the company has great global market which helps it to increase its sales in different markets. It is important to understand the different business strategies for the growth and development of business.
[bookmark: _Toc172384834]Resources and Capabilities of the Company
Unilever has a high access to a number of resources that enable the organisation to compete in the market, it comes among one of the well known brand. Unilever's approach to business operations has changed over a period of time as a result; the company increased the emphasis on creativity and innovation. Unilever has recently begin implementing inclusive plans aimed at ensuring that its products are adequately competitive when compared to those of its competitors in the cohesive marketplace (Baia, Ferreira, and Rodrigues, 2020). Unilever's various activities can be distinguished into a system where value is added at each stage in order to increase competitive advantage with the help of effectual value chain analysis. When discussing about Unilever's resources, the company has a major access to a variety of resources, including financial, human and technological resources among many others. The resources and capabilities of the Unilever organisation have been discussed below:
E-Business Strategy - Unilever hugely emphasise on creating a significant investment in this particular area by constantly adopting information technology and the internet to achieve its future goals and objectives (Hunger, 2020). The organisation’s utilisation of resources in the E-business strategy is determined to have been successful because it has significantly allowed it to connect and engage with customers on various social media platforms and reach a diverse marketplace. Through frequent resource investment in the E-business strategy, Unilever tries its best to lesser various different costs and boost efficiency in supply and distribution network transactions of the organisation.
Technological Resources - Unilever has increased its investment in technology, because of the changing preference of innovation among consumers. In order to compete with competitors in the cohesive marketplace, technology has also made it possible to make stronger marketing efforts and maximise consumer engagement and loyalty (Ahmad, and 2020). To improve its organisational operations including, product development, consumer behaviour, price and supply chain optimizations, it has incorporated the strategies like data analytics and artificial intelligence.
High diversification - Diversification strategy is another area where major resources are being allocated for the organisation’s effective operations. Unilever has been effectively able to provide significant value to its customers who were earlier unable to access them by focusing on a diversification strategy. Even with the diversification strategy acting as a reinforcing approach, Unilever continues to build up its position in the market by continuously chasing market entry. 
VRIO Analysis of Unilever 
	Resources
	Value
	Rare
	Organised
	imitability
	Competitive Advantage

	Customer Network
	Yes
	Yes
	Highlights consumer preference and loyalty
	It is imitability
	Low to medium term advantage

	Skilled Workforce
	Yes
	Extremely rare
	Yes
	Not imitability
	Greatly for long term advantage

	Supply Chain
	Yes
	Yes
	Yes
	Yes
	Long term advantage

	Product Portfolio
	Yes
	Yes
	Yes
	Yes
	Needs continuous innovation and is short term advantage



[bookmark: _Toc172384835]Evaluation of Strategy
Unilever’s development has been recognised to the successful strategies it has adopted to accomplish both its corporate growth objectives as well as to achieve a frame over other competitors in the various organisational operation areas. Because the Unilever organisation greatly invests in product creativity and innovation, it is able to distinguish its products in the cohesive marketplace. By standing different from its marketing competitors, this has helped the business to preserve a unique brand image. In order to effectively attain different competitive benefits, differentiation is the most effective and efficient strategy that has been identified within the organisational operation (Fuertes, 2020). This provides the company with the various opportunities to effectually concentrate on product attributes that set their products apart from that of the competitor’s offerings. The goal of the organisation behind this is to increase its market share in the current market. For effectively reaching the large number of audience, these strategies rely on insistent marketing to target diverse consumers and attract them to the brand by offering interesting offers. By concentrating on the current market condition, the businesses can manage the potential risks associated with growing into novel markets and influence its recognised presence and brand equity to effectively boost up its market shares. In spite of the initial financial costs linked with the organisations dependence on creativity and innovation, the company has been effectively able to develop products that allow the organisation to stand different from its competitors and provide it with a continued competitive advantage in the market, just because of the creative ideas and abilities of its product researchers. 
The business pursues market penetration in order to grow and develop efficiently. Due to its reputation for minimised rate of risk and greater gains in the form of revenue and market share, the Unilever organisation is well-appointed for market penetration. By taking these strategies into organisational practice, Unilever demonstrates its commitment of maintaining its market share in the global marketplace, attaining a competitive advantage, and assuring future growth. Unilever's approach not only enhanced the market share but also promoted the engagement of large number of customers. By concentrating on the current market condition, the business can effectively overcome the probable risk of expanding into an unproductive market and can utilise its brand name and presence in order to effectually increase its market share. According to this strategy, even in the situation of sharp competition within the retail sector, the company energetically follows growth, profitability, and revenue.
SAF Criteria for the Unilever
	
	Differentiation
			Market penetration

	Suitability
	This strategy helps the organisation to stand different from its competitors within the cohesive market. It helps the organisation to grow effectively and create a unique brand image. With this strategy brands can produce distinct and unique products, which are quickly recognised by its devoted consumer base. The brand is highly supported through technological innovation, in creating and lounging innovative product and services. Hence, this strategy aids the organisation in terms of enhancing quality.
	A market penetration strategy ensures a lower risk and a greater benefit from a larger market share, which eventually helps in the organisational growth. The company can effectively enter the market because of its efficient resources and competencies, which include its brand reputation, and customer loyalty, among others. To increase market share in the current market, this strategy is significantly helpful.

	feasibility
	The organisation serves and offers various ranges of products and hence, is a feasible organisation. This encourages a company and gives a promised advantage of differing from that of the competitors. The risk within this factor is completely dependent on the innovative and creative ideas.
	It is also one of the highly feasible strategies for the Unilever organisation (Mio, Panfilo, and Blundo, 2020). It is highly effectual as it ensures low amount of risk and is one of the ideal strategies for the overall growth of the businesses.

	Acceptability
	This strategy is accepted by the organisation because it ensures minimum risk rates and higher returns in form of revenue and competitive advantage. The organisation research and development sector is highly competitive, when considering the performance of the organisation.
	Market penetration serves various benefits to the organisation which helps it grow and develop effectively. By enhancing transparency and presence of the goods and services in the marketplace, it helps a lot to the organisation. It also aids in attracting consumer base as well.



[bookmark: _Toc172384836]Sustainability and the Environment Efforts of Unilever
The growing environmental awareness creates it very important those Unilever creates significant efforts in order to promote sustainability, effectively. Unilever’s environmental impact can have a several number of negative effects on the company’s lasting viability, including a bad reputation and complex relationships with customers, particularly for those customers who are looking for sustainable and environment friendly products. Strong government regulations based on environmental and sustainability concerns also require further sustainability efforts for making the laws more effective (Lăzăroiu, 2020). Food wastage, according to the UN, has a significant negative impact on the environment condition. However, Unilever saw an opportunity when its president of foods and refreshment said that, if the issue of food waste is been effectively addressed and determined from the initial stage, there could be a significant positive impact on both the environment as well as human health (Oriade, 2021). Unilever has a different approach to business since they recognise the need for sustainability and made several attempts in order to minimise their environmental effect. One of Unilever’s primary initiatives that deserve special attention is highly minimising the logistics emissions.
[bookmark: _Toc172384837]Future Strategic Direction and Recommendation
The organisation can take on a number of initiatives for a more targeted, lasting strategy for competitive advantage in the future of the organisation. It is capable of operating on the principles of the circular economy as well. This allows for the use of recyclable, renewable materials in the design of such products. By practicing this, waste related to the product cycle will be effectively eliminated from the organisation. Due to its minimum cost and utilisation of reusable material, it can also include the loop model into all of its product packaging, which will efficiently increase profitability and have a positive environmental impact. It should also concentrate on converting all of its activities to be run entirely on renewable energy sources, such as wind and solar power (Henry, 2021). It will also have cost benefits and make it easier to meet its carbon emission targets as a result. Additionally, this will help the brand gain more traction with environmentally conscious consumers. Though the brand already sources its palm oil sustainably and effectively, it has to increase its sourcing of raw materials to include soy, paper, and oils from companies that also constantly practice sustainability. In order to benefit from long-term relationships with international brands, it should certify suppliers who work with the brand. The company should prioritise, asking about employee concerns about safety, security, and equality in the organisational culture in order to effectively improve the employee experience and fabricate the overall brand’s reputation within the community. By planning some sort of programs for societal benefits like fund raising and women's empowerment can also make stronger support from the community (Nwachukwu, and Vu, 2020). A unique identity among the competitive brands can be provided by implementing such initiative. To improve and enhance the customer’s trust in the brand, they should also inform audiences about the various initiatives, moral behaviour, environmentally friendly processes, and technologies it utilises in a comprehensible manner. It is recommended that the company should prioritise cost-effective sustainable measures that can result in improvements such as optimal resource utilisation, energy efficiency, water conservation, and waste reduction.
[bookmark: _Toc172384838]CONCLUSION 
The comprehensive analysis and evaluation of strategic management and sustainability has been discussed in the above report. This report has identified the key business and corporate strategies of the company. The above report has also analysed the resources and capabilities of the Unilever along with the discussion about how successfully Unilever has been in implementing selected business and corporate strategies. Additionally, the report has evaluated the company’s success in implementing business and corporate strategies to compete in the market and develop competitive advantages over its competitors. Furthermore, the organisations efforts in becoming more competitive while taking into consideration sustainability and the environment have been discussed. Lastly, the report has evaluated the choices available to the organisation for its strategic direction in the future.
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