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[bookmark: _Toc228492933]SECTION 1: STRATEGIC ANALYSIS REPORT
[bookmark: _Toc228492934]1. Organisational Context and Overview
[bookmark: _Toc228492935]1.1 Company Background
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Figure 1: Unilever Logo
Source: (Unilever, 2025)
In 1930, the Dutch margarine manufacturer Margarine Unie and the British soap seller Lever Brothers merged to form UK-based Unilever, which was an early instance of strategic integration between food and hygiene markets (Unilever, 2025). Gradually, it grew into over 190 countries, creating a diversified portfolio in the food, personal care and home care segments. Nevertheless, it is moving toward a purpose-driven product growth as indicated by its trajectory. This shift is not simply ideological and is due to competition to vary outside of competition and functionality (Fernandes, Guzman and Mota, 2024). Therefore, the development of Unilever can be viewed through the prism of strategic adjustment and reputational positioning to the fluctuating global expectations.
[bookmark: _Toc228492936]1.2 Mission, Vision and Business Model
The change in emphasis on sustainability into core strategy is indicated by the fact that the mission of Unilever, which is based on the idea of making sustainable living commonplace (Unilever, 2020). Its multi branded concept, with brands like dove and Lifebuoy, enables segmentation as well as international penetration. Critical questions however arise due to this positioning based on purpose. Although sustainability improves brand equity and consumer confidence, it can also be used as a strategic branding tool as opposed to an operational reality (Rashid, Ahmed and Shahid, 2025). The dilemma is whether the sustainability efforts alter genuinely value chains or are more about high prices and differentiation. Thus, the business model of Unilever demonstrates a mixed strategy, i.e., ethical positioning and business focus.
[image: ]Table 1: Mission, Vision and Business Mode
Source: (Rashid, Ahmed and Shahid, 2025)
[bookmark: _Toc228492937]1.3 Industry Overview and Position on the Market 
As an international FMCG company, Unilever has to compete with other companies like Procter and Gamble and Nestle companies. Although the degree of global presence is high, the position is being threatened more by local brands and own-label products which have lower prices, which are increasingly agile (Cai, 2023). This puts further pressure on margins and doubts the sustainability of differentiation strategies that mainly rely on branding and purpose-led messages.


[bookmark: _Toc228492938]2. External and Internal Environment Analysis
[bookmark: _Toc228492939]2.1 PESTEL Analysis 
[image: ]Table 2: PESTEL Analysis
Source: (Cecil and Oluwamayowa, 2024)
[bookmark: _Toc228492940]Political 
In the case of Unilever, fluctuating political policies and political instabilities in the emerging markets create high operational risks and cost uncertainties. Supply chains can be disrupted and margins declines by the presence of tariffs and pressure on localisation (Cecil and Oluwamayowa, 2024). This will compel Unilever to diversify its sourcing and production locally. This however cuts back economies of scales which demonstrates that the political forces have a direct effect of limiting effectiveness and inducing the firm towards much flexible yet expensive approaches of its operations (Gandhi et al., 2024).
[bookmark: _Toc228492941]Economic 
Inflation decreases consumer buying power particularly in price agile FMCG markets. In the case of Unilever, this poses a strategic dilemma of how margin protection can be maintained and demand sustained (Unilever, 2020). Increases in price will be profitable but will cause a high volume to reduce substantially. According to PriceDemandProfit Trade-off His Curve, the level of demand is low at high prices as profit maximizes at an optimal level (Wei et al., 2021). Thus, Unilever has to be based on premiumisation and the cost control. Trade-offs between growth and profitability are therefore driven by economic pressure and not just impacting on sales.
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Figure 2: Price–Demand–Profit Trade-off Curve
Source: (Wei et al., 2021)
[bookmark: _Toc228492942]Social
Consumers are getting increasingly into ethical, sustainable and transparent products. This is advantageous to the purpose led positioning of Unilever, but it sets expectations up (Unilever, 2025). There is a risk that, when sustainable claims are not entirely believable, it can sabotage trust instead of fostering it. Such a move strategically compels Unilever to be intensive regarding responsible sourcing and brand communication. This, however, adds to the expenses as well, and not every consumer is inclined to spend more (Alyahya et al., 2023). Thus, social trends bring opportunity as well as threat, which Unilever must carefully strike between realness and price-effectiveness to maintain a competitive edge.
[bookmark: _Toc228492943]Technological
Innovations in AI and online technologies enable Unilever to enhance the effectiveness of supply chains and customise marketing (Hasa, 2024). This is able to save on costs and increase customer interactions. Nevertheless, any of these technologies cannot be considered unique and can be easily followed by competitors. Consequently, technology entails a short-lived benefit. Unilever should never expect long term differentiation to be brought about by technology only but rather it has to continuously invest in digital capabilities to stay ahead of the pack instead of catching up (Unilever, 2020).
[bookmark: _Toc228492944]Environmental
Unilever is under pressure to be carbon neutral and cut down waste, which is highly influenced by climate change and sustainability concerns (Narikiyo, Harris and Elmassri, 2025). This will be advantageous to its brand positioning, but it also increases the cost of operation. Another possibility of greenwashing is when claims cannot be entirely supported by measurable results. Tactically, Unilever should not only embrace sustainability in its marketing, but also its operations (Itdhiamornkulchai and Sthapitanonda, 2024). Lack of doing this may destroy credibility. Accordingly, environmental factors are not an option as they have a direct impact on long-term competitiveness, coherence with the regulations, and brand trust.
[bookmark: _Toc228492945]Legal 
Tougher regulations regarding the ESG disclosures, product safety and environmental impacts enlarge the compliance needs of Unilever. This increases the costs of operation and also puts strain on transparency. Failure to comply might result in brand and financial losses (Ogunbukola, 2024). This strategically compels Unilever to enhance governance and reporting systems. Nonetheless, compliance with the law will be a provision instead of a competitive advantage as laws are normalized throughout the industry.
[bookmark: _Toc228492946]2.2 Critical Success Factors & Strategic Challenges
In the case of Unilever, brand equity is one of its success factors, which allows the premium price and highly loyal customers in a wide range of different markets (Unilever, 2020). But as a growing number of people become price-sensitive, a brand name will not be enough since people turn to cheaper products. Another important point is the efficiency of global supply chain, which contributes to the scale and cost efficiency but there have been disruptions in the recent times, and increase in input costs, which shows weakness of the global supply chain (Mahmoud, 2025). Sustainability leadership enhances the differentiation and meets consumer expectations, yet, it makes operations more complex and expensive.
Meanwhile, Unilever confronts increasing competition with agile local brands and other personal labeling, which capture market share with reduced prices and quicker innovation. Cost inflation heightens the margin pressures compelling to make hard price decisions, which would risk losing volume (Thomas and Islam, 2024). Also, increased ESG questioning the effectiveness of the sustainability claims, in which inability to provide quantifiable results will harm its credibility (Sneideriene and Legenzova, 2025). Consequently, these success factors contribute to competitive advantage, but are becoming more limited by outside forces, and advantage sustainability with time becomes uncertain.
[bookmark: _Toc228492947]2.3 Internal Analysis: Resources & Capabilities
[bookmark: _Toc228492948]2.3.1 Physical Resources and Operation size
In the case of Unilever, global distribution network is one of its greatest assets which enables it to reach a wide market and obtain its products promptly (Unilever, 2025). This scale assists in cost efficiency and market penetration. This is not a totally safe advantage, though. It is expensive and a complicated system to maintain particularly during inflation and disruption of supplies. Reliability on international logistics also comes at the expense of flexibility that will increase the difficulty in responding to local alterations in the marketplace (Nnaji et al., 2024). As such, scale brings efficiency, but it also adds risk and operational inflexibility.
[bookmark: _Toc228492949]2.3.3 Intangible Assets, Human Capital and Innovation Capability
Unilever has a better brand portfolio and image than its material assets. Powerful brands create trust and enable a certain sense of pricing power. Nonetheless, the mentioned advantage presupposes constant investment in marketing and product development (Zhao et al., 2025). In case innovation rates decrease or the relevance of the brand decreases, then the value begins to fade rapidly. Innovation is supported by human capital and R&D, however, in FMCG, a lot of innovation can be duplicated. This restrains long term benefit. Moreover, it is slow and expensive to globalize innovation (Allal-Chérif et al., 2024). On the whole, the capabilities at Unilever are good but not exclusive and uninsured, so the competitive advantage can be achieved only through constant reinvestment, as opposed to stability.
[bookmark: _Toc228492950]2.4 Framework Analysis VRIO
VRIO framework can be used to determine whether the resources possessed by Unilever can give it a sustained competitive edge. It is very obvious that brand equity is valuable since it guarantees the loyalty of the customer and premium pricing is possible (Shahid, 2024). It is also comparatively low because of the magnitude and the popularity of brands such as Dove and Lifebuoy. Notably, it is hard to replicate as it is fostered over a period with predictable marketing, trust, and consumer experience. Unilever also comes prepared to leverage on this ability by well developed global marketing systems. Thus, brand equity is a generated competitive edge but it necessarily needs constant investment (Hu and Zeng, 2024). The supply chain, on the other hand, is useful due to the ability to distribute and be efficient globally. It is however not uncommon since competitors like Procter and Gamble all have such systems. It can also be imitated with considerable investment, that is, it is relatively easy (Widiyanto and Ellitan, 2024). Though Unilever is structured to leverage it successfully, this ability only offers competitive rights, but not sustainable benefit.
[image: ]Table 3: VRIO Framework
Source: (Shahid, 2024)
Sustainability ability is more complicated. It is worthwhile as consumer and regulatory pressure build. It can also be uncommon when highly intertwined with operations as opposed to being utilized as promotional tools (Dwivedi et al., 2021). Nonetheless, it cannot be completely imitated, with competitors replicating these practices in the long run. Organisational integration is determined by the level of organisational integration (Posen et al., 2022). At this moment, it represents a short-term benefit, and there is the possibility to turn it into a stable one in case implementation is credible and consistent (Morell-Santandreu, Santandreu-Mascarell and Garcia-Sabater, 2021). In general, the competitive advantage of Unilever is ambivalent. Other abilities such as brand equity are more long-lasting whereas others are only short term in their effects. This demonstrates that benefit is not constant but is dynamic.
[bookmark: _Toc228492951]2.5 Internal Strengths → Competitive Advantage 
The Strategic Management theory, especially the Porters framework suggests that firms gain competitive advantage through a cost leadership or differentiation strategy (Islami, Mustafa and Latkovikj, 2020). In the case of Unilever, such internal resources as high brand equity and constant innovation can be used to support a differentiation strategy (Unilever, 2020). These enable the firm to delight customers with the perceived increased value as opposed to fighting on a price basis alone. This is not, however, a purely unconditional benefit. Increasing competition and sensitivity to prices constrain the level of willingness of the consumers (Ebbing, 2022). Consequently, Unilever can only be competitive by relying on its strengths, i.e., brand relevance and innovation, rather than on their strengths alone.
[image: ]Figure 3: Strategic Management Theory 
Source: (Islami, Mustafa and Latkovikj, 2020)
[bookmark: _Toc228492952]3. CSR and Sustainability Objectives
[bookmark: _Toc228492953]3.1 Business Alignment and Sustainability Strategy
Unilever has incorporated the concept of sustainability into its company strategy, having implemented the Unilever Sustainable Living Plan (USLP) and the net-zero pledges (Unilever, 2025). The current efforts are geared towards mitigating the environmental impact and enhancing long-term development. At a face value, such bring congruence between CSR and business goals as brand reputations are enhanced and consumer demand to products that are ethically produced is met (Araújo, Pereira and Santos, 2023). This congruence does not always work that way, however. Sustainability initiatives tend to elevate operation expenses, especially sourcing, packaging, and supply chain makeover. Consequently, sustainability and profitability relationship are conditional and not absolute.
[bookmark: _Toc228492954]3.2 Critical Analysis, Cost, Value and Strategic Trade-offs
The issue here consists in whether sustainability is a strategic asset or a liability. Ideally, it encourages differentiation and time-resilience. In practice, it can negatively affect the short-term financial performance due to higher investment needs (Tang, Liu and Zhou, 2022). This puts a strain on ESG promises and stockholder desires on short-term profitability. Probably, sustainability has no positive impact on the brand equity or regulatory risk but its financial implications tend to be roundabout and long term (Widiyanto and Ellitan, 2024). In addition, the credibility of sustainability claims is a debatable issue. Unless initiatives are behind operations, then they are likely to appear a case of greenwashing, negatively affecting trust. Thus, sustainability does not necessarily deliver competitive advantage (Wei et al., 2021). Its success lies in its execution, transparency, and balancing between the values creation in the long-term and the pressure of profitability in the short-term.
[bookmark: _Toc228492955]4. Balanced Scorecard Analysis
[bookmark: _Toc228492956]4.1 Financial Perspective
In the case with Unilever, the goal is to reach revenue growth and enhance margins (Unilever, 2020). The essential KPIs are operating margin (%) and the return on investment (ROI). Targets will generally target consistent increases in margin but at the same sales volume. Some of these initiatives are cost optimisation, pricing, and portfolio restructuring (Ogunbukola, 2024). There is however an evident conflict between value management and sustainability investments. Although sustainability could facilitate the long-term expansion, it causes higher short-term expenses, and it can be challenging to match immediate financial objectives (Nnaji et al., 2024). This demonstrates that financial performance is limited based on the need to balance profitability and long-term strategic commitments.
[image: ]Figure 4: Financial Performance vs Sustainability Investment Trade-off Curve
Source: (Thomas and Islam, 2024)
[bookmark: _Toc228492957]4.2 Customer Perspective
The primary aim is to create brand loyalty and ethical consumption. KPIs involve rates of retention of customers and brand trust index. Targets also concentrate on enhancing customer responsiveness and an excellent brand recognition in markets (Redwan, Niraula and Swamy, 2025). Some of the initiatives involve branding that is determined by sustainability, online marketing, and innovating products. But ethical values are not always of importance to all consumers compared to price. This poses a constraint, with the chances that more expensive sustainable products can lead to a decrease in demand (Cam, 2023). Consequently, customer strategy facilitates differentiation, but its success relies on ethical positioning and affordability, which show a disconnect between the intention to purchase and actual purchasing behaviour among consumers.
[bookmark: _Toc228492958]4.3 Internal Business Processes
It is meant to enhance supply chain efficiency and performance. Examples of KPIs are cost reduction and reduction of waste production. Targets are aimed at raising efficiency and achieving sustainability (Sompong et al., 2026). Programs include digital supply chain systems, automation and sustainable sourcing. Nonetheless, making operations sustainable may incorporate complexity and cost. This cuts short-term efficiency gains (Setyadi, Pawirosumarto and Damaris, 2025). Consequently, there is a trade-off between environmental responsibility and operational efficiency among the internal processes and, as such, the degree to which improvements in the processes are directly converted into cost benefits.
[bookmark: _Toc228492959]4.4 Learning and Growth Perspective
This is aimed at enhancing innovation and labor capability. R&D investment level and staff productivity are KPIs. Goals seek to increase the level of innovation and skill advancement. Measures involve online training and enhancing leadership and paying more attention to green production (Saharti, 2025). But in the FMCG industry it is more likely to be incremental innovation and imitable. This restricts the benefit in the long term. Moreover, extensive spending on skills and innovation adds costs that have no certain payoffs (Rashid, Ahmed and Shahid, 2025). Thus competitiveness requires learning and development, which are not always sufficient to secure a lasting competitive edge unless properly implemented and differentiated.
[bookmark: _Toc228492960]5. Strategic Choices and Implementation
[bookmark: _Toc228492961]5.1 Business-Level Strategy
[image: ]Table: Porter’s Generic Strategies
Source: (de Bruin, 2021)
In the case of Unilever, the prevailing business-level strategy is that of differentiation that is underpinned by well-established brand equity and sustainability images (Unilever, 2025). By applying the Michael Porter’s Generic Strategies, Unilever does not resort to cost leadership but depends on offering additional perceived value in the form of reputed brands and ethical orientation (de Bruin, 2021). This will enable a certain pricing control and customer loyalty.
Nevertheless, this is not the case with the effectiveness of this strategy. When dealing with price sensitised FMCG, there is no reason why consumers would not be more concerned with affordability rather than brand values that would limit the ability of differentiation (Allal-Chérif et al., 2024). Product features and sustainability messages can be copied by competitors and own-labeled products as well, making them less unique. This leads to increased difficulty maintaining differentiation (Alyahya et al., 2023). As such, although the strategy of Unilever contributes to competitive positioning, it needs innovation and relevance of the brands in its operation to ensure continuity. The absence of this will lead to the firm being trapped between the two worlds where it will not be able to compete well in terms of prices or uniqueness (Araújo, Pereira and Santos, 2023). This demonstrates that differentiation is not only essential but also vital to long term benefit.
[bookmark: _Toc228492962]5.2 Corporate-Level Strategy 
Unilever has a strategy of diversification at corporate level in food, personal care and hygiene products and a robust international growth. This minimizes risk because use is diversified between markets and products. It also enables cross brand synergies and global scale benefits (Cam, 2023). But diversification adds more complexity to the portfolio. Dealing with a broad portfolio of brands and operating under various categories leads to increased coordination expense and decreased focus on strategy (Cecil and Oluwamayowa, 2024). Other business units might fail to perform well, and this undermines efficiency. Moreover, external internationalisation results in the firm being faced with economic and political risks in the global front (Dwivedi et al., 2021). Diversification is thus beneficial to growth and resilience, but hinders agility. Unilever has the challenge of ensuring that it narrows down its portfolio and refrains as much as it can to have many brands with a large breadth of operation.
[bookmark: _Toc228492963]5.3 Change Management & Implementation 
The implementation of the strategy at Unilever is aimed at digital transformation and integration of sustainability. Online materials enhance the efficiency of the supply chain and marketing, and sustainability programs are consistent with the long-term strategy (Fernandes, Guzman and Mota, 2024). Nevertheless, it is not implemented easily. Change can be slow due to high levels of investment and organisational resistance. The suppliers and employees would find it difficult to adopt new systems and standards. Despite the observable improvement, there are variations in divisions and products (Gandhi et al., 2024). This indicates that change management is half successful. To be implemented successfully, Unilever needs to enhance the level of internal alignment and make sure that all its strategic changes are regularly implemented in its operations throughout the world.
[image: ]Table 4: Change Management & Implementation Plan
Source: (Fernandes, Guzman and Mota, 2024)
[bookmark: _Toc228492964]6. Strategic Evaluation and Recommendations
[bookmark: _Toc228492965]6.1 SWOT Analysis
[image: ]Table 5: SWOT Analysis
Source: (Cheng, 2021)
In the case of Unilever, the possession of excellent brand equity is also a significant strength and this enables it to exercise certain degree of pricing and consumer loyalty among markets (Hasa, 2024). This advantage is however being eroded with consumers becoming more price-sensitive and moving over to less expensive substitutes. One of its major weaknesses is a cost structure which is high on account of global operations and sustainability investments (Hu and Zeng, 2024). This restricts the ability to flex prices.
There are expansion prospects in developing markets where the rise in incomes and urbanisation leads to an increase in demand. These markets provide volume growth however they are very price-sensitive, thus this decreases margins (Islami, Mustafa and Latkovikj, 2020). Threats are increasing. The rivalry of the brand with other brands and the local brands is also growing and in most cases at cheaper rates and quicker adaptation (Itdhiamornkulchai and Sthapitanonda, 2024). Moreover, the stronger regulations and the requirements to ESG make it more costly and burdened in terms of compliance and pressuring transparency. All in all, the SWOT indicates that though Unilever possesses great internal strengths, the external forces are on the rise (Cheng, 2021). This renders its competitive advantage less fixed and reliant on constant adaption.
[bookmark: _Toc228492966]6.2 Strategic Framework Application
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Figure 5: Ansoff Matrix
Source: (Czinkota et al., 2021)
The strategy of Unilever can be approached with the help of Ansoff Matrix to assess the options of its growth. Market penetration dwells on promoting and selling more of the existing products in the existing markets by use of price and promotions (Czinkota et al., 2021). This strategy has become of low potential in saturated FMCG markets, however, where competition is high and price sensitive. Opportunities are provided by diversification; by expanding to new markets or products. Unilever is already functioning in various segments, and additional diversification may lead to complexity and loss of focus (Ogunbukola, 2024). It also increases the cost of operation and inefficiency. Hence, none of the strategies is wholly effective. This limits market penetration and and diversification poses management dilemmas (Rashid, Ahmed and Shahid, 2025). Despite everything, we have to approach it with a balanced approach as Unilever reinforces its core brands and accentuated expansion into the high-growth markets selectively. This underscores the strategic focus that should be underscored over expansion.
[bookmark: _Toc228492967]6.3 Recommendations
· First, Unilever needs to invest more on emerging markets. Growth theory suggests that these markets have a better demand potential (Posen et al., 2022). However, the sole thing that will bring a victory will be the suitability of pricing and product formats to the local culture of the people and not by merely increasing the number of models.
· Second, the company needs to enhance its digital supply chain. Resource-based perspective includes efficient and data-driven operations to enhance responsiveness and minimize costs (Narikiyo, Harris and Elmassri, 2025). This assists in balancing the pressure of the margins and also being competitive. But there has to be constant investment, because it is easy to copy digital capabilities.
· Third, Unilever needs to strike a better balance between sustainability and profitability. ESG aids in differentiation, but too much attention without sufficient cost management undermines financial results (Morell-Santandreu, Santandreu-Mascarell and Garcia-Sabater, 2021). They should have a more bundled solution that includes sustainability programmes as well as provision of efficiency solutions such as reduction of waste and energy.
Overall, all these recommendations are geared towards adding to the adaptability and efficiency, though elementary not merely to resort to the existent strengths. This is necessary to have competitive advantage in a highly competitive and price sensitive market.


[bookmark: _Toc228492968]7. Conclusion
The present report has critically analysed the strategic position of Unilever in terms of its internal potentials, external environment and strategic decisions. This discussion shows that though Unilever has a favorable brand equity and global presence currently, the company faces the threats of cost, upsurge in competition, and dynamics in consumption trends, with respect to its competitiveness. Its price sensitivity in the FMCG markets limits the value of its differentiation strategy that is sustainable and innovative. The analysis also introduces some trade-offs, in particular the profitability/sustainability. Whereas sustainability work strengthens long-term positioning, it stretches the finances in the short term and it ought to be balanced adequately. On the same note, diversification and globalization helps it to expand but complicates its operations. Overall, being effective will depend on the capacity to continuously innovate, boost productivity, and make its brands topical at Unilever. Recommendations provided are strategic orientation, digital transformation, and balanced integration of sustainability. They are essential in preservation of a competitive advantage in the dynamic competitive world market.


[bookmark: _Toc228492969]SECTION 2: REFLECTIVE ACCOUNT (Gibbs Reflective Cycle)
[image: The Gibbs Reflective Cycle, explained — BiteSize Learning]
Figure 6: Gibbs Reflective Cycle
Source: (BiteSize Learning, 2024)
[bookmark: _Toc228492970]Description 
During this evaluation I evaluated the strategic management of Unilever in terms of the most important theoretical frameworks: PESTEL, VRIO, SWOT, Balanced Scorecard, and Porters Generic Strategies. To learn about internal capabilities and external pressures, I did research on academic journals, company reports, and industry sources. I narrowed down to measure the way of providing competitive advantage on differentiation and sustainability that Unilever employs. Throughout the process, I divided my work into distinct parts, the relationship between the theory and the real world. I also made some visual aids like tables and graphs to aid analysis. This methodology assisted me in transitioning out of mere description and more towards critical analysis of the strategic choices and how these choices affect long term performance.

Disruptive 
Initially, I struggled to put theory into practice as opposed to merely describing it. I did not know how to relate models such as VRIO and PESTEL with actual business decisions. Doubt against the sustainability strategy of Unilever was another challenge to me since it would be overly descriptive. Nevertheless, later on I felt more confident and analysed rather than explained. I came to understand that critical thinking involves doubting and defining boundaries. This not only made the process more interesting but more challenging since it demanded greater insight and diligent application of academic evidence.
[bookmark: _Toc228492972]Evaluation
The skill to combine various strategic frameworks into a single analysis was one of the aspects that worked well. To illustrate, I associated Porters strategy and internal capabilities, including brand equity and innovation, which have allowed me to reinforce my argument (Islami, Mustafa and Latkovikj, 2020). I also was able to successfully make use of SWOT and PESTEL to bridge internal and external forces. This enhanced the quality of my analysis. There were however, areas that were not so effective. My writing would be sometimes a bit descriptive particularly in the process of describing sustainability efforts. I also realised that I would have used more information to back up my points. Although I did contain critical points they did not always have sound evidence. Also, word limits were quite hard to control as I needed to evaluate detail and clarity. Overall, the process allowed me to comprehend the need to connect theory and the real world. It also demonstrated that critical analysis does not only entail determination of strengths but also critique of limitations and trade-offs especially when it comes to the contexts of sustainability and profitability (Ogunbukola, 2024).
[bookmark: _Toc228492973]Analysis 
This evaluation made me more proficient in my academics, especially when it comes to critical thinking and theoretical strategic management implementations. I found out that the applications of the frameworks like VRIO and a puzzle of Framework strategies cannot work on their own and one must judge whether they are applicable in real business cases. To give one example, differentiation can bring a competitive edge, but in a market that operates under certain conditions, like sensitivity to prices, differentiation has its boundaries (Ebbing, 2022). I also enhanced my skill in interpreting information obtained in a multi-source manner. Using a combination of theoretical work and real-life examples, I was in a position to develop more robust arguments. As an example, I also examined how sustainability may be both a strategic and a cost resource, which exemplifies the current dispute between ESG and profitability (Sneideriene and Legenzova, 2025). The next major learning was dynamic capabilities. Competitive advantage is dynamic and needs constant innovation and adjustment (Posen et al., 2022). This ensured that I critically evaluated how the concept of brand equity and sustainability depended on Unilever. On the whole, this procedure improved my skills of leaving descriptive writing and getting myself to analytical thinking. My evaluation of strategies, seeking of limitations and practical, critical application of theory became stronger.

[bookmark: _Toc228492974]Conclusion
Based on this evaluation, I got to understand that strategic management is not simply using models but being critical with regard to the manner in which organisations adjust to changing environment. I realised that in such companies as Unilever, strategies are employed under complicated conditions being trade-offs between growth, cost, and sustainability. I also got to know that competitive advantage is not sustainable and should be constantly reinforced through innovation and adaptation. This assignment taught me to relate theory and practice in the real world as well as enhance my critical thinking skills. It also emphasized the need to ask oneself to support arguments by evidence. Overall, the experience has contributed to my becoming a more analytical writer and strategist.
I will also be able to use more data and evidence to substantiate my arguments when assessing and giving reports in the future. I will dwell on going beyond description by constantly critiquing the merits and shortcomings of strategies. I also want to become a better writer in my academic life so that I can be more concise and structured. I will also become more knowledgeable around research skills with the help of a broader selection of academic resources and an adequate inclusion of references. And I will put into more effective practice the way I apply theoretical frameworks through connecting them with real-life examples. Lastly, I will practice time management to be able to spend more time checking and polishing my work. This will assist me in becoming more clear, deep and good overall. Using this strategy, I am sure to record a higher grade at upcoming strategic management tests.
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