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Abstract 

This study aims to examine the effect of climate 

strategies and sustainable practices on the growth and 

efficiency of Unilever, as well as on the capabilities 

of the supply chain and competitive advantage. This 

research is interpretivism, deductive, and uses an 

explanatory design. The data obtained from 

secondary data from journals, company reports, and 

industry sources that are analysed with thematic 

analysis. The findings indicate that climate policies, 

renewable energy, efficiency, sustainable sourcing 

and green solutions act as pollution abatement, 

resource maximisation, resilience strengthening and 

performance improvement levers. However, 

significant gaps still need to be closed, including 

Scope 3 emissions, multi-contract suppliers, 

packaging circularity, financial access, consumers’ 

habits and measurement difficulties. The study 

recommends encouraging deeper supply 

involvement, accelerating the advent of circular 

packaging innovation, selecting low-carbon 

materials, acquiring renewable energies and 

implementing advanced sustainability monitoring. 

The findings provide practical guidance for Unilever, 

other consumer goods firms, managers and 

policymakers in sustainable growth development for 

the future. 

 

I. Introduction 
1.1 Research Background 

Climate change is a major strategic concern, 

affecting resources, supply chains, costs, consumer 

behaviours, and business performance in the long 

term. Firms are under stress to curb their effect on 

environment while maintaining their profit and a 

minimum level of expectations of the stakeholders. 

Unilever is a global British corporation with activities 

in 190 countries operating in Beauty, Personal Care, 

Home Care and Food sectors (Unilever, 2025). Its 

turnover in 2006 exceeded €50.5 billion, with an 

operating profit of €9.0 billion and a net profit of 

€6.2billion (Unilever, 2025). In this context, Unilever 

designed climate actions plans to reduce emissions, 

improve the efficiency of resource utilisation and 

promote sustainable procurement (Unilever, 2025). 

However, the climate risks, lack of resources, supply 

disruptions, rising costs, customer expectations and 

environmental regulations exist in the businesses. 

Therefore, sustainability businesses are important to 

remain the long-term sustainability of the businesses 

term. 

 
Figure 1.1: Revenue of Unilever Worldwide 

(Source: Unilever, 2025) 
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1.2 Research Aim 

The study aims to investigate the impact of climate 

change, green initiatives, and business activities on 

Unilever's long-term expansion, productivity, and 

competitiveness for a sustainable business model. 

 

1.3 Research Objectives 

● To analyse the impact of climate change 

strategies on Unilever’s business 

operations, supply chain management and 

long-term business performance. 

● To evaluate how Unilever’s sustainable 

business practices contribute to business 

growth, operational efficiency, and 

competitive advantage. 

● To identify the key challenges and 

opportunities faced by Unilever in 

implementing its climate change strategies 

and sustainable business practices. 

 

1.4 Research Question 

1. What is the impact of climate change 

strategies on Unilever’s business 

operations, supply chain management and 

long-term business performance? 

2. How do Unilever’s sustainable business 

practices contribute to business growth, 

operational efficiency, and competitive 

advantage? 

3. What are the key challenges and 

opportunities faced by Unilever in 

implementing its climate change strategies 

and sustainable business practices? 

 

1.5 Problem Statement / Rationale of the Research 

Unilever’s most significant challenge is to 

reduce greenhouse gas emissions while maintaining 

profitable growth, competitiveness and efficiency of 

the business (Unilever, 2026). The issue is that a 

significant part of the climate impact is produced 

outside the operation, very often by suppliers, raw 

materials, packaging or use of the products. In 2025, 

Unilever committed to a model, and they managed to 

cut Scope 1 and 2 emissions by 77% in comparison 

to 2015 (Unilever, 2026). Nonetheless, their carbon 

emissions remain high and still have a large effect 

during the process of producing products to market at 

full scale. There has been only an 11% decline in 

Scope 3 energy and industrial emissions and a 17% 

fall in Scope 3 emissions on the 2021 baseline 

(Unilever, 2026). Additionally, the plastics 

packaging aspect is still an issue, with only 57% of 

its plastics packaging being reusable, recyclable or 

compostable in 2025 (Unilever, 2025). Therefore, 

reducing emissions in the value chain and improving 

packaging circularity are issues for Unilever. 

 

1.6 Significance 

This research can facilitate the identifying of how 

climate change strategies and sustainable business 

practices (IVs) affect the growth, operation efficiency 

and competitiveness (DVs) of businesses in the long 

term at Unilever. Moreover, it can be used to shed 

light on how Unilever and consumer goods managers 

take actions to improve sustainability, supply chain 

performance and business performance. 

 

II. Literature Review 
2.1 Impact of Climate Strategies on Unilever’s 

Operations, Supply Chain and Performance 

Climate strategies enhance Unilever's 

operational efficiency, supply chain resilience, 

resource management, and long-term business 

performance. Narikiyo et al. (2025) recognised 

Unilever's carbon reduction initiative as a 

longitudinal case study that is going through maturity 

phases, wherein carbon management is a more 

incorporated factor in the company's strategy and 

decision-making. Also, the study by Dharmapriya et 

al. (2025) showed significant positive association 

between energy consumption and CO2 emission, 

which indicate efficiency improvement in energy 

consumption could mitigate Carbon emissions. Their 

findings were that there is no significant link between 

their various emissions and their energy usage or 

operating profit. 

Beyond that, Shirkoohi & Mohiuddin 

(2025) performed a systematic literature review on 

the presentation of sustainable sourcing of 

commodities and on multi-stakeholder initiatives on 

supply chains. However, they also found that the 

outcome of sustainability relies on cooperation 

within complex supply chains and their networks. By 

contrast, Borchardt et al. (2025) review the literature 

systematically and identify that climate strategies 

encompass suppliers and agricultural practices, 

besides Unilever’s direct activities. Thus, Unilever’s 

climate strategies enhance efficiency and resilience 

while competitiveness depends on others’ 

cooperation, resources, and measurable results. 

2.2 Sustainable Business Practices, Business 

Growth, Efficiency and Competitive Advantage at 

Unilever 

Sustainable business practices promote 

Unilever’s sustainable growth, operations, 

innovation, resilience, and sustainability competitive 

advantages. Hashim et al. (2025) concluded through 

a critical review of the literature that sustainable 

business models ensure value creation through the 
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alignment of environmental and social goals. 

Likewise, based on multidimensional scaling (MDS), 

Chabowski et al. (2023) found that sustainable 

business model innovation can improve the reduction 

of resource consumption, besides new value creation 

opportunities. However, the explanations from 

different business contexts cannot directly explain 

whether this benefit can apply to Unilever. 

 

 
Figure 2.1: Strategic contributions to Unilever’s sustainability 

(Source: Arslan et al., 2025) 

 

The figure shows adaptive behaviour 

strategy at 90%, then innovation practice at 85%, and 

a mental health program at 80% (Arslan et al., 2025). 

Meanwhile, Arslan et al. (2025) conducted a 

qualitative case study and found Unilever’s 

Sustainable Living Plan, which embeds sustainability 

into its strategy and the development of its brands. 

However, they concluded that quantifying the 

immediate monetary return of sustainability 

programs is difficult. Conversely, in their paper 

Bennett & Grabs (2025) developed exploratory case 

studies to show that sustainable business models 

function in broader value systems that stretch beyond 

internal sustainability programs to enable 

maintenance of competitive advantage. Therefore, 

Unilever’s sustainable activities will need to 

concentrate on efficiency, innovation and 

differentiation and on the point of effective 

management of implementation and measuring of 

outcomes. 

 

2.3 Key Challenges and Opportunities in 

Unilever’s in Implementing Climate and 

Sustainability Strategies 

The opportunities and challenges to climate 

and sustainability strategies for Unilever are 

significant. The goal of Unilever PLC (2025) is to 

positively impact Material Business by cutting GHG 

emissions worldwide by 2030 through the CTAP 

plan.  This is however difficult as the value chain 

related emissions are difficult to manage on the large 

number of suppliers of Unilever’s which forms that 

part of the solution. Similarly, the qualitative meta 

synthesis by Hughes and Baker (2026) found that 

stakeholder mobilisation and organisational 

commitment are necessary to embed sustainability 

within business strategy. However, findings were 

based partially on conceptual analysis, the results 

have not always been based on measurable 

environmental results in Unilever’s operation. In 

comparison, Arslan et al. (2025) employed a 

qualitative case study of the Unilever supply chain, 

illustrating that efficiency improvements can be 

diluted further by ongoing business expansion. 
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Moreover, Traub et al. (2025) quantitatively assessed 

carbon reporting using CIX, identifying value chain 

gaps that limit climate strategy effectiveness 

assessment. Thus, Unilever has opportunities in 

sustainable innovation, deeper cooperation with 

suppliers and circular business models for growth. 

 

2.4 Theoretical Perspective 

Natural Resource-Based View (NRBV) 

The Natural Resource-Based View (NRBV) 

also suggests that a firm's environmental capabilities 

and sustainable resource utilisation can provide it 

with a long-term competitive edge (Wang et al., 

2026). Furthermore, NRBV is relevant given its 

direct connections between NRBV and Unilever's 

environmental capabilities, sustainability, 

operational efficiency, and competitive advantage 

(Wang et al., 2026). These functions can lead to 

operational efficiency and strengthening of supply 

chain resilience and long-run competitiveness. 

Hence, Unilever needs to implement NRBV in the 

following ways, such as pollution prevention, 

sustainable products that make sense for resources. 

 

 
Figure 2.2: Benefit of Natural Resource-Based View Theory  

(Source: Author) 

2.5 Literature Gap 

While there is existing research on 

Unilever's sustainability measures, there is relatively 

little work that links climate strategies to quantifiable 

competitive advantage. Furthermore, the information 

related to operational efficiency, efficiency of supply 

chain, growing the business and the influence on 

environment remains dispersed. This study therefore 

aims to bridge this gap by critically analysing such 

relationships as they relate to Unilever's sustainable 

business model. 
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III. Methodology 
3.1 Research Philosophy 

This study adopted an Interpretivism philosophy 

approach to understand the climate strategy and 

sustainable business practices followed by Unilever. 

Interpretivism focused on the stakeholders' 

understanding of perspectives, experiences and 

interpretations in an organisation's context (Pervin & 

Mokhtar, 2022). Therefore, this philosophy was 

suitable to relate various perspectives on the impact 

of Unilever's climate and sustainability initiatives on 

the future of the business. 

 

3.2 Research Approach 

Deductive approach has been applied to evaluate the 

impact of climate change strategies, sustainable 

practices and operational performance of Unilever. 

The deductive approach aids to examine the current 

existing theories by drawing inferences from the 

research results to current theories and other research 

(Fife & Gossner, 2024). Therefore, the deductive 

approach was favourited as it was used to examine 

the NRBV theory for framework where to analyse the 

sustainable practices of Unilever. 

 

3.3 Research Design 

The explanatory research design has been employed 

in the analysis of con variation parameters 

influencing climate policies, sustainable practices 

and long run performance. Explanatory research 

studies factors leading to specific outcomes and 

explores linkages between variables (Saunders et al., 

2019). As a result, this design investigated Unilever's 

climate strategy, sustainable processes, efficiency 

gains, supply chain strength with secondary data. 

 

3.4 Data Collection 

The secondary data sources were utilised in this study 

for analysing Unilever's climate strategies and 

sustainable business practices. Secondary data 

enabled access to a wide variety of available evidence 

and minimised the time and expense of primary data 

collection (Cheong et al., 2023). The sources of data 

used were peer-reviewed journals and trusted 

websites such as Unilever reports, Taylor and Francis 

Online, ScienceDirect, SpringerLink, SAGE 

Journals, and Google Scholar. Boolean terms (and, 

or, not) and inclusion/exclusion criteria were utilised 

to gather relevant evidence. Moreover, the principles 

of PRISMA were adhered to conduct literature 

screening and selection in a systematic and 

transparent manner. 

 
Table 3.1: Inclusion and Exclusion Criteria 

(Source: Author) 
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Table 3.2: Boolean Operators 

(Source: Author) 

 

 
Figure 3.1: PRISMA Framework 

(Source: Author) 

3.5 Data Analysis 

Thematic analysis was performed to 

uncover barriers and opportunities for Unilever in 

putting their climate and sustainability initiatives into 

practice. Qualitative secondary data was analysed 

thematically across six stages suggested by Braun 

and Clarke (Braun & Clarke, 2023). This included 

data familiarisation, coding, identification of themes, 

review and refinement of themes, theme 

determination and reporting of findings to explain 

their work and influence on operational efficiency, 
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growth and competitive advantage of achieving the 

business of Unilever. 

3.6 Ethics 

The study used only secondary data, and therefore did 

not require human participants at any stage of the 

research process. Information collected from 

academic and company sources was handled 

responsibly to maintain accuracy, confidentiality and 

academic integrity (GDPR 2018). In addition, 

appropriate referencing was used throughout the 

research process to acknowledge all sources and 

avoid plagiarism.  

 

IV. Findings and Analysis 
4.1 Findings 

Theme 1: Impact of climate change strategies on Unilever’s business operations, supply chain management 

and business performance 

Author Methodology Key Findings 

Buri & Kiss 

(2025) 

Secondary   

Quantitative  

Buri & Kiss (2025) concluded that Unilever achieved significant 

emissions reductions by leveraging renewable energy, energy efficiency 

and green technologies. Emissions in the scope 1 and 2 were 

considerably reduced, and scope 3 emissions were still difficult. It was 

noted that there was a strong correlation between the use of energy and 

the CO 2 emissions   

Unilever 

(2024) 

Secondary 

Qualitative 

According to Unilever (2024), Unilever has made significant progress 

in reducing greenhouse gas emissions across its value chain. Unilever’s 

Scope 1 and 2 emissions have decreased by 77% since 2015. Scope 3 

emissions have also decreased since 2015. The company’s main 

approaches include 100% renewable energy, regenerative agriculture 

and deforestation-free sourcing, sustainable packaging, supplier 

engagement, and lower-emissions ingredients. Overall, which help 

making the climate more resilient, strengthened through key 

quantifiable sustainability targets and collaborations. 

Table 4.1: Theme 1 

(Source: Author) 

 

Theme 2: Unilever’s sustainable business practices, Driving Growth and Operational Efficiency 

Author Methodology Key Findings 

Hong (2025) Secondary 

Qualitative 

Hong (2025) highlighted that Unilever's Sustainable Living Plan 

embeds sustainability in its business practices and enables long-term 

value creation for its stakeholders. It has great capabilities in terms of 

being global, its branding, and being a leader in sustainability. 

However, obstacle such as the complexity of the supply chain, 

regulation and consumer behaviour. 

Leelawati et al. 

(2025) 

Secondary 

Qualitative (Case 

Study) 

The research of Leelawati et al. (2025) shows that Unilever has 

comprehensively incorporated ethical decisions into CSR and 

sustainability using stakeholder theory, transparent reporting and 

governance systems. Their programs improve environment and social 

benefits and promote business value. However, still there are barriers 

in balancing eco-financial performance and sustainability, ethical 

consistency of supply chains, free volunteer programs. 

Table 4.2: Theme 2 

(Source: Author) 

Theme 3: Key challenges and opportunities faced by Unilever during implementing its climate change 

strategies and sustainable business practices 



 

 

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 8, Issue 8 August. 2026, pp: 333-343   www.ijaem.net   ISSN: 2395-5252 

                                      

 

 

 

 

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 8, Issue 8 August. 2026, pp: 221-238   www.ijaem.net   ISSN: 2395-5252 

                                      

 

 

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 8, Issue 8 August. 2026, pp: 221-238   www.ijaem.net   ISSN: 2395-5252 

                                      

 

 

DOI: 10.5281/zenodo.22132029     | Impact Factor value 6.18 | ISO 9001: 2008 Certified Journal          Page 340 

Author Methodology Key Findings 

Hu & Zeng 

(2024) 

Secondary 

Qualitative (Case 

Study)   

Hu & Zeng (2024) showed that Unilever has achieved tremendous 

strides with sustainable sourcing, waste reduction, carbon emission 

reduction, renewable energy and social initiatives. Nevertheless, an 

impact of financial constraints, supply chain management and 

consumer behaviour, and environment could be disadvantages. The 

research recommends for sustainable operation, the obvious 

strategies, technological innovation and cooperation with 

stakeholders. 

Haryanto (2025) Secondary 

Qualitative 

Haryanto (2025) concluded that the three approaches that underpin 

Unilever's sustainable manufacturing transformation are the 

following: embedding sustainability in corporate strategies, pursuing 

environmentally friendly technologies, and engaging stakeholders. 

These practices have enhanced energy efficiency, minimised waste 

and emissions, and increased operational effectiveness.  

Table 4.3: Theme 3 

(Source: Author) 

 

4.2 Analysis 

Theme 1: 

The existing literature relating to Unilever’s climate 

strategies, with a focus on emissions reduction, 

energy efficiency and sustainable sourcing. Narikiyo 

et al (2025) suggest that Unilever’s carbon strategy 

evolved with increased organisational maturity. This 

reflects the results of Buri and Kiss (2025), who 

found major emissions reductions in scope 1 and 2 

through renewable energy and energy efficiency. 

Furthermore, Dharmapriya et al. (2025) found a 

dependence between energy consumption and carbon 

emissions, which supports the results of the 

operational emission reduction. In addition, 

Shirkoohi and Mohiuddin (2025) emphasised 

sustainable sourcing of commodities and multi-

stakeholder initiatives, which aligns with Unilever 

(2024), which mainly concentrates on regenerative 

agriculture, preventing deforestation and supplier 

engagement. However, Unilever (2024) 77% cut in 

Scope 1 and 2 emissions since 2015 and mentions of 

renewable energy and renewable farming and supply. 

In contrast, Borchardt et al. (2025) identified the 

complexity of bringing emission reductions across 

suppliers and through agricultural sourcing. Thus, 

this research supports previous studies and shows 

that, within the broader value chain, direct emissions 

reduction efforts within Unilever have been more 

successful. 

Theme 2: 

Findings show generally to the literature on 

sustainable business, recognising that sustainable 

business can accrue growth, efficiency and 

competitive advantage to Unilever. Hashim et al. 

(2025) argued that a sustainable business model 

results in economic gains through the integration of 

environmental and social benefits. Contrary to this, 

Hong (2025) also agrees Unilever long-term value 

creation to stakeholders, given the sustainable living 

plan and sustainable growth strategy. These findings 

are in line with the literature upon embracing 

sustainability to strategy can best maximise the long-

term value creation and Unilever competitive 

advantage. 

Moreover, Chabowski et al. (2023) and Arslan et al. 

(2025) connect sustainable business model 

innovation with resource efficiency and value 

creation, supporting Leelawati et al. (2025), who 

concluded that Unilever’s sustainability practices and 

governance translate into business value. However, 

Bennett and Grabs (2025) argued that truly 

sustainable business models would be accompanied 

by wider organisational changes in value networks. 

Thus, highlights the importance of sustainability, 

although it reveals that competitive advantages can 

only be achieved if broader organisational and supply 

chain issues can be addressed. 

Theme 3: 

The findings broadly align with the literature in terms 

of the opportunities and obstacles to Unilever ‘s 

climate and sustainability strategies. Unilever PLC 

(2025) emphasised its efforts to cut down greenhouse 

gases as part of the Climate Transition Action Plan. 

This is consistent with Hu and Zeng (2024) which 

said that sustainability strategy and green technology 

was result of increasing in company operational 

efficiency. There are other researches as Hughes and 

Baker (2026) which concentrated on stakeholder’s 
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mobilisation and organization commitment. In 

conclusion, strategy commitment and stakeholder’s 

participation have fundamental impact on 

sustainability and process innovation. This reinforces 

Arslan et al. (2025), who contended that gains in 

efficiency might be outweighed by continued 

business expansion. Additionally, Traub et al. (2025) 

found a lack of value chain carbon reporting, 

implying issues measuring climate performance. 

Thus, results support other works, but achieving 

success requires technological innovation, 

collaboration, financial capability and better 

measurement of sustainability. 

 

V. Conclusion and Recommendation 
5.1 Conclusion 

In conclusion, Unilever’s climate initiatives result in 

reduced emissions and more efficient resource 

utilisation, which in turn enhances competitiveness 

via sustainable procurement and innovation. 

However, packaging circularity; supply chain 

intricacy is difficulty to measure Scope 3 emission 

still existence problems. It should be noted that, 

investment and higher-level cooperation along value-

chain are vital for sustainable development and 

resilience performance. 

5.2 Study Limitations and Future Scope 

This research employed a secondary data, which the 

financial evidence was sparse and included the 

measurement variations among the firms and the bias 

of reporting. The qualitative thematic analysis also 

constrained the causality nexus of sustainability and 

competitive advantage. The future research, the 

longitudinal quantitative data should be investigated 

in measurable results across markets over a long 

period of time and across industries. 

5.3 Recommendation 

5.3.1 Strengthening Scope 3 Emission Reduction 

Unilever should reinforce the Scope 3 emission 

reduction strategy by working with suppliers, organic 

farming, renewable energy and low-carbon materials. 

For example, Nestlé is also concentrating on value 

chain projects for Scope 3 emission reduction 

(Nestlé, 2025). Thus, Unilever needs to set its 

supplier targets and monitoring mechanisms more 

strongly. 

5.3.2 Accelerating Circular Packaging Innovation 

Unilever must speed up circular packaging’s through 

greater use of reusable, recyclable and compostable 

packaging’s on goods. For example, L’Oréal is 

progressively reducing plastic packaging by 

establishing reusable packaging’s and refills 

(L’Oréal Paris, 2024). Thus, Unilever needs to 

increase packaging innovation, build recycling 

partnerships, and apply these measures to improve 

circularity. 
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