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Abstract

The corporate strategy plays an integral role in providing business entities with a market 
direction. The formulation and implementation of corporate strategy aids in providing 
businesses with abilities and capabilities so as to maintain and develop adequate pace with 
the consistently changing business environment, aids in the development of a strategic vision 
and focus on overall business goals and objectives, strengthens decision making and most 
importantly helps in the provision of a competitive edge to a business. The role of corporate 
strategy becomes highly signifi cant when the business operates globally. The research 
undertakes the relative role, signifi cance and overall impact of its corporate strategy in making 
adequate contribution towards the att ainment of business growth and expansion and assessing 
the correlation between the corporate strategy and overall business growth. 
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Introduction

Unilever is considered as one of the key players in the market and one of the world’s 
leading suppliers of the rapidly growing consumer goods industry, along with 
blooming food, home, and personal care goods industry. The business portfolio 
of Unilever consists of world’s most renowned and well-known brands. Unilever 
Pakistan is Pakistan’s largest FMCG Company and it is also one of the largest 
multinational businesses operating in Pakistan. Van Den Bosch (2013) points out 
that the overall global strategy of Unilever is directed towards the development of 
strategies that are localized. 
This paper maintains its emphasis on carrying out the analysis on the corporate 
strategies of Unilever Pakistan and its relative contribution towards the expansion 
and growth of the company in the country as a whole. To successfully undertake 
the analysis of Unilever Pakistan’s corporate strategies, the research maintains focus 
on understanding the intensive growth strategies that the multinational follows 
in Pakistan and the relative role these strategies play in expanding its business 
operations in the country. 

Research Question

• Does business corporate strategy contributes towards company’s growth and 
expansion?
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• What is the level of relation and association between corporate strategy and 
business growth?

Aim of Research

The aim of this research is to assess the relative impact and role of Unilever Pakistan’s 
corporate strategy on its business growth and expansion. 

Hypothesis

The research refers corporate strategy as an independent variable, whereas, company 
growth serves as dependent variable. Thus the hypothesis developed for this research 
is;
H1: Corporate strategy has a signifi cant impact on company’s growth
H0: Corporate strategy does not have a signifi cant impact on company’s growth

Literature Review

Uhl (2014) states that Unilever being as one of the strongest, successful and healthy 
companies in the world market, along with a wide and diverse range of successful 
brands, the multinational has always had a potential opportunity to successfully 
integrate the expansion strategies by reducing the environmental eff ects and 
developing competitive cost structure. Hamel (2013) states that initially, the business 
focus of the company was to compete internationally by emphasizing on selected 
number of markets and then continue to follow its brand expansion in other markets. 
As per the study conducted by Wheelen (2010), Unilever’s corporate strategy takes 
into account the essence of its global business strategy which relates to the utilization 
of the same competitive strategy approach in all of the worldwide markets where the 
business operates, goes about selling same off erings in all markets. 
González-Benito (2010) suggests that the theoretical model that applies to Unilever 
is the use of Porter’s model and the company’s use of generic competitive strategy, 
which is dependent upon the approaches of product development. Furthermore, the 
multinational is increasing its emphasis on eff orts on the development of its long 
established local roots in the developing markets. It is because of the company’s 
adequately established network of distribution in both, traditional and contemporary 
retail outlets and its increased capability to eff ectively adapt to the concepts of a 
global brand. Furthermore, Kramer (2011) argues that in order to enter a market that 
is apparently an emerging economy; Unilever maintains its emphasis on competing 
basis that is highly dependent on low price competition, because the primary focus of 
consumers in emerging economies is directed towards price concerns. 
Tanwar (2013) suggests that the entire mix of strategies that are incorporated and 
carried out by a multinational in order to eff ectively and successfully compete in the 
foreign market, helps the company in increasing its revenues and eventually helps 
in increasing its overall market performance. As per Macdonald (2012), the reason 
underlying this growth increase is the swift  expansion of the middle-class individuals 



Vol. 4 No. 1
March, 2018

ISSN 2410-3918
Acces online at www.iipccl.org

11

Academic Journal of Business, Administration, Law and Social Sciences
IIPCCL Publishing, Graz-Austria

in the country, which is turn leads to the increases in the relative purchasing power 
and thus the tendency to purchase branded products. 

Strategic Focus

As indicated by Hult (2011), the strategic focus of a company helps in providing a 
long-term projected view, highlights the overall business growth and expansion plans 
and highly refl ects on the company’s overall corporate strategy focus. Macdonald 
(2012) adds that Unilever’s strategic focus on maintaining the emphasis on making 
investments in the creation of a long-term value helps in the development of growth 
and expansion. Kapferer (2012) indicates that the company maintains an appropriate 
balance and clarity in developing strategic priorities for its portfolio categories. In 
addition to this, Unilever’s strategic emphasis also takes into account the maintenance 
of a focused approach to product and process innovation. As Miskell (2012) argues, 
more relevant investments in R & D leads to increases in product and process 
innovation and businesses grow and expand. As per Bowonder (2010), Unilever 
also takes into account its intensive growth and generic competitive strategy and 
thus makes continuous eff orts in reducing costs, thus assuring the att ainment of 
a signifi cant competitive advantage. Chang (2012) indicates that multinationals in 
order to decrease the eff ect of local competition; maintain their emphasis on mergers 
and acquisitions.

Methodology
Research Design
The research design of this research paper will undertake quantitative data collection 
and will collect relevant and meaningful data by utilizing survey questionnaire. The 
questions in the survey questionnaire will focus on making relevant associations 
between Unilever Pakistan’s corporate strategy factors and the relative increase 
in business’s growth and expansion. The survey questionnaire will take into 
consideration an appropriate mix of strategies that Unilever follows and is associated 
with being as an integral part of its overall corporate strategy and these questions 
are close ended questions and based on the responses of a likert scale. Thus the 
primary aim of carrying out this research is to collect relevant responses and data 
from managerial authorities in Unilever Pakistan.
Furthermore, SPSS will be used in order to fi nd out and assess the relative impact and 
eff ect of Unilever Pakistan’s corporate strategy on its overall business growth and 
expansion. The research will undertake the use of correlation to identify and study 
the relation between the two variables, corporate strategy (independent variable) and 
company’s growth (dependent variable).The responses generated from the survey 
questionnaire have been assessed using SPSS. 

Sample
The research will make use of the quantitative data collection techniques and will 
use survey questionnaire for collecting relevant data in relation with the research’s 
subject. The 10 questions in the survey questionnaire will be inquired from a sample 
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of 50 individuals that are working in Unilever Pakistan on managerial positions. The 
underlying reason for focusing on the individuals belonging from the managerial 
level is that this sample design is highly likely to provide more accurate responses to 
the questions and thus will eff ectively contribute to the entire research study.

Ethical Considerations

In order to prevent the ethical issues, this research paper undertakes the use of a 
consent form and will provide an assurance that the research data collection is carried 
out in order to provide relevant support for the research paper and aids in carrying 
out analysis and generating results that are of signifi cance for the research study as 
a whole.   

Results and Discussion

As briefl y discussed in the sections above, Unilever has successfully and eff ectively 
sustained its growth with the help of an appropriate mix of intensive strategies and 
competitive strategies and they directly refl ect on the overall corporate strategy of the 
company. It is because of the current conditions of the consumer goods market that 
the company has shift ed its focus of att ention and priority on the development and 
successful implementation of intensive growth strategies. 
 As discussed in the methodology section, the results of the respondents 
have been assessed and calculated using SPSS and the correlation between the two 
variables is depicted in Table 1. The description in Table 1 shows that the correlation 
between the two variables is signifi cant as it is closer to 1. Thus the two variables, 
corporate strategy and business growth depict positive and signifi cant correlation. 
The correlation is calculated through hypothesis testing of the two variables. The 
responses generated from the respondents through survey questionnaire and the 
frequency tables calculated through SPSS are added in the appendix section. The 
frequency table reveals that an increased number of respondents show higher level of 
agreeableness that Unilever Pakistan’s corporate strategy in general has a signifi cant 
and positive impact on business growth and has contributed towards business 
expansion.

Correlations
Corporate 
Strategy Firm Growth

Corporate Strategy
Pearson Correlation 1 .985**

Sig. (2-tailed) .000
N 50 50

Firm Growth
Pearson Correlation .985** 1
Sig. (2-tailed) .000
N 50 50

**. Correlation is signifi cant at the 0.01 level (2-tailed).

Table 1
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As per one of the questions in the questionnaire which focuses on the role of 
competitive generic strategy of the company in providing business growth, the 
responses generated thus showed increased level of agreeableness. Unilever 
Pakistan’s competitive strategy is associated with being as a generic strategy, 
refl ects the company’s corporate strategy and is based on Porter’s model. Thus, the 
company’s competitive strategy aids in the development of a competitive advantage. 
As per Grant (2016) Unilever’s competitive advantage is highly dependent on the 
approaches of product development, which in turn incorporates research in order to 
address the needs and requirements of the market. Thus the respondents also highly 
agree that with the utilization of a generic strategy that is based on Porter’s model, 
helps in directly addressing market needs. 
Furthermore, the respondents also showed increased agreeableness with the fact that 
Unilever’s diff erentiation strategy aids in maintaining its competitive advantage. The 
primary focus of this generic strategy is related to maintaining an emphasis on the 
characteristics and features that aid in diff erentiating the products of the company 
from the competitor products. Ortega (2010) argues that strategic objective maintains 
its emphasis on the development and creation of products that create a diff erentiating 
value for the customer.
Moreover, the respondents strongly agree that market penetration strategy has aided 
in sales volume generation and has in turn refl ected upon Unilever’s business growth. 
Unilever follows the idea of market penetration which serves to be as its primary 
strategy and has successfully contributed in providing growth and expansion to the 
company as a whole. The concept of market penetration can be further explained 
with an example which takes into consideration the home care market and where 
Unilever actively sells its off erings in the existing market, which in this case is Pakistan 
(Varadarajan, 2010). 
Another question emphasized on the fact that product development strategy has 
helped Unilever in generating revenue growth and respondents showed increased 
level of agreeableness towards this idea. Hollensen (2015) suggests that the product 
development strategy is associated with being as a secondary strategy; it is successfully 
utilized by Unilever in order to support the aim of its corporate strategy, which is 
business growth and expansion. Fren Svendsen (2011) indicated that Unilever follows 
the application of this intensive growth strategy by introducing newly developed 
products that directly address the needs and preferences of customers in the market. 
Furthermore, the responses from individuals showed agreeableness with the fact that 
diversifi cation strategy has helped Unilever in expanding its business operations. As 
Nath (2010) pointed out that the diversifi cation intensive growth strategy maintains 
its focus on the establishment and development of new businesses in order to 
provide support for business growth and expansion. As per Rothaermel (2015), 
the diversifi cation intensive growth strategy is strongly supported by the generic 
competitive strategy of diff erentiation, thus ensuring att ainment of competitive 
advantage. 
In addition to the above, the results generated form survey questionnaire revealed 
that respondents highly agree that market development strategy has aided Unilever 
in expanding its reach in newer market segments. Kotha (2011), states that the 
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strategy of market development serves to be as an additional supporting strategy 
for Unilever, which provides support for the company to grow and expand in the 
industry of its business. 

Conclusions

The paper carries out the analysis of the corporate strategy and evaluation of the 
strategic focus of Unilever Pakistan and the relative role they play in promoting 
growth and expansion for the business as a whole. The corporate strategy of Unilever 
Pakistan takes into account the global business perspective that the company follows 
and the focus of corporate strategies is divided into the mix of two strategies, which 
are intensive growth strategies and generic competitive strategies. Unilever Pakistan 
thus with the help of these strategies att ains its business aim of growth and expansion. 
In addition to this, this research also contributes to directing the future research’s 
direction towards undertaking the signifi cance and impact of Unilever’s overall 
global strategy that is uniformly followed and assessing whether it does promote 
and contribute towards the att ainment of its business growth and business expansion 
targets. It is of high importance to take into consideration the relative role and impact 
of a multinational company’s overall global strategy that is uniformly followed, as 
it also takes into account the impact of varying factors, such as the market economy, 
market structure and varying customer needs in diff erent geographically dispersed 
markets. 
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Appendix
(A) Survey
Unilever’s generic competitive strategies have contributed in the att ainment of growth
The utilization of a diff erentiation strategy has successfully resulted in capturing local markets 
and has contributed towards business growth by increasing customer base
Unilever Pakistan’s aggressive selling strategy in existing market segments and market 
penetration has resulted in increase in revenue generation i.e. Business growth
Unilever’s strategic focus on innovation has provided support for its business growth 
Unilever’s corporate strategy emphasis on diversifi cation serves as a base for its business 
expansion
Maintaining an appropriate balance of portfolio management has resulted in provision of 
support for diversifi cation strategy and has aided in  Unilever’s business growth
Unilever’s strategic focus on market development strategy has aided in expanding the business 
operations
Unilever Pakistan strategic emphasis on new product development has helped in generating 
revenues and business expansion
Unilever’s strategic focus on innovation has provided support for its business expansion
Unilever’s market diversifi cation strategy has contributed in expansion of its business 
operations
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(B) Frequency Tables

Q1

Frequency Percent Valid Percent
C u m u l a t i v e 

Percent

Valid

Strongly Disagree 3 6.0 6.0 6.0
Disagree 8 16.0 16.0 22.0
Undecided 6 12.0 12.0 34.0
Agree 18 36.0 36.0 70.0
Strongly Agree 15 30.0 30.0 100.0
Total 50 100.0 100.0

Q2
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Strongly Disagree 5 10.0 10.0 10.0
Disagree 8 16.0 16.0 26.0
Undecided 10 20.0 20.0 46.0
Agree 15 30.0 30.0 76.0
Strongly Agree 12 24.0 24.0 100.0
Total 50 100.0 100.0

Q3
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Disagree 2 4.0 4.0 4.0
Undecided 3 6.0 6.0 10.0
Agree 19 38.0 38.0 48.0
Strongly Agree 26 52.0 52.0 100.0
Total 50 100.0 100.0

Q4
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Strongly Disagree 1 2.0 2.0 2.0
Disagree 8 16.0 16.0 18.0
Undecided 11 22.0 22.0 40.0
Agree 15 30.0 30.0 70.0
Strongly Agree 15 30.0 30.0 100.0
Total 50 100.0 100.0

Q5
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Disagree 6 12.0 12.0 12.0
Undecided 5 10.0 10.0 22.0
Agree 24 48.0 48.0 70.0
Strongly Agree 15 30.0 30.0 100.0
Total 50 100.0 100.0
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Q6
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Strongly Disagree 4 8.0 8.0 8.0
Disagree 6 12.0 12.0 20.0
Undecided 10 20.0 20.0 40.0
Agree 20 40.0 40.0 80.0
Strongly Agree 10 20.0 20.0 100.0
Total 50 100.0 100.0

Q7
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Strongly Disagree 2 4.0 4.0 4.0
Disagree 2 4.0 4.0 8.0
Undecided 1 2.0 2.0 10.0
Agree 30 60.0 60.0 70.0
Strongly Agree 15 30.0 30.0 100.0
Total 50 100.0 100.0

Q8
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Disagree 2 4.0 4.0 4.0
Undecided 12 24.0 24.0 28.0
Agree 20 40.0 40.0 68.0
Strongly Agree 16 32.0 32.0 100.0
Total 50 100.0 100.0

Q9
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Strongly Disagree 8 16.0 16.0 16.0
Disagree 1 2.0 2.0 18.0
Undecided 9 18.0 18.0 36.0
Agree 20 40.0 40.0 76.0
Strongly Agree 12 24.0 24.0 100.0
Total 50 100.0 100.0

Q10
Frequency Percent Valid Percent C u m u l a t i v e 

Percent

Valid

Disagree 5 10.0 10.0 10.0
Undecided 10 20.0 20.0 30.0
Agree 23 46.0 46.0 76.0
Strongly Agree 12 24.0 24.0 100.0
Total 50 100.0 100.0


