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[bookmark: _GoBack]Unilever is a food and consumer products giant that initiated its operations from Europe and now provides its products to the global markets. Unilever has been able to grow in multiple aspects as the product range and the brands under its umbrella have increased over the passage of few decades. This has led the company to identify, plan and execute their strategic planning that has tried to reduce the risk factors and focused on the reduction of cost of business as well. The components of the strategic planning of Unilever consisted of global market dimensions and they focused on the labor, raw materials and supply chain management issues before they could actually move to other countries. In this sense, it would be a little difficult to recommend something to the consumer goods giant but it seems that Unilever is missing good market share from the developing countries (Ogbonna, 2006).
The developing countries have lesser purchasing power and this is where Unilever is a bit out of focus so the recommendation to the company would be start catering for the consumers that have less purchasing power. This can be done by introducing smaller packages of the products for the people who might not be able to afford the larger packs due to the higher prices. Further, the brand will gain a better market share once all the audience of the market is catered one or the other. The sachets for shampoos or the small dosages of surf are the perfect example. Furthermore, the current European markets are also facing a change in the consumer markets where the customers are now having less purchasing power then before and this is where Unilever may start working as the strategic direction from this point to the next ten years or so (Coulter, 2013). 
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