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This report presents the global business environment concerning Unilever. This report places the light on how the company has successfully implemented technologies and adopted the necessary changes during the COVID-19 pandemic to boost its sales and gain a competitive advantage in the marketplace. This report presents the internal factors affecting the business through PESTEL analysis as an attempt to support the knowledge and industry practices.  In the end, the report presents the sustainable changes the company has adopted to combat the issues and challenges that have affected the business due to the COVID-19.
Unilever is a British global consumer goods company headquartered in London, UK. The company specialized in dealing with health and beauty care, home care and food products. Their products are utilized by over 2.5 billion people per day. The company has a portfolio of more than 400 brands and sold it to over 190 countries in the world. The company generated €52 billion turnovers in 2019. The company aims to create a positive change by ensuring sustainable living commonplace (Unilever, 2020).
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For consumer goods sector the COVID-19 has formed huge volatility in the supply chain management due to intense changes in the supply and demand. As being a consumer good company, the products delivered by Unilever continue to face surplus demand volatility as well as uncertainty during the pandemic and after the crisis.
Serving the consumer goods including personal and beauty care, home care, food and refreshment to over 190 countries, the company has experienced severe crises due to the COVID-19 influence its overall business operations and productivity. To combat the challenges posed by COVID, the senior managers of Unilever segmented their product portfolio. This is where the leaders and teams of the company have devised several concrete actions to address several demands and volatility profiles. The company also adapted to several changes such as implementing transparency across its supply chain, moved to scenario-based decision-making, empowering cross-functional decision making and utilized advance technology to ensure seamless business operations (Unilever, 2020).
Unilever’s great profit performance and revenue after the lockdown is the indication that it has adopted some of the key practices of its product portfolio to satisfy the customer demands while marinating its supply chain along with employee workforce to cope with the challenges triggered by the COVID-19 pandemic. During the pandemic, Unilever redeployed 8,300 of its 155,000 employees to focus on the service and products that observed a surge in demand such as home delivery of ice-cream and hand sanitisers. The company launched the Lifebuoy soap brand in just 100 days in 50 new global markets (Naik, 2020).
The company now owns 60 new sites manufacturing hand sanitisers by also investing in the latest automation system so that the products can easily be delivered on sites to the major respective sites. In order to strengthen its marketing efforts during COVID, the companies utilize some of the digital marketing platforms and collaborated with hygiene and behavior change groups. This has made a huge increase in the company's hygiene portfolio which comprises of skin cleansing and home cleaning products. This way the company reached €4 billion during its first half and increased by 17% in the half quarter and 26% in the second quarter. The other strategy of Unilever during the pandemic crisis was to decrease the complexity of its innovative program. For example, the company is supplying in-home eating, providing better value products (Naik, 2020).
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The product life cycle is defined as the duration when the product is launched in the market an introduced to the people until it is eliminated from the shelves. The product life cycle is divided into four stages that are design, growth, decline and maturity. This method is utilized by the organizational management as a crucial factor in determining when it is the right time to enhance marketing, decrease prices and expand the products into the new markets or innovative the existing product.  The method of strategizing the ways to maintain and support the product is known as product life cycle management (Chen, 2017).
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Figure-1
(Source: Sraders, 2019)
As a part of Unilever, they have made changes in their product life cycle due to the COVID-19.  In order to grow productivity and gain make their supply chain management successful, the company utilizes an effective product life cycle from sourcing of raw materials through final product development and disposal. The company first gain knowledge and insights about developing the innovative product to benefit the customers in combating from the COVID crisis. They compare their both new as well as existing products and analyses differences in their major environmental profiles. For example, the Microbac Laboratories that is working on behalf of Unilever Research laboratories has introduced mouthwash containing CPC Technology. As per their research, this mouthwash when kept for 30 seconds can eliminate the virus by 99%. During this product's introduction stage, promotions and marketing are high and the Unilever largely invests in promoting through social media and news outlets so that it can get into the hands of customers (Money Control, 2020).
The other stage includes growth where customers are showing interest in buying the products. With the help of effective and strong marketing, the company can easily attract consumers as its people are willing to invest in a product that can offer benefit to combat the virus. This way the company can increase its sales and lead ahead of its competitors. 
Post-COVID crises, the sales of the company may decline, signaling a largely saturated market. At such time, the company may require to lower own the prices due to extensive pressure of competitors or availability of the customer demand. In order to make it reach to differentiated markets, the company may require it to redesign or innovate to reach its target sales and meet new technologies and demographics. At the last stage, the sales for this specific product may decline considerably if the product is not able to meet as per the changing needs of consumers (Sraders, 2019).
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Political
As Unilever deals in consumer goods, it requires complying with all the policies that are imposed by the food and drug administration. For example, the company is severely hit by the current policies which are in the form of strict trade reforms. Moreover, the imposition of Brexit can affect the operations of the company. In response to creating hand wash and bacteria-free soaps, the company may set fee from taxes and reforms (Siddique, Sultana, 2020).
Economic
The high wages in developing countries like India place the opportunity for Unilever to earn profits from high potential sales. However, the variations in the exchange rates can either make the products offered by Unilever either too cheaper or more expensive. The impact of COVID-19 has enabled people to invest more in healthcare including hand sanitation and soap (Siddique, Sultana, 2020).

Socio-Cultural
Unilever can increase its products by directly addressing the interest of the consumers in healthful items.  As per the evolving trend, educated people are now investing more in standard quality products. Moreover, as the population is expected to reach 9 billion by 2025, people will be more likely to invest in health, beauty and home care products as the necessity (World Health Organization, 2018).
Technological
Increasing business automation is an opportunity for Unilever to grow its operational efficiency. For instance, Unilever has invested in new processing tools that have increased its inventory monitoring system to support logistics and supply chain management systems. However, the increasing R&D investments can threaten the company in terms of competition from other firms including Tesco and more (Raj, Authal, 2018).
Environment
The growing interest in business environmentalism is a great opportunity for Unilever to enhance its environmental program and engage customers who are concerned about the environment. In response, the company has conducted sustainability programs to build its competitiveness from other companies in the consumer goods industry. Moreover, the company can rely on eco-friendly products to attract customers and grow its sales. In developed countries, the company’s product packaging can hamper its trade.
Legal
Unilever has a great opportunity to develop its image by making its CSR (Corporate Social Responsibility) strategies in accordance with environmental regulations. The company further has patent law which can further promote its growth. The company must adhere to perform its productions in line with the laws imposed by the department of health and social care (Siddique, Sultana, 2020).
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Michael Porter's Five Forces are strategic business management tool which is utilized for evaluating the influences of external factors in a company's environment. For Unilever, completion and rivalry are known to be the biggest external force.  In order to ensure long-term success along with competitive advantage in the marketplace, the firm must address the challenges (Lewis, 2017).
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Figure-2
(Source: Lewis, 2017)
Competitive Rivalry (High)
Here are several external companies which are operating in the consumer foods industry in the UK. This factor places a powerful force on Unilever. The company experiences high competition because of low switching cost. It becomes for the customers to shift from purchasing one brand to another. The company can overcome this challenge by focusing on differentiated and innovative products. For example, manufacturing products like hand sanitizers which are in great demand across the world (Ma, 2017).
Bargaining Power of Customers (High)
Nowadays customers have a good quality of information about consumer products which makes it easier for them whether to rely on one company or not. For example, customers easily compare the quality and pricing of Unilever products with different brands. Moreover, the small size of a person's purchases has a small impact on the profit of the company. As a result, the company can focus on effective marketing to engage more customers and convince them to buy more products (DARAMOLA, 2019).
Bargaining power of Suppliers (Moderate)
Though Unilever has large suppliers such as foreign companies that provide oil and paper, the average supplier is moderate in size. Such a moderate number of suppliers place huge but limited impact on companies like Unilever. The company can overcome this challenge by looking for multiple suppliers and developing strong relationships with them.
The threat of Substitutes (Low)
The low switching lost enables the customer’s to easily utilize substitutes for the products of Unilever. For example, it is easier to use the toothpaste of Unilever like close-up from any grocery store than to obtain organic products.  To overcome this challenge, the company can focus on creating innovative and unique products to beat the competitors (DARAMOLA, 2019).
The threat of New Entrants (low)
Unilever takes advantage of the high economies of the scale which enables huge organizational effectiveness and competitive pricing that new companies lack behind. As a result, Unilever stays strong despite the new entrants (Ma, 2017).
By analysing the company's product life cycle management along with the changes that it has made in terms of technology and innovation during the COVID-19 pandemic, it has been observed that majority of its changes are sustainable. For example, by introducing the Lifebuoy soap along with mouthwash during COVID, the company took necessary changes on climatic and forest change.  The company created more opportunities for the vulnerable society by supplying the product at a lower and acceptable price. This helped in enhancing the livelihoods of society. The company further focused on enhancing the well-being and health of people across the UK in terms of offering products related to hygiene and sanitization. The company is also championing sustainable agriculture by mainly focusing on food security and land-use. The company can further adapt to sustainability in its business operations by using eco-friendly packaging which can prove to be beneficial in both developed and developing countries where the company trades and suppliers its products (Unilever, 2020).
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[bookmark: _GoBack]Unilever is one of the leading multinational consumer goods companies which have made a renowned position by providing a diverse range of health and beauty products all across the world. By successfully analyzing the critical situation during COVID-19, the company planned an effective and innovative product using CPC technology. The product effectively manages in combating virus and making the company to reach its targeted sales and grow revenue. The current market position of Unilever along with its organizational strengths is sufficient to address Porter's Five Forces.  Moreover, by focusing on sustainability during COVID has enabled the company to meet its objectives and successfully grow its productivity during the crisis.
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