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[bookmark: _Toc120716776]Executive Summary 
An external consultant is hired by the chosen organization Unilever has been asked to provide an appropriate response to the tasks as follows especially in Conducting an environmental marketing analysis. The key external influencing drivers are taken into consideration. The author first provides an overview of the company that includes founders, establishment, size, type, products, etc. In conducting external environmental analysis, PESTEL is used that identifies the impact on the company externally. Porter's five forces model is also described to identify existing competition. SWOT analysis is used to identify organizational capacity. To understand the marketing situation, the 4Ps marketing mix is used. The author finally provides recommendations for the future. 
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[bookmark: _Toc120716779]Introduction to the Organization 
Unilever plc was founded in 1929 by Lever Brothers and belongs to the Consumer goods industry and its headquarter is located in London, England (Unilever, 2022). A wider range of products is produced by Unilever including condiments, food, bottled water, soft drink, baby food, ice cream, cleaning agents, instant coffee, toothpaste, energy drink, pet food, consumer healthcare products, pharmaceutical, tea, beauty products, breakfast cereals, and personal care Worldwide (Yaakub, Susaimi & Salleh, 2008). Its largest brands are Dove, Lifebuoy, Sunsilk, Lux, Knorr, Sunlight, Rexona, etc. on the London Stock Exchange, Unilever has a primary listing and on Euronext Amsterdam, it has a secondary listing. 
[bookmark: _Toc120716780]PESTEL analysis 
In macro environmental analysis, PESTEL analysis is utilized to understand and examine the external influence on the company that consists of six factors as follows. 
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[bookmark: _Toc120716807]Figure 1: PESTEL analysis
[bookmark: _Toc120716781]Political Factors 
Both the British and Dutch political systems influence Unilever UK company that emphasizes Political stability is a good strength of the country. UK’s withdrawal from the EU has caused political debates and uncertainties by mentioning that opened doors are opportunities to explore (David, 2022). With the United States and many countries in the world, the UK has good relationships that improve product expansion globally. The British government and Unilever join together to help the world's poor people which means the government is in favor of Unilever, but this Public-private partnership is critical (Cheng, 2021). After Brexit, Unilever raises prices on some products in the UK. 
[bookmark: _Toc120716782]Economic Factors 
By nominal GDP, in the world, the UK is the 6th largest economy which means people in the UK are very economically stable (David, 2022). For company profits, the current corporation tax rate is 19% but this rate is going to be 25% from 1 April 2023 onwards which will negatively affect the company (Kpoku, 2021). The annual inflation rate increased from 13.0% in August to 13.2% in September 2022 which means goods and services also increased.
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[bookmark: _Toc120716808]Figure 2: Inflation in the UK
(Source: David, 2022)
 Due to Europe's support for Ukraine, gas, fuel, and water supply will be more disrupted in the future which is not a good sign for the company because production costs will go up. 
[bookmark: _Toc120716783]Social factors 
UK people have concerns about brands hence more likely to purchase products with a good brand image in the global and UK market which positively impacts Unilever as it has famous brands(Frue, 2017). The UK has a big consumer market with 68.5 million populations that are multicultural (Jose, 2021). To cater to the needs of different religions and races, a variety of new products and markets developed the company over years. The UK is one of the top 10 countries that have more educated people which means they have concerns about quality goods. 
[bookmark: _Toc120716784]Technological Factors
For both technological and financial institutions, London is a well eat hub that offers the best solutions for its customers. Through social media channels and digital marketing, new customers are founded (Laursen & Andersen, 2016). In the UK, there are 53 million active social media users including 40 million Facebook users, 3.7 million TikTok users, etc which is 77.9% of the UK population (Unilever social media, 2022). Unilever has 3.9 million Facebook followers, 186K Instagram followers, 238.1K Twitter followers, and 19.1K YouTube subscribers according to the attached figures on the annexure, hence for marketing Unilever mostly uses such platforms.
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[bookmark: _Toc120716809]Figure 3: Social media usage in the UK
[bookmark: _Toc120716785]Environmental Factors 
To create environmental awareness, the government, newspapers, local councils, charities, and many others have taken a variety of initiatives (Laursen, 2016). Hence, Unilever promotes renewable and sustainable resources. Unilever is considered a leading example of a multinational company for sustainable business because government support is higher. 
[bookmark: _Toc120716786]Legal factors 
Rights of employees are protected through The Employment Act 1996 which includes Maternity and paternity leave, holiday pay, minimum wage, sick pay, etc. A person from any discrimination is protected by the Equality Act 2010 (Laursen, 2016). Unilever PLC is subject to the following conditions and terms of the laws of Wales and England. 
[bookmark: _Toc113267641][bookmark: _Toc120716787]Porters 5 Forces model
To understand the environment of competition, Porter's Five Forces Framework is considered a method of analysis that consists of five forces as follows. 
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[bookmark: _Toc120716810]Figure 4: Porter's five forces
(Source: Raj & Aithal, 2018)
[bookmark: _Toc120716788]Competitive Rivalry- Strong force 
Although Unilever ranks 1st in Product Quality In the consumer goods industry, there are many firms operating that is an external factor imposing a strong force on Unilever. Johnson & Johnson, Mars, GSK, Procter & Gamble, and Nestle USA are considered the main existing rivalries for Unilever (Raj & Aithal, 2018). Due to low switching costs, Unilever experiences tough competition which means consumers can switch from one firm to another. Hence, in the company’s industry environment, a high-priority force is the competitive rivalry. 
[bookmark: _Toc120716789]Bargaining Power of Buyers-Strong force 
Unilever’s industry environment and business simply depend on consumers’ responses to its products hence the influence of buyers on business performance is higher (Laursen, 2016). Transferring from Unilever’s products to other company’s products is easier due to low switching costs that contribute to the strong intensity of the bargaining power of buyers. Consumers have access to high-quality information on online platforms regarding consumer goods that impact consumer decision-making (Cheng, 2021). Individual consumer purchases have a low impact on the profits of Unilever. 
[bookmark: _Toc120716790]Bargaining Power of Suppliers-Moderate 
Unilever consists of large suppliers like foreign firms that supply oil, and paper hence the average supplier is moderate in size (David, 2022). The moderate number of suppliers allows for imposing significant but limited influence on firms like Unilever. The company can have more suppliers to get raw materials across the world and no need to rely on only UK suppliers (David, 2022). But, it is costly to get suppliers abroad hence bargaining power of suppliers is moderate. 
[bookmark: _Toc120716791]The threat of Substitutes- Weak 
Unilever’s strength and revenues in the consumer goods industry can be reduced by Substitutes. The low switching costs allow consumers to use substitutes easily for Unilever's products (Jose, 2021). But, mainly due to the low availability of substitutes, the overall impact of substitution is weakened. It is easier to access Close-Up toothpaste of Unilever’s from grocery stores than using substitutes like a homemade paste that emphasizes consumer goods are readily available in the market. The intensity of the threat of substitution is weakened when Unilever's products are more attractive than substitutes (Jose, 2021). 
[bookmark: _Toc120716792]The threat of New Entrants-Weak 
In the consumer goods market, Unilever competes only with well-established firms that create a weak force of the threat of new entrants against Unilever (Jose, 2021). The advantage of high economies of scale is taken by Unilever which supports high organizational efficiencies and competitive pricing. In Unilever’s industry environment, the threat of new entry is a minor concern.
[bookmark: _Toc113267647][bookmark: _Toc120716793]SWOT analysis
To identify organizational capacity, SWOT is used that consists of four factors as follows. Strengths and weaknesses are internal factors while opportunities and threats are external factors. 
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[bookmark: _Toc120716811]Figure 5: SWOT analysis
[bookmark: _Toc120716794]Strengths 
In nearly 190 countries, Unilever operates and has a global footprint combined among consumers worldwide (Kissinger, 2017). It has a broad and deep diversified product range, and portfolio of brands which makes it a unique positioning toward changing consumer preferences. To bring the cutting-edge product and market innovation, Research and Development initiatives are heavily funded in line with consumer preferences (Zhang & Fan, 2020). Over its top competitors, Gamble, Proctor, etc, Unilever has a distinct competitive advantage being expertise in distribution channels and flexible in pricing (Kissinger, 2017). There are nearly 270 manufacturing facilities across the globe. Unilever mainly uses a think globally act locally strategy to retain a distinct local flavor.
[bookmark: _Toc120716795]Weaknesses  
Unilever experiences that it operates in an uber-competitive market with global giants like Nestle and P&G (Sohir, 2021). Its dominance is challenged by a host of local players in Fast Moving Consumer Goods industry. With substitutes, its products can easily be replaced especially in the emerging markets in Africa and Asia when compared to the UK and Europe. The imitable nature of products is another weakness even though the company heavily invests in product differentiation processes (Sohir, 2021). For example, Rexona and Dove products can be imitated by other firms. 
[bookmark: _Toc120716796]Opportunities
Outside the consumer goods industry, Unilever has opportunities to diversify by entering businesses. Market-based risks are reduced by diversification and business resilience is improved (Sohir, 2021). Unilever’s product attractiveness can be increased by product innovation by addressing health-conscious consumers. For example, the company can market its Lipton products for consumers with special diets as health drinks. The company has an opportunity to attract and retain environmentally conscious consumers being more sustainable. 
[bookmark: _Toc120716797]Threats
Tough competition is the main threat that can reduce the company’s financial performance and market share (Sohir, 2021). Product imitation is also a big threat against Unilever. For example, Similar Unilever products can be developed by local firms. By selling their own brands, a threat is imposed by retailers. 
[bookmark: _Toc120716798]Marketing mix strategies
To capture the target market, a combination of business strategies is reflected by the marketing mix or 4Ps(Okeudo, 2013). To addresses challenges in the global market and competition, a marketing mix is maintained by Unilever as a leading firm in the consumer goods industry. 
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[bookmark: _Toc120716812]Figure 6: 4Ps of the marketing mix
(Source: Okeudo, 2013)
[bookmark: _Toc120716799]Product Mix
Unilever is composed of over 400 brands mainly in four categories including food as mayonnaise, Knorr stock cubes and sauces, home care as Sun dishwasher detergent, Surf laundry detergent, and refreshment as Brook Bond teas, Heartbrand ice creams and personal care as Close-Up toothpaste, Dove soap, shampoo, Vaseline lotion (Niazi, Rashid & Shamugia, 2021). Best Foods was acquired by Unilever in 2000. 
[bookmark: _Toc120716800]Distribution
For Unilever’s products, the primary places of distribution are Retailers, for example, Walmart is one big retailer for distributing these consumer goods (Niazi, 2021). To introduce products to customers directly, kiosks are occasionally used while utilizing personal selling. A limited selection of products is promoted through these kiosks. Through stores especially subsidiary Ben & Jerry’s, some of the products are offered by Unilever. Unilever’s product development intensive growth strategy and generic strategy are significant. 
[bookmark: _Toc120716801]Promotion
The high level of competitive rivalry in the global consumer goods market is highly focused on promoting its products. The primary means of promoting Unilever's products are advertising on online media and television (Unilever, 2022). Sales promotion is occasionally used including product bundles and discounts. For example, at a discounted price, Dove soaps and toothpaste are offered sometimes in bundles (Sohir, 2021). Brand strength and corporate image are enhanced by the Unilever Foundation’s activities. To operate kiosks for certain occasions, with retailers, personal selling is sometimes implemented. In Unilever’s marketing mix, the least significant promotional tactic is direct marketing (Sohir, 2021). To promote suitable products, this tactic involves directly engaging client organizations. As the main factor, Unilever heavily depends on advertising which can impact consumer perception of the company’s consumer goods.
[bookmark: _Toc120716802]Prices
Based on consumer goods market factors, setting price points are entailed by a market-oriented pricing strategy. To determine the most appropriate prices, competitors’ pricing is used by Unilever (Jose, 2021). The premium pricing strategy sets prices higher than competitors especially products like Dove that are moderately high prices. At discounted prices, products in bundles are occasionally offered. 
[bookmark: _Toc120716803]Recommendation for future 
The weaknesses of the imitable nature of products and limited business diversification are significant because they can impact business performance and stability. The author recommends that it is needed to diversify Unilever's business beyond the consumer industry through acquisition. As an opportunity to boost business performance, product innovation is needed to consider by Unilever. To address the threat of imitation and competition, its strengths, such as economies of scale, for product innovation must be used. Supply chain management is needed to ensure the best information technology practices. As a way of supporting the supply chain management, internet and intranet transformation must need that can improve higher competitive benefits, quality improvement, and cost-saving (Jose, 2021). For keeping emissions from road transport low, its logistics must be redesigned by establishing green corridors between Unilever’s major logistics locations. The use of rail and sea must be encouraged instead of the road to reduce emissions. The introduction of Unilever products in new markets is also important. 
[bookmark: _Toc120716804]Conclusion 
The company’s marketing strategies are the success of Unilever that helps to introduce its commodities in emerging and new markets by growing in most parts of the world. The importance of well-planned market strategies is the key element, hence, diversification in brand marketing is significant. 
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