	
	
	



[image: ]


Student Name: Cristita Asis 
Student Number: 2333553  
Module: LCBB5015
Lecturer Name: Sinan He

An Evaluation of the External Environment on Unilever PLC Using the PESTEL Framework and Its Impact on Marketing Decision-Making










1.0 Introduction	2
2.0 PESTEL ANALYSIS	3
2.1Political Factors	3
2.2 Economic Factors	3
2.3 Social Factors	4
2.4 Technological Factors	4
2.5 Legal Factors	4
2.6 Environmental Factors	5
3.0 Critical Analysis and Evaluation	5
4.0 Conclusion	6
References	7















[bookmark: _Toc1945042328]1.0 Introduction
Unilever PLC is a British multinational consumer goods company headquartered in London, United Kingdom. Operating in more than 190 countries, the company owns globally recognised brands including Dove, Lifebuoy, Rexona, Knorr and Vaseline (Unilever, 2024). As a leading consumer goods manufacturer, Unilever operates in a highly competitive and rapidly changing external environment influenced by political, economic, social, technological, environmental and legal factors (Worthington and Britton, 2018).
The PESTEL framework is widely used to evaluate external factors that influence organisational performance and strategic decision-making (Johnson et al., 2020; Morrison, 2023; Kotler et al, 2009). This report evaluates Unilever’s external environment using the PESTEL framework and critically analyses how these factors influence the company’s marketing decisions, competitive position, and long-term business success.
















[bookmark: _Toc175558087]2.0 PESTEL ANALYSIS
[bookmark: _Toc1899093603]2.1Political Factors
Political factors influence Unilever’s operations through government regulations, trade policies,, and sustainability requirements. Operating across international markets, the company must comply with environmental regulations and responsible sourcing standards (Morrison, 2023). Changes in trade policies and geopolitical conditions can increase supply chain costs and affect pricing decisions. Consequently, Unilever promotes environmentally responsible products and sustainability-focused marketing to comply with regulations while strengthening corporate reputation (Johnson et al., 2020).
[bookmark: _Toc623732796]2.2 Economic Factors
Economic conditions, including inflation, exchange rate fluctuations and reduced consumer purchasing power, significantly influence Unilever’s marketing decisions (Morrison, 2023). Rising production and distribution costs place pressure on profit margins, requiring the company to balance price increases with consumer expectations. According to Unilever (2024), maintaining growth requires continuous adaptation of pricing strategies and product offerings. During economic uncertainty, Unilever also emphasises value-based products and promotional campaigns to retain customer loyalty and remain competitive.
[bookmark: _Toc857202712]2.3 Social Factors
Social factors significantly influence Unilever’s marketing decisions because consumer preferences increasingly focus on health, wellbeing, sustainability, and ethical business practices. Consumer purchasing behaviour is strongly shaped by changing social values (Solomon et al., 2019). Recent research also indicates that sustainability increasingly influences purchasing decisions in both online and offline markets (Qalati et al., 2024). Consequently, Unilever has integrated sustainability into its branding and marketing communications to strengthen customer relationships and brand loyalty (Unilever, 2024). These changing social trends encourage the company to develop products and marketing strategies that meet evolving consumer expectations.
[bookmark: _Toc732886025]2.4 Technological Factors
Technological developments have transformed how organisations communicate with consumers through integrated marketing communications, enabling organisations to build stronger relationships with target audiences (Fill, 2013). Digital marketing, artificial intelligence (AI), data analytics, and e-commerce enable businesses to improve customer engagement and marketing effectiveness (Chaffey, 2010). For Unilever, these technologies support market segmentation, personalised marketing campaigns, and stronger customer relationships across digital channels (Unilever, 2024). As consumer behaviour increasingly shifts online, continued investment in technology remains essential for maintaining competitiveness and supporting long-term marketing success.
[bookmark: _Toc331532188]2.5 Legal Factors
Legal factors influence how Unilever markets and distribute its products globally. The company must comply with regulations relating to advertising, consumer protection, product safety, and data privacy (Morrison, 2023). For example, GDPR governs the collection and use of consumer data for marketing purposes. Compliance supports consumer trust, protects corporate reputation, and promotes responsible marketing practices.
[bookmark: _Toc1833801750]2.6 Environmental Factors
Environmental sustainability has become a major strategic priority for multinational organisations because of climate change, resource depletion, and increasing stakeholder expectations (Morrison, 2023). For Unilever, environmental issues influence product development, packaging, and marketing communications. The company’s sustainability initiatives, including reducing carbon emissions and promoting responsible sourcing, strengthen brand reputation and appeal to environmentally conscious consumers (Unilever, 2024). Consequently, environmental factors remain central to Unilever’s long-term marketing strategy.


[bookmark: _Toc939908180]3.0 Critical Analysis and Evaluation
The PESTEL analysis suggests that social, technological, and environmental factors currently exert the greatest influence on Unilever’s strategic decision-making and long-term success. According to Johnson et al. (2020), organisations must continuously adapt to changes in the external environment to maintain competitive advantage. Among the identified factors, social trends towards sustainability and ethical consumption appear particularly significant, as sustainability increasingly influences consumer purchasing behaviour and brand perception (Qalati et al., 2024). Consumers increasingly favour brands that demonstrate social responsibility, which has encouraged Unilever to integrate sustainability into its corporate strategy and marketing activities. This supports Stakeholder Theory, which suggests that organisations should consider the interests of a wide range of stakeholders rather than focusing solely on profitability (Freeman, 1984). Technological developments have also transformed strategic decision-making. Advances in digital marketing, artificial intelligence, and data analytics enable Unilever to better understand consumer behaviour and deliver personalised marketing communications supporting stronger customer engagement and brand relationships (Fill, 2013). This improves customer engagement and supports more effective resource allocation. Furthermore, environmental pressures associated with climate change and sustainable consumption have influenced product development, packaging decisions, and supply chain management. For example, Unilever’s commitment to reducing environmental impact demonstrates how sustainability can contribute to both competitive advantage and brand differentiation (Unilever, 2024). However, although PESTEL provides a useful framework for analysing external influences, it has limitations because it does not consider internal organisational capabilities and resources. Therefore, managers should combine PESTEL with other strategic tools to support comprehensive decision-making and long-term business success.





[bookmark: _Toc615715882]4.0 Conclusion
In conclusion, Unilever’s external environment is strongly shaped by political, economic, social, technological, legal and environmental factors, all of which influence its marketing decisions and long-term performance. The analysis indicates that social, technological, and environmental factors are particularly significant in shaping consumer behaviour, brand positioning, and strategic decision-making. The PESTEL framework has helped identify key external pressures and opportunities affecting Unilever’s operations. Therefore, regular situational analysis is essential for supporting effective strategic planning, enabling Unilever to adapt to market changes and maintain long-term competitiveness in the global consumer goods industry.
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