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[bookmark: _Toc47703021]Introduction
The concept of organisational culture is designed correctly with the organisational theory and design. It is relatively significant in the present scenario, which helps to reflect on human relations and organisational development. The paper gives a significant idea about the organisational structure and culture. With the proper organisation design and culture and with context to the Unilever, the analysis is done. Thus, the paper gives a particular idea that how the Unilever organisation maintains its organisational structure and culture. It also gives the idea about such practices with the proper elaboration of theories or models with an overview of the organisation. The organisational culture is significant, and it needs to be appropriately module with the help of different theories and models. It also evaluates about the different practices with proper definitions of structure and culture of Unilever.
[bookmark: _Toc47703022]Overview of the organisation
Unilever is one of the oldest multinational consumer products organisations, established in 1929 with the collaboration of Margarine Unie and Lever Brothers. The headquarters of the organisations are in London and Rotterdam. The British-Dutch organisation deals with almost 200 countries across the world with its 400 brands approximately (Unilever global company website. 2020). The products of the organisation include food, beverages, beauty products, personal care, pharmaceutical healthcare and medicine as well as pet food—in simple words, the organisation produces everything that is required to live a life. The organisation has evolved with time and by changing strategies and techniques of business with time, Unilever has become one of the top leading multinational corporations of the world. The organisation has always focused on its business, employee performance and efficiency as well as in the quality of the products it manufactures.  The holistic approach in the business has helped the organisation to reach its present position. The recent annual turnover of the organisation is almost more than 53 billion Euros. The organisation is successfully running with all its potential. 
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Figure 1: Unilever logo
Source:(Unilever global company website, 2020)
[bookmark: _Toc47703023]Analysing structure and culture of the organisation
Unilever organisation has a product based divisional organisational structure. The organisation divided into mechanisms based on its focus of the products. For instance, the organisation comprises a division for beverages products and another division for personal care products. The prime traits of the organisational structure are Product type divisions, corporate executive team and geographic divisions (Ionescu-Somers and Brassey, 2019).
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Figure 2: Product Divisional Organizational Structure, Unilever
Source:(Unilever global company website, 2020)
[bookmark: _Toc47703024]Product Type Divisions
It is the prime feature of the organisational structure of the organisation. The primary function of this kind of division is to act as a unit for managing, developing, manufacturing, distributing and selling of products. It also helps the organisation to keep a clear and distinct record based on product types such as personal care, food, beverages and many others. It also facilitates a generic strategy for the competitive advantages of the organisation by helping in product segregation.
[bookmark: _Toc47703025]Corporate Executive Team
Another essential characteristic of the organisational structure of Unilever is its corporate executive team.  It based on the business aspect and functions of the organisation. The organisation comprises separate teams for marketing and sales. There are several corporate executive teams in the organisational structure of Unilever like Chief Executive, Research and Development, Human Resource, Refreshment, Supply Chain and many others.
[bookmark: _Toc47703026]Geographic Divisions
It is the least significant or minor feature of the organisational structure of this organisation. As the organisation has a much-expanded business across the world, it has to implement structural traits for supporting area strategies. For instance, the organisation has different marketing strategies for Europe and Asia. This kind of different strategy can also be counting the corporate executive team.  It is a strategy of marketing and increasing the sales of the organisation. As the organisation expands in different countries or regions, it has to implement its marketing strategies according to the demand and requirements (Ionescu-Somers and Brassey, 2019). The organisation maintains its divisional structure by dividing the areas like Europe, The Americas and Asia, RUB, AMET.
Unilever also comprises an organisational culture that focuses on the performance and output of the employees. This corporate culture addresses the significance of criteria or actions implemented to resolve the required results and competence of output. The organisational culture of performance includes focus on both individual and organisational performance, focus on the quality of results in every area and practical activities through technology as well as other tools and equipment (Wachira and Kariuki, 2018). Perhaps, the prime reason for the long-run success of the organisation is its quality and performance. This approach has enabled the organisation to achieve a sustainable business for a long time.
[bookmark: _Toc47703027]Key factors responsible for the organisational performance
The critical factors of the organisational performance are mostly based on the systematic organisational structure and the focus points of the organisation. Unilever is one of the oldest organisations that have achieved and expanded its business over time. The organisation deals with 400 brands in 200 countries approximately. Therefore, it can easily be understood that the organisation runs a systematic approach in its business and organisational structure. The organisation has separated its operational activities in three major divisions that enable the organisation to operate its business and maintain its performance up to the mark. In addition to this, the organisation also understands the different mindsets of different regions. Another significant factor of Unilever is its marketing strategies. The organisation has a super-efficient and skilled marketing executive team that understands the different mindset of different people from several areas. Therefore, the organisation implements several marketing strategies based on its geographic, structural divisions (Gachugi, 2017). The marketing team of Unilever understands and respects individuality, and thus, the team decides different marketing strategies and prices for its various regions. Therefore, it implements a variety of marketing strategies in several regions. For instance, the organisation implements a marketing strategy in Europe and another in America. Thus, it can be understood that the organisation focuses on every area and performs accordingly.
On the other hand, the organisation focuses on the performance and quality of its products the most. The organisation comprises a culture of performance, rather the culture of corporate performance. Therefore, the organisation focuses on its performance highly. Unilever focuses on the individual performance of the employees for evaluating and understanding the overall performance of the organisation. In addition to this, the organisation also encourages its employees to increase their efficiency and productivity by motivating leadership approaches. The organisation also focuses on the training and its effectiveness on the employees. Unilever has always believed in the efficiency of its employees (Chebiego and Kariuki, 2018). Therefore, the organisation keeps faith in its employees and also tries to increase the productivity of the organisation by providing several pieces of training to its employees. The prime plan of the organisation has always been to produce effective and quality products. The organisation always emphasises on its product quality. Unilever never compromises with its quality of products. Therefore, the organisation is one of the leading industries across the world. It is the prime factor or critical factor of the multinational organisation. The organisation keeps on expanding its business by maintaining its product quality since its establishment. Hence, the USP or unique selling point of the organisation is its quality products.
[bookmark: _Toc47703028]Theories and models of organisation design and culture linking to UNILEVER
There are different theories and culture which is designed for the organisational culture. Though the different concept of culture, but two are the most distinct definitions which are set for the organisational culture. The two significant concept includes anthropology and sociology, which introduced for the study with correspondence to the organisation. Anthropology helps to give the interpretivist view and thus sees the culture as a metaphor of the organisation (Crilly et al. 2017). Even with the context to Unilever, the organisation has formulated such definitions in the practices which helps to see the culture in metaphor form. While on the other hand, sociology helps to give the functionalists view, which helps to define the culture with organisation possesses. Unilever thus maintains the separate definitions of organisation culture, which often seems to be a movement towards the consensus. These are the two separate definitions which give a moderate from to the Unilever. It helps to bring the different paradigms which applied to the organisation.
[bookmark: _Toc47703029]Edgar Schein framework
Unilever also formulates the theory of Edgar Schein framework, which is often widely used by different companies. It also helps to adopt the functionalist vies and thus describes culture as a pattern with having underlying assumptions (Darling, 2017). There are even three different levels which the culture exists, as stated by Edgar Schein. The first level is the Artifacts, which deals with the organisational attributes and can be easily measured. The second level is the values, which helps to deal with the espoused goals, norms and even to the moral principles. The third level is the underlying assumptions which helps to deals with the phenomena, which is often unexplained about the values with the organisational culture. The organisational culture represents the pre-defined policies which help to provide the guidance and also gives the sense of direction. It can be analysed as the complex form of pattern which comprised of the shared beliefs, assumptions and values (Cole and Martin, 2018). Thus, it governs the employee’s behaviour with unique beliefs and values.
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Figure 3: Three layers of Edgar Schein Framework
Source:(Darling, 2017)
With context to the Unilever, the visions statement is very brief, concise and even to the point. The organisation does not use any dialects to deliver their opinion to the public and even to the stakeholders. The organisation emphasises business philosophy and strategy. The three-dimension or levels of organisation culture represented in the particular form of a circle which helps to analysis organisational culture and the company also hold it as the most substantial assets. The artefacts are the outermost layer of the concept of organisational culture. It involves different factors such as open-door policies, official dress code for the employees and office layout. It can be easily analysed, which is, however, hard to interrupt or even presentation. The core value of the Unilever is mostly considered over the significant principle and standard, which cannot be readily observable (Enoch, 2016). Such core values involve quality, integrity, diversity, collaboration, accountability or even leadership. The management of Unilever understands the importance of smooth communication factors so that it helps to value the employees. They can accept and modify with the organisationalbehaviours. The third layer with the assumptions deeply embedded with the philosophies or ideology, which helps to provide a new foundation to the organisational culture of Unilever. The employees are always remaining unaware of such underline assumption and thus plays a significant role in the formulation of core values and even visible behaviour.
[bookmark: _Toc47703030]Hofstede model
In today's globalised world, it is essential to maintain the organisational culture and design to gain competitive advantages. Unilever makes assure that all employees will share their common purpose, and such a concept well aligned with the broader purpose of organisation. Such alignment can be explicit in form towards the behaviours, philosophy or goals which can enable the organisation to put their efforts in the right direction with having the best performance. The organisation also maintenance Hofstede model for maintaining culture. It covers the six dimensions such as goals oriented with means oriented, externally driving with the internally driven, strict discipline with easy discipline in work, local with professional culture, closed with open system and work with employee’s orientation (Ugrin et al. 2018). 
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Figure 4: Six dimensions of Hofstede model
Source:(Ugrinet al. 2018)
[bookmark: _Toc47703031]Conclusion
Thus, it can assume that the organisational structure and culture are significant to ensure development and growth. Unilever holds a robust organisational culture with having a quick response to the customer's demands. It helps to ensure the ethical brand image, which is the most reliable tool towards the competitive edge over the rival firms. The management is always at the top, and such adaptation of the ethical code helps to ensure the maintaining of ethical attitude. It also helps the organisation to share the strong market commitment, which gives new integrity to the business operations. With context to the Unilever, the organisation maintains the disciplined work culture in the tall and hierarchy structure of the company. From the decision-making process to the working employees holds the same culture with empowerment and insurance of autonomy in the organisational environment. Thus, the organisation can respond with the growing needs, and it is centralised and decentralised in form. The organisation can perform as the fluid form, which can bind all employees into one unit and even with the proper identification. 
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