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Executive summary
The business growth of Unilever Plc has been affected by this pandemic situation. In the developed market, the underlying sales of this British multinational firm in the developed markets have increased by 2.8 per cent. However, the sales of this organisation in emerging markets declined by 1.8%. That is why the management of Unilever Plc hired a marketing manager, who has the responsibility to conduct an internal and external analysis to identify the impact of Covid-19. Internal Analysis has highlighted that Unilever Plc needs to utilise its key resources: brand reputation, strong global presence, financial strength, distribution channel, flexible pricing strategy, effective marketing strategy, and CSR strategy. External analysis has highlighted that the pandemic and Brexit deal have negatively impacted the UK's political and economic stability. The newly recruited marketing manager of Unilever Plc needs to optimise the business strategy to make the business viable.
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[bookmark: _Toc89037895]Introduction:
Due to rapid industrialisation, technological advancements, and globalisation, the competition in the global market has intensified. The outburst of Covid-19 has slowed down the pace of global trade and the world economy. This pandemic situation has introduced several unprecedented challenges for contemporary firms. In order to sustain in this challenging situation and make the business viable, contemporary firms need to utilise advanced technology and, if possible, digitalise the business operation. The business growth of Unilever Plc has been affected by this pandemic situation. That is why the management of Unilever Plc hired a marketing manager, who has the responsibility to conduct an internal and external analysis to identify the impact of Covid-19. This report will identify the internal and external factors that might impact the business operation of Unilever Plc. It will be beneficial for this business entity to optimise its business strategy and marketing strategy to address the challenges and make the business viable.
[bookmark: _Toc89037896]Organisational background:
Unilever Plc, established in 1929, is a UK-based multinational firm that operates in the FMCG industry (Unilever.com 2021). The headquarter of Unilever Plc is situated in London, the UK (Unilever.com 2021). At present, 149000 employees assist Alan Jope, the CEO of this British multinational firm, to control the worldwide business operation of Unilever Plc (Unilever.com 2021). In the year 2020, €50.724 billion was the annual revenue of this firm (Statista.com 2021). The product portfolio of Unilever Plc consists of food, supplements, condiments, ice cream, pet food,  toothpaste, tea, tobacco, coffee, beauty products, breakfast cereal, wellbeing vitamins,  water and air purifiers, and personal care (Unilever.com 2021). The mission of Unilever Plc is to fulfil its responsibility to its target customer segments and communities in which the organisation has a presence. Developing a sustainable commonplace is the vision of Unilever Plc. The core values of Unilever Plc are integrity, respect, responsibility, and pioneering (Unilever.com 2021). 
[image: ]
[bookmark: _Toc89037897]Internal analysis:
The marketing manager needs to conduct an internal analysis. By using the SWOT analysis and VRIO analysis will be beneficial for the marketing manager of Unilever Plc to identify the internal factors that might impact the business operation of this British multinational firm. While developing the business strategy and marketing strategy, the newly recruited marketing manager of Unilever Plc needs to address these internal factors.
[bookmark: _Toc89037898]SWOT analysis:
Strengths: In order to address the weaknesses and threats, a firm needs to utilise its strengths (Vlados 2019). A strong global presence of Unilever allows this organisation to enhance its sales. The products of Unilever Plc are available in 190 countries. In order to fulfil the demands of its different customer segments, this organisation offers a wide product line that consists of food, supplements, condiments, ice cream, pet food,  toothpaste, tea, tobacco, coffee, beauty products, breakfast cereal, wellbeing vitamins,  water and air purifiers, and personal care. In order to attract the target audience and dominate local players of the FMCG industry, this organisation uses a flexible pricing strategy. This organisation utilises its financial strength to manage economies of scale. During this pandemic situation, Unilever Plc is capable of offering its products at a low cost. Unilever Plc accomplishes competitive edges by using excellent marketing strategy, efficient distribution channels, and CSR strategy. A highly skilled workforce consisting of 149000 employees is a strength as they assist Unilever Plc in delivering superior service.
Weaknesses: Identifying the weakness will allow the firm to optimise its strategy and transform it into strengths (Abdel-Basset, Mohamed and Smarandache 2018). FMCG is highly competitive. The presence of leading firms like Nestle, Mars, Procter & Gamble. Johnson & Johnson, Colgate-Palmolive. As a result of this, Unilever is involved in continuous price wars with its competitors. This competition forces Unilever Plc to compromise with the profit margin. A larger part of Unilever Plc's revenue comes from emerging countries. The weak presence of Unilever in the rural sections of emerging countries is restricting the sustainable growth of Unilever Plc. The availability of substitute products in rural areas is creating challenges for this firm.
Opportunities: Appropriate utilisation of opportunities will allow a business entity to dominate its counterparts and influence the competition (Namugenyi, Nimmagadda and Reiners 2019). Business expansion in fast-growing countries might be fruitful for Unilever Plc. By analysing the business environment, this British multinational firm can expand its business. Technological progress way and globalisation have introduced new opportunities for contemporary firms. Unilever Plc can transform the emerging opportunities into its strengths by utilising advanced technology. Across the world, health-conscious customers, as well as organic food lovers, are increasing. This organisation can enhance its market share by including healthy and organic foods.
Threats: This pandemic situation has negatively impacted consumers as well as business entities. The per capita income and the purchasing power of customers have decreased. The standard of living has been lowered. Due to the pandemic, the global world is experiencing an economic recession. It might adversely impact this British multinational firm. A larger part of Unilever Plc's revenue comes from emerging countries. The presence of an ample number of local players in the FMCG industry is a threat for Unilever Plc. The FMCG industry is already saturated by leading multinational firms and local firms. It might create challenges for this British multinational firm.
[bookmark: _Toc89037899]VRIO analysis:
By using the VRIO analysis, the newly recruited marketing manager of Unilever Plc can identify the key resources and capabilities (Miethlich and Oldenburg 2019). In order to sustain in this challenging business environment and make the business viable, the management of this British multinational firm needs to utilise its key resources and capabilities strategically.
Valuable: Positive brand image of Unilever Plc is a valuable resource of this organisation. By maintaining fair and transparent operation and implementing an effective CSR strategy, this firm has created public trust and maintains a trustworthy relationship with its stakeholders and consumers. The wide product line of Unilever Plc consists of a wide range of high-quality products such as food, supplements, condiments, ice cream, pet food,  toothpaste, tea, tobacco, coffee, beauty products, breakfast cereal, wellbeing vitamins,  water and air purifiers, and personal care products (Unilever.com 2021). The financial strength of Unilever Plc is a valuable resource. In the year 2020, €50.724 billion was the annual revenue of this firm (Statista.com 2021). A strong global presence of Unilever allows this organisation to enhance its sales. The products of Unilever Plc are available in 190 countries (Unilever.com 2021). A highly skilled workforce consisting of 149000 employees is a strength as they assist Unilever Plc in delivering superior service (Unilever.com 2021). The effective distribution channel of this company is a valuable resource. 
Rare: Rare resources must be utilised strategically to gain a competitive edge (Chatzoglou et al. 2018). The business of Unilever Plc has been affected by this ongoing economic recession caused by this pandemic situation. In this situation, this company needs to rely on its rare resources. Positive brand reputation, strong global presence, and distribution channel are the rare resources of this organisation. Unilever PLC has developed a positive brand reputation by utilising excellent strategy, flexible pricing strategy, executive distribution channel, and CSR strategy. The products of this organisation are available in 190 countries (Unilever.com 2021). It might be challenging for new entrants and local payers of the FMCG industry to set up such a large operation. By utilising experience and effective strategy, the management of this firm has developed an effective distribution channel that allows this firm to maintain the supply chain efficiently. 
Imitable: Inimitable resources of a business entity are difficult to replicate for counterparts (Lopes et al. 2018). By using inimitable resources, a business entity can achieve competitive edges. In the context of Unilever Plc, it can be said that the positive brand image, financial resources, and distribution channel of Unilever Plc are difficult to replicate for its rival business entities. In order to make the business viable and sustain in this challenging business environment, the management of Unilever Plc needs to strategically use its inimitable resources. 
Organised: Global firms manage their key resources and capabilities in an organised way (Buzatu et al. 2018). In the context of Unilever Plc, it can be said that a positive brand reputation, financial resources, a diverse product line, and distribution channels are managed by the authority in an organised way. However, this company needs to manage its strong global presence and human resource in an organised way to accomplish organisational objectives.
	Resource
	Valuable
	Rare
	Imitable
	Organised
	Competitive advantages

	Positive brand image
	Yes
	Yes
	No
	Yes
	Sustainable competitive advantages

	Strong global presence
	Yes
	Yes
	Yes
	No
	Competitive parity

	Human resource
	Yes
	No
	Yes
	No
	Competitive parity

	Financial resource
	Yes
	No
	No
	Yes
	Competitive parity

	Diverse product line
	Yes
	No
	Yes
	Yes
	Sustainable competitive advantages

	Distribution channel
	Yes
	Yes
	No
	Yes
	Sustainable competitive advantages



[bookmark: _Toc89037900]External analysis:
By using PESTLE analysis, the newly hired marketing manager of Unilever Plc can identify the macro-environmental factors that might impact the business operation of Unilever Plc. While developing the business strategy and marketing strategy for Unilever Plc, the newly hired marketing manager needs to address these macro-environmental factors.
[bookmark: _Toc89037901]PESTLE analysis:
Political factors: Political stability in the marketplace positive impact Unilever Plc's business (Bloom et al. 2019). The Brexit deal disrupted the political stability of the UK. In this country, connotational monarchy, as well as parliamentary democracy, are being followed (Bbc.com 2021). The crime rate in this country has increased in the post-Brexit era. The government of this country is trying its best to uphold law and order. Figure 2 highlights that 1.50 is the score of the UK in the rule of law index (TheGlobalEconomy.com 2020). Effective government and support from the government might positively impact Unilever Plc's business. Figure 3 highlights that 1.38 is the score of the UK in the government effectiveness index. (TheGlobalEconomy.com 2020). A corrupted society might negatively impact the business environment. Figure 4 highlights that 1.69 is the score of the UK in the control of corruption index (TheGlobalEconomy.com 2020). The trade agreement between the EU has been jeopardised because of the Brexit deal.
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Economic factors: Global world economy is experiencing a deep recession. UK's economic stability has been disrupted by this pandemic, as well as the Brexit deal. The per capita income and the purchasing power of customers have decreased. The standard of living has been lowered. For Unilever Plc, it is challenging to expand its business and make profitable business operations like the pre-pandemic era. Despite these challenges, the score of the UK, which is 81.2, and the position of the UK in the Global Competitiveness Index 2019, which is the ninth position, indicates that the UK is one of the most lucrative destinations for FDI (Schwab 2019). The increase of FDI might amplify employment opportunities during the post-pandemic era. Figure 5 indicates that $2.708 trillion was UK's GDP (Data.worldbank.org 2020). Based on nominal GDP, the UK is the fifth-largest economy (Data.worldbank.org 2020). This year, 1.4% was the UK's GDP growth rate, and $42370 was the UK's GNI per capita income (Data.worldbank.org 2020). The standard of living of this country is high. Figure 6 indicates that 1% was UK's inflation rate (TheGlobalEconomy.com 2020). 
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Social factors: Unilever Plc involves in cross border business operations. Cultural differences, linguistic disparities between various countries can impact the business of Unilever Plc. While expanding its business operation in new countries, the management of this organisation needs to identify cultural factors, the societal value of the target market. Customers from different countries have different preferences. The outburst of the Nobel Corona Virus has disrupted the sustainable growth of the world economy and global trade. The per capita income and the purchasing power of customers have decreased. The standard of living has been lowered. Employees are interested in working remotely and are comfortable with new working norms (Cipd.co.uk 2021). Whether this new norm of working is suitable for the business of Unilever Plc or not must be analysed by the authority of this British multinational firm. 
Technological factors: Unilever Plc is experiencing stiff competition from global and local firms in the FMCG industry. Apart from that, the business of Unilever Plc has been affected by this pandemic. The digitalisation of its business operation by utilising cutting-edge technologies might allow this British multinational firm to create sustainable competitive advantages. During this pandemic, the dependency of consumers on the e-commerce platform has increased drastically. The research and technology sector of the UK is highly advanced (Marshall et al. 2020). This company needs to utilise this opportunity and digitalise its business. A strong presence in the online platform will allow Unilever Plc to achieve competitive edges. 
Environmental factors: Unilever Plc needs to optimise its business strategy by following the environmental regulations set by different governments. This organisation has to set an effective waste management policy and follow the policy strictly. In order to become a good corporate citizen, Unilever Plc needs to ensure the safe disposal of industrial waste. It will allow this organisation to build public trust and a good brand reputation in the marketplace. 
Legal factors: Unilever Plc involves in cross border business operations. Governments of different countries set different regulations, laws, compliances, and standards. In order to bypass the legal challenges, Unilever Plc needs to follow the regulations and standards. In the context of the UK, it can be said that abiding by the Equality Act 2010, the Employment Act 1996 is necessary for Unilever Plc (Gov.uk 2021). This company needs to provide adequate remuneration, a safe and discrimination-free workplace, maternity leave, sick leave, paternity leave.
[bookmark: _Toc89037902]Impact of Covid-19 on the organisation:
	The viability and sustainable growth of global business and the world economy have been disrupted due to Covid-19. All business entities across the world are experiencing several unprecedented challenges. Leaders of contemporary firms are navigating several interrelated issues. In order to make the business viable, the leader has to focus on the safety, physical and psychological wellbeing of employees, reorientation of business, complicated support programs offered by various governments, shoring-up cash and liquidity. The leader needs to address these challenges and prepare an effective change management plan. The digitalisation of business will allow the leader to make the business viable in this challenging macro-environment (Shetty et al. 2020). As the demand for consumer goods has decreased, several business entities are forced to shut down their businesses. During this pandemic situation, people are losing their jobs. The purchasing power of consumers has been heavily affected by this pandemic. 
The severity of the Nobel coronavirus has posed a key challenge for the sustainable growth of the FMCG industry. There is heightened uncertainty across global trade. Global trade is still dealing with the adverse impact of this pandemic. In order to prevent the spread of this virus, several governments have prohibited cross border travel, large public gathering, imposed complete lockdown, and temporary closures of non-essential outlets (Singh et al. 2020). The global FMCG market has experienced several challenges. The demand for packaged food amplified in heavily-affected nations. The demand for household products surged gradually. The dependency of consumers on the online platform to purchase household goods, packaged foods, and other products have increased drastically. In 2020, the global revenue growth for food was 15.4 % (Conway 2021). In this year, the global revenue growth of beauty and personal care products was -4.2 % (Conway 2021). In this year, the global revenue growth of alcoholic drinks was -10.3 % (Conway 2021).
The management of Unilever stated the first quarter of 2020 was not that successful. In the developed market, the underlying sales of this British multinational firm in the developed markets have increased by 2.8 per cent (Unilever.com 2021). However, the sales of this organisation in emerging markets declined by 1.8% (Unilever.com 2021). The underlying sales growth of this organisation was 0.0 per cent with 0.2 per cent in volume (Unilever.com 2021). From the point of price, the underlying growth of Unilever Plc was 0.2 per cent (Unilever.com 2021). The business operation of Unilever Plc in China experienced a downturn due to the lack of demand for food service, retail sales, and out of home ice cream. In the Indian market, the business operation of Unilever experienced a downturn due to complete lockdown and a slowing market. Several people lost their jobs in India, and other people were forced to work for low wages. Production, as well as shipping, were hampered in the Indian market. The sales of Unilever Plc's products in Latin America increased by 4.9 per cent (Unilever.com 2021). Consumers of this country utilise the online platform to order as many household goods as possible so that they would not have to go outside. Consumers from North America and Europe emphasised household stocking. The sales growth of this company in South East Asia was mixed. Consumers moved to e-commerce from offline shopping.
Alan Jope, the CEO of Unilever Plc, stated that Unilever Plc assessed the unprecedented impact of this pandemic on people and economies. As a leading business entity, Unilever Plc has the responsibility to support its stakeholder. Thus, the new marketing manager has the responsibility to address the challenges, identify the internal and external factors that might impact the business of Unilever Plc. The management of Unilever Plc needs to maintain the business operation through the crisis and prepare the organisation for growth in new normal. The immediate response of Unilever Plc emphasised five areas that are people, protecting the supply chain, addressing the demand, supporting the society, and maintaining financial strength (Unilever.com 2021). 
[bookmark: _Toc89037903]Conclusion:
In conclusion, it can be said that the business growth of Unilever Plc has been affected by the outbreak Novel Corona Virus. In order to analyse the internal and external factors that have impacted the business operation of this organisation, the authority of Unilever Plc has hired a marketing manager. Internal Analysis has highlighted that Unilever Plc needs to utilise its key resources: brand reputation, strong global presence, financial strength, distribution channel, flexible pricing strategy, effective marketing strategy, and CSR strategy. The pandemic and Brexit deal has negatively impacted the political and economic stability of the UK. This organisation needs to digitalise its business operation by utilising advanced technology. In the post-pandemic era, thus British multination firm needs to focus on the business expansion strategy. It will be fruitful for this company to strengthen its position in the global market.
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Figure 1: Worldwide revenue of Unilever Plc from 2007-2020
Source: (Statista.com 2021).
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Figure 2: The rule of law index
Source: (TheGlobalEconomy.com 2020).
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Figure 3: The government effectiveness index.
Source: (TheGlobalEconomy.com 2020).
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Figure 4: The control of corruption index.
Source: (TheGlobalEconomy.com 2020).
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Figure 5: The GDP of the UK.
Source: (Data worldbank org 2020).
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Figure 6: The Inflation rate of the UK
Source: (TheGlobalEconomy.com 2020).




