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Organisations have to conduct external analysis to understand opportunities, threats, challenges and competitiveness that will help to make better strategies for utilizing opportunities and solve problems to ensure higher growth in the long run. Here, external analysis of Unilever is done that is a multinational company operating business in around 190 countries and serve 3.4 billion customers globally. Unilever has sold products under 05 business segments that are beauty and wellbeing, home care, personal care, nutrition and ice cream. Market size, marketing mix, target customer, buying patterns of consumer, marketing mix, PESTEL analysis, industry analysis and competitive analysis are given based on Unilever. These analysis is helpful for the company to understand current position of the company and identify areas where the company should make better position to increase growth and gain success. Based on the analysis, recommendations are given to improve business performance and increase customer satisfaction rate by focusing on innovation. 
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Market analysis of Unilever helps to understand about its target market, assess the market size and make strategic planning to ensure higher growth in the market within a specific industry by competing with the other market players (Karnani, 2017). 
Target market: Unilever has diversified target consumer as it produces products for man and women in different geographic and demographic groups because it has business operation in around 190 countries. 
· Geographic: UK, Europe, South Asia, Middle East. 
· Demographic: Man and woman; lower, middle and upper income people.
· Behavioural: Attitude, benefit, occasion of consumption
Market size: Unilever has operated business in 190 countries and has 4.4 million retail stores in 10 emerging markets. Market capital of Unilever as of April, 2024 is $122.21 billion and the company is considered as 119th most valuable company globally based on the market capital. It has around 400 brands in five segments that are beauty and wellbeing, personal care, home care, nutrition and ice cream. In 2023, turnover from these segments were €12.5 billion, €13.8 billion, €12.2 billion, €13.2 billion and €7.9 billion. Products of the company are used by 3.4 billion people globally every day that helps to increase sales growth and ensure higher profitability margin.
Growth of the company: Sales growth of the company in the last year was increased by 7% than previous year and its annual revenue was increased by 17.14%. It has focused on sustainable growth strategy to ensure long term growth and it has tried to ensure sustainable environment (Lorek and Spangenberg, 2014). It has taken a growth action plan to increase performance and do better than the competitors. It has planned to make different actions such as faster growth, measure brand appealing, scale brand innovation, increase brand investment etc. 
Competitor analysis: Top direct competitors of Unilever are Proctor and Gamble, Johnson and Johnson, Loreal, Nestle etc. and among them Proctor and Gamble is the biggest competitor of Unilever. Unilever has followed fair and strategic competitive model to deal with its competitors and gain competitive strategy through product and process innovation.
Marketing mix: Marketing mix helps to formulate better strategies by analysing products, price, place and promotion to increase market growth in the industry for making a better position than competitors (Srivastava, 2021). 
· Products: Unilever has diversified product portfolio in five different segments that are beauty and wellbieng, personal care, home care, nutrition and ice cream. Some renowned brands are Dove, Knoor, Sunsilk, Lifebuoy, Rin, Ben and Jerry, Comfort, Axe, Persil etc.
· Price: Unilever has produced products for all level of people that’s why it follows different pricing strategies (Rosen, 2022). It ensures reasonable pricing for lower income level people and other pricing strategies are market-oriented pricing strategy, premium pricing strategy and product bundle pricing strategy.
· Place: It has business operation in 190 countries and some emerging markets are UK, USA, South Asia and Europe. 4.4 million stores are operated by the company in 10 emerging markets and it has around 280 factories in 150 countries. 57,000 suppliers in 150 countries have worked for the company through maintaining an efficient supply chain management.
· Promotion: Unilever has invested around $7.8 billion for brand promotion, marketing, media, advertising and consumer engagement that was $6.4 billion in the previous year. It has used different channels for promoting its products like sales promotion, TV, social media, billboard, advertisement etc. (Srivastava, 2021). Recently, it has launched social media agency review to assess their efforts of marketing in social media that will help to increase customer engagement in online platforms.
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Consumer: Unilever has served around 3.4 billion people globally who are divided based on different category like geographic, demographic, income level, behavioural etc. Unilever has tried to maintain high quality and nutrition to fulfil customer demand and increase customer satisfaction rate.
Needs and preferences of consumers: It is very important to identify needs and preferences of consumers to fulfil their demand and deliver higher quality products to consumer for increasing consumer engagement rate. Marketing manager should identify market gap and areas where customers are not satisfied and take proper actions for increasing customer satisfaction rate. Quality, convenient pricing, sustainability, transparency, better services etc. are some basic needs of customers that should be focused by the company. Customers of Unilever preferred sustainable brands and also look for high quality and nutrition in food category (Kotler, 2011). According to a press release of the company, around 33% consumer choose products by focusing on whether these products are good for the society and the environment.
Buying patterns: Buying patterns of consumer helps a company to understand how, when and why consumer buy certain products that is essential for a company to increase its sales growth by fulfilling demand of customers.
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Figure: Growth of consumers (Kotler, 2011)
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The parameters of macro analysis are wide that affect the business significant but difficult to manage. The consideration of PESTEL provides various insights regarding the macro that has been explained based on the Unilever in the following section.
Political: The product portfolio of Unilever is also wide such as Home care, Food as well as beauty and personal care that are mostly considered as a fast moving consumer products. Due to strict regulations, Unilever has to maintain their food and personal care as it can harm the whole nation as well as the impression of the government. Moreover, due to BREXIT, tariff rate goes to the EU market that puts huge pressure to the Unilever as they have to increase the price of the products which in turns make the consumer pressurised (Bagenholm, Deegan-Krause and Murray, 2014). For instance, tax rate of UK is 20% which increases the product’s prices and reduces the buying power of the consumers. 
Economic: Having wide range of business puts pressure on the Unilever such as maximisation of the wages of labour increases the costs that makes the price higher which ultimately indicates the higher costs of disposable income. Apart from that, economic viability is a major risk for the Unilever because customers won’t be able to purchase if they don’t have enough income level. For example, current unemployment rate in UK is 3.8% which was 4.3% in 2023 indicates a good condition of the economy which feels them safe in doing their business. 
Social: The most significant thing is the changes of consumer preferences that enforce the Unilever to go with the flow. For instance, environment friendly and organic product demand increases significantly after the COVID which encourages the Unilever to focus on the issues and make their products adaptive with the demand. In addition, cultural tradition is the another issue that affects the Unilever because their area of business is worldwide (Coleman, 2018). For example, beauty standards vary country to country which have to be maintained by the Unilever while producing their products and has to meet the demand of every customer to be stable in their position.
Technological: The world business is now based on online because people demand handier and flexible while purchasing. Ensuring online business would support the Unilever to meet the demand which would make their business more acceptable in the market. Moreover, around 56.2 million in the UK has social media who can be the target market through promoting them the products and provide the opportunities to purchase the products from the online. Apart from that, going with the flow is the key to success must be followed by the Unilever through focusing on the innovation. For example, following the formula of biotechnology may make the products of skincare more efficient. 
Environmental: Shifting towards the sustainability supports the Unilever most because people prefer to living a good society which can only be got through prioritising on sustainability. For instance, reduction of carbon emission is 3.8% compared to 2021 makes the environment more feasible for the business. In the meantime, concern for the packaging such as the reduction of usage of plastic is significant for the Unilever to maintain the environmental liveable for all. Changing nature of climate affects the raw materials of the Unilever which in turns changes the ingredients of the products. 
Legal: Regulations of the products and logistics are so strict for the UK that puts pressure on the Unilever (Sarion, Codina and Dabija, 2021). In the meantime, having intellectual property rights supports them while being innovative in the market because they are always different from other. Moreover, labour and employment law throws challenges to the business because wages are increasing in the developing countries. Apart from that, fierce competition makes the industry viable that makes the business of Unilever unstable as well. 
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Dealing with external factor expands the operations of the Unilever that makes the business more effective in the market. The following section is the illustration of the porter five forces model based on Unilever to know the impact of external factor on the organisation. 
Competitive rivalry: Being the largest consumer brand brings challenges for the Unilever in the industry. This section has strong force for the Unilever because the market is full of strong firms such as P&G and Coca Cola which are taking various initiatives to make the Unilever down (Guntuka, 2022). In the meantime, customers prefer to take products at a low cost which creates complexities for the Unilever because they always focus on the quality which costs higher for the organisation. As a marketing manager, I would show the quality and benefits compared to the others to reduce the fierceness of the competition. 
Bargaining Power of Consumers: Consumers of Unilever are known to them because their products are different from others which are encouraged the customers to take from them that makes them strong in it. Switching costs of the consumers are low because they have a good taste of Unilever and they have enough information regarding the quality of the products. Moreover, individual customers are low which don’t have any significant impact on the organisation that should be focused for the marketing manager because it would be the asset of the organisation.
Bargaining power of suppliers: Ingredients for producing the products affect the Unilever moderately because they have moderate level of individual suppliers (So, 2018). For example, Unilever imports oil from foreign market whose numbers are limited impacts a moderate level of force to the Unilever. Most importantly, the supply to the Unilever is limited but it has huge impact to the organisation because they always provide quality products to the customers which only can be maintained through focusing good ingredients. 
Threat of substitutes: Unilever is the market leader which isn’t the privacy taker, so their substitutes are low and it has weak force to the company. In that case, the products available in the market of others have limited impact on the Unilever. For example, organic toothpaste from Unilever has actual ingredients which enforces the customers to take from them. Apart from that, low switching costs of the customers helps the Unilever a lot while taking competitive advantages. 
Threat of new entrants: As an established firm, Unilever has string reputation and brand value that makes this force weak (Kalish, Hartzog and Cassidy, 2018). It is quite impossible for a new firm to enter into the market and offer products like Unilever and attain the trusts of the consumers. In the meantime, they have the opportunities to take the advantages of economies of scale because of having large number of production level. In a nutshell, the new entrants have minimal impact on the Unilever because of their position in the market. 
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There is fierce competition in the market which must be needed to understand by the company to know their position. Moreover, knowing the position enhances to value the customers and helps to avoid the threats arising in the market. In this section, analysis of SWOT helps to examine the competitiveness of the market of Unilever. 
Strengths: Unilever is the largest brand around the world which has a diversified product range which helps the company to take competitive advantages in the market. Moreover, they are the key company to utilise the R&D department properly which ensures good quality products in the market (Nielsen and Michailova, 2017). Apart from that, utilising economies of scale provides supports in the manufacturing unit which helps to take competitive advantages in the market largely. 
Weaknesses: Being the largest company throws some challenges as well which are the weaknesses of the Unilever. For instance, they have the biggest competitors such as P&G, PepsiCo and Nestle bring new policies and products in the market that creates complexities for the Unilever. Moreover, substitutes are raising more in the market that is harmful for the Unilever because they may lose their position in the market anytime. 
Opportunities: Due to globalisation, their brand value increases which brings new positivity in the market. Besides, social media is the biggest for the Unilever as they have focused the technologies which expand their businesses largely (Berman, 2011). Apart from that, health consumer products are focused by the Unilever which has a high demand in the market creates new opportunity for the company. In the meantime, CSR activities are maintained by the Unilever properly which brings positive impression towards the company.
Threats: Uncertainty of the economy subjects to dampen the operations of the business that is the biggest threat for the Unilever. For example, operation of the business stopped during the COVID. Moreover, changes of regulatory system significantly impact on the business that could minimise the target market. For example, violation of labour law could affect the business by labelling a bad impression to the company. In the meantime, high competition makes the market viable that creates complexities for the Unilever to conduct their business properly. 
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Though Unilever is an established company but they also have some issues that are required to be solved while operating in the market. The following section is the illustration of some suggestions for the Unilever. 
Understanding the customers properly: Knowing the customers properly should be prime concern for the Unilever because it would help them to provide the products as per their demand. Moreover, the satisfaction of the customers lies in what the companies are providing that should be effective and efficient in any manner (Anderson, Narus and Wouter van Rossum, 2016). 
Analysing the opportunities and threats: Any situation can make the company worse should be overseen by the Unilever so that they can make their position stable in the market. Moreover, opportunities of the Unilever are huge that should be taken properly to take the competitive advantages in the market. In the meantime, they should work for expanding their current business situation by conducing aggressive marketing which would give more opportunities in near future. 
Prioritising innovation: Innovation should be at its peak in current scenario because every organisation wants to be bigger by launching something new which should be prioritised by the Unilever properly. Besides, they should implement technology in each segment of their business which would provide competitive advantage to the company whose information should be provided by the marketing manager. 
Overseeing regulatory changes: Regulations changes every time which are the significant factor for the external analysis because it can’t be controlled by the organisation anymore. As the Unilever does their operations around the world, so they should abide by the regulations properly to make their business effective (Pagliari, 2011). Moreover, their operation can be restricted if they violate any kind of rules which would dampen the operations of the business. 
Monitoring and evaluation: As the operations of the Unilever are wide range, so they should monitor each segment continuously in order to find the errors out. Moreover, efficiency of the operations optimises through monitoring and evaluating the business which would make the business stable in the market in any situation. 
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[bookmark: _GoBack]Unilever has flexible and effective business model under which the company operates its business by focusing on customer needs and preference that helps the company to increase customer base and increase sales growth. Managers have done external analysis to utilize opportunities and remove barriers to ensure a unique position in the market and ensure higher growth than its competitors. The company should focus on consumer preference, behaviour, market trend, buying pattern, innovation and change management so that it can cope up challenges and increase its market share in emerging markets. It should focus on both internal and external analysis for improving business performance and increasing stakeholder engagement rate to gain success in the long run.
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Forecast Total and Real Growth in Consumer Expenditure by Region 2024
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