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Marketing fundamental analysis is a method of detecting a fair market or a stock’s real value of the specific company. The report will be on SWOT and PESTEL analysis of Unilever”, a retail company of the UK. The changes in their marketing policy by economical, political, social factors and many more factors will be the focus of the report. Unilever is one of the biggest multinational UK companies which have a wide spectrum in different product segments. The company has a long history of its journey of growth along with suppliers and distributors. Customer’s demands, company’s opportunities, new market policy, political impact and so on affect the company for decades. The report will mainly focus on the century's biggest Pandemic crisis and its effect on their market growth along with the background of Unilever. It will cover the strength, weaknesses and other factors of the company.
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Unilever is the UK’s biggest multinational consumer’s product company which was established on 2nd September, 1929 in London, England, Dutch “Margarine Unie” company and British soap maker “Lever Brothers” company have merged and formed its name. It has a parent company Unilever PLC whose founders were Samuel Van Den Bergh, Antonius Johannes Jurgens and George Schicht. Beside this, the current CEO of the company is Alan Jope. The subsidiaries of Unilever are Hindustan Unilever, Seventh Generation, Dollar Shave Club, Ben and Jerry's, Kibon and so on. The net worth of Unilever is around 6.621 billion Euros in 2021. The company employs around 149,000 employees all over the world and offers food products along with Wellbeing vitamins, Breakfast cereal, coffee, minerals and other supplements, water & air purifiers, cleaning agents, toothpastes, pet foods, personal care and beauty products and many more. In 2021, the annual revenue of Unilever was 52.444 billion Euros with total assets of 75.095 billion Euros (Tien, 2019). Total equity is around 19.746 billion Euros along with 8.702 billion Euros operating income. This worldwide British company is serving around 190 countries till date with serving more than 400 brands (Unilever PLC, 2022). The company is organized into 3 main subdivisions; home care, beauty and personal care, foods & refreshments and has multiple research departments in the UK, US, Netherland, India and China.
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	Strengths
· Strong Market Penetration
· Development of marketing strategy
· Strong Marketing Mix strategy
· Impact of GDP
· Large global presence
	Weaknesses
· Covid-19 impact
· Suez Canal crisis
· Lack of product prediction
· Lockdown regulation
· Weak secured data policy

	Opportunities
· Technological Advancement
· Affluent Trillion Dollar Consumer project
· Customer data centre.
· Opportunity to following trends
· eB2B project
· Demand of eco friendly products
	Threats
· Pandemic Impact
· Currency Fluctuation
· BREXIT impact
· Governmental Regulation
· Changes of Consumer preferences


Table no-1: SWOT analysis
(Source: Created by the learner)

Strength
Unilever is the biggest multinational company of the UK with 149,000 employees and more than 400 brands (Whitehead, 2019). It has a worldwide brand value in the consumer product industry. UK’s current GDP is 3108.24 billion dollars; which is the strength of Unilever to penetrate the market with high employment rate and production rate. Around 6000 employees within the UK help to generate 2 billion Euros from Unilever sales. Diluted earnings of Unilever per share are 2.12 Euros. Unilever’s marketing mix strategy is one of the unique business models that become a role model for other companies to be giant companies in the meantime. Unilever has increased their product portfolio over decades of acquisitions and mergers, which leads to industry’s growth and conduct to increase the revenues. Unilever’s underlying sales growth goes up to 1.9% with 0.3% price rate and 1.6% volume. Besides, the economic rise of the UK, helps to support the production efficiency, and balances the competitive price strategies. Free cash flow of Unilever is 1.5 billion Euros to 7.7 billion Euros (Unilever PLC, 2022). The global presence has increased their brand images, helping to grow international expansion through years. Strong supply and distribution network is the biggest reason for the success of the company. 
They have over 25 million channels in the distribution chain. The increasing number of stores and its ordering the company’s eB2B policy made them grow up to 32.8% yearly. The 3 divisions of Unilever; Foods and refreshment, Beauty and Personal Care, and Home Care have generated 50 billion Euros in past years and it would surpass in upcoming years. The impact of the pandemic crisis on Unilever was mixed. The company offers Cleaning agents and Personal and Home Care products, which have been necessary and useful to protect from bacterial and viral infection, such are; Lifebuoy hand sanitizer, liquid gel and hand wash, Domestos bathroom cleaner, OMO soap bar and Cif household tiles and kitchen cleaner. The demands and production of these products got huge throughout Covid-19, thus, the profitability increased and enhanced the brand’s popularity.
Weakness
Underlying conducting profit has decreased to 5.8% but increased around 0.7% at fixed exchange rate (Unilever PLC, 2022). The recent crisis of “Suez Canal Block'' has disrupted the physical connections between supply and distribution channels. Thus, the company must ensure their contingency plans and expand their existing supply route to decrease the impact of supply and distribution chain disruption. The aftermath of the Pandemic crisis has brought the changes of customers’ tastes in products. The constant fluctuation in customers behavior affected the demand rate globally, which has been concerning for sales growth. Unilever’s lack of predicting the demands of the consumers created volatility in market growth which is the major weakness of the company. 
The company has to improve their identifying method and keep developing the customer relation to respond with proper product offering and changes in price segments. The weakness in diversification in distribution channels is a major concern as the company’s online sales was only 9% to the total annual revenue by 2020. Lockdowns and social restrictions have affected the acceleration rate in offline shopping. Though online shopping was the biggest success as a worldwide company, Unilever caters huge product ranges globally to different kinds of customers. Unilever has weak priority in “securing data privacy”; the company has several distribution channels with various online platforms. They must provide the secured services to their customers and ensure the safety of the employees.
Opportunities
The growing rate of technological advancement, Unilever has an immense opportunity to catch global customers, including rural customers with the help of various e-commerce platforms (Cool and Terry, 2018). Apart from this, their “Newly Affluent Trillion Dollar Consumers” project in China and India leads to an opportunity to catch those billion customers which will be a huge profit and becomes the growing consumer platform of Unilever. The opportunity of enhancing shopper insight; Unilever has 36 “people data centres” around the world. The aim of these centres is to collect the information regarding customers’ feedback, queries, complaints and innovative ideas by “traditional consumer research” and listening to their demands. Unilever loves to follow the trends, so they tirelessly research the demand of the market and always get eager to develop their products. The opportunity to expand their business helps Unilever to spend on research and development of around 800 million Euros in 2020, thus, to explore the consumers’ tastes in products is a never ending programme for Unilever. 
Not only in the UK, Unilever has immense support from other European countries, China, India, Bangladesh, the reason their eB2B project has shown the opportunity to expand their new stores more (Shaikat, 2020). In India, Unilever eB2B channel “Shikar” provides 300,000 stores to acquire its product. In 2020, 58% revenue of Unilever came from emerging markets (Unilever PLC, 2022). British consumers are highly health conscious and give an opportunity to produce more hygienic products which will be beneficiary for more sales growth. Unilever has a mission to provide eco-friendly products, thus, they manufacture environmental and social beauty products to sustain ecological balance in nature. Apart from India, China, US and other platforms, the regular global demand for Unilever is high. Thus, it's an opportunity for the company to expand their business in Argentina, Mexico, Brazil, Turkey and South Africa as well.
Threats
The new governmental regulation becomes a threat to the company. It has adversely affected the market growth, 58% of annual turnover has been decreased in 2020. The inflation of Argentina, Brazil and India has affected the annual revenue of Unilever by 2.4% (Evans and Whitehead, 2018). 2.5 billion of worldwide users have changed their taste of the products during Pandemic, which was definitely the challenging part of Unilever, as rival companies like NESTLE, P&G have offered better hygiene products with competitive pricing. After the announcement of global lockdown in the UK, they faced the threat of supplying goods and delivering the products. The flights and ships were cancelled, disrupting economic and social travel. The mass unemployment of skilled workers due to unavailability of payment became a threat to overcome their market loss. Every company has their rival competitors (Raybould, et al.,2020). Unilever is not out of the league. “Proctor and Gamble” has become one of the biggest threats of Unilever.“Procter and Gamble” in the end of 2020 outsold Unilever by approx 10 billion dollars. 
It has affected the growth, with an almost 2.4% decline in total revenue, where the net worth of P & G increased by 4.8% during pandemic phase (Whitehead, 2019). Unilever has been highly threatened by BREXIT impact. The company's changes in trading policy remained unclear as the economic imbalances in different countries, markets are likely to continue. Regulations of the government, such as, “Trade and Fiscal policy” have become the reason for disruption of Unilever'S upcoming projects. The UK government might introduce amended environmental regulation including carbon tax and net no deforestation. Such regulation may affect product sales, pricing and its profit. Threats of entry of multiple Asian multinational companies in Asia continent raise the stakes globally. Those companies show dominance in the fast moving consumer goods market segment.
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It is an analytical tool, to analyse the external factors affecting the company.  
Political factors
Political factors are the factors which deal with the politics of the country which are affecting the company. The Government of the United Kingdom is very conducive but due to its recent decision of getting out of the European Union so called “BREXIT” it impacts a lot in the business industries. Many shops in the United Kingdom have empty shelves, as the export and imports become rigid there is no free movement. The United Kingdom mostly depends on the drivers to export and import the products, as per sources the United Kingdom needed 90,000 drivers urgently; industries relied heavily on drivers from the European Union. Market researches and transport intelligence point out that it is due to Brexit that it ended the recruitment of HGV drivers from the European Union. 
These kinds of issues increase the expenses of the company, as they need to provide good incentives to their suppliers which is eventually done by the drivers and “Unilever” is a company which  mostly depends on its supply chain; it has its branches all over the European Union, which may affect the price of the product due to taxes. Not only “BREXIT '' political issues like the ongoing war have hampered Unilever exports and imports from Russia as export and imports are totally banned especially the oil, which impacts a lot in the production as it exports approx  35% of oil from Russia (mckinsey.com. 2022). Since “Unilever” is a very big company it survived the covid-19 pandemic but many of the people were jobless and the unemployment rate was also rising day by day, due to which the company faced little trouble in its profit. Due to covid-19 restriction there was no socialising of people due to which people were avoiding cosmetic products (Unilever) because they do not groom as they use other items like ice cream etc. And also many people were jobless as the United Kingdom declared lockdown on 23 march 2020, though it protected its people but had a great impact on its economy. The GDP of the country was roughly down by 60 % from february 2020.   
Economical factors  
Economical factors are the one which deals with the economy of the country which affect the company. The United Kingdom has a very strong economy among all the countries in the world. Recently due to the coronavirus pandemic, the economy of the country deteriorated as many people lost their jobs and also there was no movement of people. People were not allowed to leave their house, due to which cosmetic products were not purchased as there was less socialising so people avoid grooming, instead they purchase ice cream products which is also a Unilever  brand  for example magnum, heartbrand etc. In this kind of situation BREXIT created chaos in the country and contributed to the declining economy of the country. The cost of the product increased indirectly due to increase in export and import taxes. In this kind of environment, the economy of the country is quite fluctuating, like the GDP rate of the country was brought down by 60% in february (). The inflation rate of the country is currently approximately 6.1 % which is also increasing by 3.1 % annually and the unemployment rate is approximately 11.3% these days (Statista. 2022). 
And it has affected the retail industry as it deals directly with the normal consumer, most of them who have no job right now and whose purchase is a smaller quantity. If the unemployment rate is high then it will help the company to reduce its cost but there will be less number of buyers in the market. The more booming the economy is, the more will be the profit to the company; fortunately “Unilever” is a multinational company. It has different varieties of products all over the world. If one creates a loss, the other will bring profit to the company. Recently “Unilever'' made a huge loss in the UK market as it introduced a baby kit which was a great loss; approximately only 2% of the product was sold (Unilever PLC, 2022). As it has its branches in many developing countries, where people get high wages it increases its consumer, which eventually increases its profit and covers up its losses. 
Social factors 
Social factors are the ones which deal with community, religion, age group etc (Bbc.com. 2022). These factors are quite fluctuating as peoples demand taste and preferences keep on changing. Mostly nowadays, new trends are evolving around the youth of the United Kingdom like vegan products. Youth are becoming more conscious about their health, what kind of product they are using, whether it has any side effects or not, which they are very much concerned about. And advertising of the product is also a social factor, like people are more active in social media rather than television or newspapers. Unilever is a very large company with a variety of products and it is mostly active in cosmetic products like soaps, perfume, baby kit etc. UNLIVER mostly targets the new born babies and youth the most but from last year, the birth rate is quite decreasing compared to past years. 
Its birth rate has been decreasing by approximately 4.2% from past 2019 though the birth rate is low but people do not comprise baby kits, which is very much important for a baby, every married couple wants to keep their baby safe (Ons.gov.uk. 2022). Here comes the Youth,  growth rate is good in the United Kingdom as there is a growth of approximately 8% increase among the age of 16 which is 12.7 million and growth rate of age 16 and above is also increasing by approximately 3% which is almost 40 million. Nowadays youth buy their cosmetic products more and more in comparison to their clothes, and within every 2 or 3 days people are buying cosmetic products (Nti, et al 2020). There was no movement of people due to covid-19 restriction so, socialising of people was not that much as it used to be, but customer preferences changed to food and hygiene items like people they used to order ice cream products and hand sanitizer, which is also a product of Unilever company this kind of product help the company to  survived the pandemic. 
Technology factors 
Technology factors are the one which deals with technology. Nowadays in the world many new technologies are emerging, people are surrounded all over by technologies. Everybody is adopting new technology which makes their payment easier and delivers the product fast and more efficiently and also reduces shoplifting (Haque, 2018). Technology is so developed that it is like a blessing to the retail industry as their products are delivered to the respective customer in time and the United Kingdom ranks in 7th position for having the best technology (Picasso et al 2019). Social media is a very big platform, it helps the retailer to advertise and also to sell their product to larger consumers, as people nowadays are more engaged in social media, everyone is active in social media. They just order whatever they see online easily and many e-commerce contributors in these sectors help retailers to reach their customers. And now Unilever is also developing its technology tying up with bigger e-commerce giants like Amazon etc. Unilever is investing a lot in its research and development. It is developing its website and making it easier for people to use and give feedback, so the company can resolve the problem or the demand of the people. Unilever is developing a technology which helps in recycling the sachets which will turn back into plastic and will go back in the supply chain of the company.
Legal factors 
These factors deal with all the legal issues. Legal factor is not so rigid for businesses in the United Kingdom; it is very welcoming in the United Kingdom (Tien, 2019). There are some acts implemented by the United Kingdom government. Firstly the Equality act of 2010 didn't affect the industry much, instead it created a good working environment and also employees are not exploited (Burton, N., 2018). These acts helped to know whether the people are under good leadership or not. This kind of protection motivates employees to work more and if their grievances are justified properly its results are seen in its production and quality of product (Latinopoulos,  2018). Not only employees, these acts have also greatly impacted the customer indirectly. Secondly, the Employment act 2002, it affected the production indirectly like most of the employees giving fake reasons for the paid leave. These kinds of activities have increased the expense like the minimum wage is like 9.50 pounds hourly, which companies need to pay their employees. 
Environment factors 
This is a factor which is very important nowadays because everybody is very conscious about the environment (Cheng, 2021). As the consciousness of people increases, industries are also becoming very conscious about the industry. Industries are investing more in research and development to avoid the waste and full rely on renewable resources, for example  (Kpoku, 2021). UNLIEVER has developed a very good technology, which helps to recycle the waste sachets into plastic and use it again, which contributes a lot to the betterment of society. People get attracted to these kinds of companies who are trying all the best possible for society and humankind.


[bookmark: _Toc101373343]Recommendations
This swot and pestle analysis of Unilever gives an acknowledgement about its internal and external factors. Due to BREXIT it created a problem in the supply chain; Unilever should focus on their transportation of goods or find alternative ways. Unilever should recruit its drivers from the UK itself which will help in reducing the expenses of the company. The company needs to focus more on customers’ perspective and their fluctuation of changes. Unilever must invest more on research and developing the products. Unilever should produce more hygienic products, such as hand sanitiser and should offer free masks along with it to make aware and attract the customers. Unilever must maintain the protocol of covid rules to follow no touch delivery system as some complaints have been lodged from the customers. The company must ensure the safety of employment and customers by protecting their data. For the Suez Canal crisis the company must find its alternative path for quick trading and distribution. Unilever should invest in training workers and skilled employees. They should focus on producing more hygienic products in pandemic demands.
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“Unilever” is a very big company in the United Kingdom; it has a very good global appearance. “Unilever” has its branches all over the world with approximately 191 countries, with different varieties of brands totaling 400 like axe, dove, rexona etc. As the company is international, it needs to obey all the rules and regulations which are implemented by the government of the respective country. These SWOT and pestle analysis has helped to understand, what are the internal and external factors affecting the company. Unilever has served for decades in the business sector for consumer fulfilment; hence, the company is confident that it can surpass the present weak conditions in the fast moving consumer goods segment. The article concluded with a warning note to not take the threat lightly from the Asian FMCG. They understand Asia better than Unilever and simultaneously provide skilled workers with mastering the efficiencies of the global marketplace. Moreover, they need to reconsider to come out from limited goods categories by more manufacture and redesign of the existing product. Though in past decades the company has boosted their business performance; 113.85 billion Euros annually worldwide. Unilever performed well in the 2020 pandemic crisis, 2.4% lower than previous years where Proctor and Gamble surpassed them by 4.8% growth.
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