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[bookmark: _Toc113203126]Introduction
As a result of the COVID-19 pandemic, every industry has been affected. Even businesses were not exempt from the effects of that. The obstacles included maintaining continuous operations, proper supplies and inventory management, production, distribution, and various other forms of communication (Bhardwaj and Tanwar, 2022). Like many other companies, Unilever has faced numerous difficulties that have affected its business operations and the amount of revenue it generates. This report has been compiled to carry out an internal and external analysis of Unilever to determine the current status of the company as well as the impact that the pandemic has had on it. Various models have been used to perform these analyses, including PESTLE, SWOT, and Porter's Five Forces models. Furthermore, STP and Marketing Mix will also be discussed as marketing strategies that can be employed.
[bookmark: _Toc110738333][bookmark: _Toc113203127]About Unilever
Unilever Plc is one of the fastest growing consumer goods company London, UK, that supplies products including health care, food, beauty products, personal careers, ice cream, condiments etc. (Tien, 2019). Currently, it has operations in more than 190 countries and research and development facilities in the United States, the Netherlands, China, India, the United Kingdom etc. The company is also the largest soap producer in the world (Unilever, 2022). Unilever has more than 400 products under their large brands, such as Sunsilk, Rexona, Axe, Lux, Rexona, Hellmann's, Lipton, Magnum, Surf, Knorr, Omo and Heartbrand etc. (the guardian, 2022).
[image: who owns unilever Updated in 2022]
[bookmark: _Toc111378935][bookmark: _Toc111379009]Figure 1: Products of Unilever (the guardian, 2022)
[bookmark: _Toc110738343]Founded in 1929, Unilever was formed by a merger between Lever Brothers and Margarine Unie, a dutch margarine producer (Tien, 2019). Since then, the company has expanded to almost every corner of the world, and its products are available in those regions. In 2021, Unilever successfully generated 52.444 billion euros in revenue while its net income was 6.621 billion euros (Unilever, 2022). Currently, more than 149,000 employees are working across Unilever's global operations. During the pandemic’s peak, the company suffered from continuing its operation as there were problems within the supply chain and process. Due to this reason, its function and revenues significantly decreased over the last couple of periods (the guardian, 2022). Currently, the condition is improving as the company has been able to use its strength actor to reinforce its global operation worldwide.
[bookmark: _Toc113203128]External Analysis of Unilever
External analysis will show how the business has been performing and how the global pandemic has affected its external environment (Baines et al., 2018). PESTLE and Porter's Five Forces models have been used to do the analysis.
[bookmark: _Toc110738344][bookmark: _Toc113203129]PESTLE Analysis of Unilever
PESTLE analysis shows how different external factors have affected Unilever's operation (Verhage and Visser, 2018). It will also explain how the company has responded to various challenges since the pandemic’s beginning.
Political and economic factors: Political factors have been a significant concern for the company as there have been many volatilities in the political landscape. The COVID-19 induce economic disruption has sparked political volatility in many countries. As a result, Unilever has faced challenges in the continuum is operation. Also, the world economy has been in a downturn since the beginning of the pandemic, which affected consumer behaviour, thus, contracting Unilever's operations (Zou, 2021). Global recession, unemployment, and radio income of people have severely affected people's purchasing behaviour suffered from Unilever operation (Tien, 2019). Despite this, the situation is improving due to the resurgence of the economy, and consumers are now able to resume their purchasing behaviour.
Social and technological factors: Though the pandemic has forced consumers to focus on their necessities, it also made them more health conscious which is an opportunity for the company to grab a healthcare market career (Bhardwaj and Tanwar, 2022). Besides, changes in purchasing behaviour and lifestyle of people have been a significant concern for Unilever as people started to focus on their necessities. That is why its beauty care and luxury items sales have decreased significantly over the last few quarters. But the deals are rising as the situation is getting improved. Technological evolution has brought challenges and opportunities for Unilever (Zou, 2021). The chances came in terms of reducing production costs and improving internal communication, while significant challenges came in terms of the reduction of production costs of the competitors (Biginas et al., 2021). Further, Unilever can take advantage of technological advancement in supply chain and production.
Environmental and legal factors: Globalized environmental factors have brought opportunities for the company as consumers’ awareness about sustainability and eco-business practices have arisen (Cateora and Graham, 2020). The company is taking advantage of this as it concentrates on sustainability and equal-friendly business practices. On the other hand, legal factors have been very challenging for the companies as rising environmental regulations and international laws require the company to invest more in practices to comply with the regional rules and regulations (Kaushik and Guleria, 2020). As the cost is rising while complying with the different laws, the company has witnessed lower growth in the last couple of years which is the different degree of COVID-19.
[bookmark: _Hlk112350691][bookmark: _Toc113203130]Advantages and disadvantages of PESTEL analysis
Advantages. PESTLE helps one keep track of the entire business environment and gives the company a thorough understanding of its operations. In addition to preventing or minimising future business threats, it can help an organization to anticipate them and allows it to maximise opportunities and exploit them entirely as a result. 
Disadvantages. Aside from its advantages, PESTLE also has the following disadvantages. It only gives businesses a perspective from an outside source. Furthermore, internal factors should also be considered as well as external factors. If the company only performs a PESTLE analysis, it will not be able to obtain a complete picture of the problem. The evaluation of all six factors requires a considerable amount of time. It is impossible to avoid some information, as something important may be missed, which will directly impact the business. However, it is essential to note that a PESTLE analysis can quickly become out of date. Policies, laws, technology, etc., are constantly updating. Thus, the PESTEL analysis should be updated every year to allow strategic planning to be guided. 
[bookmark: _Toc110738345][bookmark: _Toc111370484][bookmark: _Toc113203131]Porter's Five Forces Analysis of Unilever
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Description automatically generated]Porter’s Five Forces analysis of Unilever has been conducted to show how different external factors have brought challenges and opportunities for the company (Verhage and Visser, 2018). The ranges of the sectors are indicative of the past and prospects of the company. As a marketing manager, it will be beneficial and crucial for Unilever to take futuristic decisions to enhance its market operation and maintain its dominant position. 
[bookmark: _Toc111378938][bookmark: _Toc111379012]                     
                Figure 2: Porter's Five Forces analysis of Unilever (Marinov and Marinova, 2021)
Degree of competitive rivalry: As most of Unilever's products are imitable and highly demanded products like many in the market, many large competitors exist (Zou, 2021). The degree of competitive rivalry is so strong in the market that companies often have to make decisions considering minimal profit. Dad on many large and strong competitors in the consumer goes industry (Engemann and Henderson, 2012). The company also runs aggressive marketing and takes the intense competitive decision to grab other companies' markets. Due to the high number of substitutes, the switching cost is significantly lower, which is a significant concern for Unilever (Engemann and Henderson, 2012). As a large company, this company has overcome the economic challenges resulting from the pandemic. For Unilever, competition is a powerful force that must be handled carefully.
The threat of Substitute: Substitute is a significant concern for companies like Unilever as any company has to take decisions based on the substitutes available in the market. With many competitors and similar products, it is very challenging to deliver to keep your market share (Krishnamurthy, 2010). The reason is that the company has to make decisions very cautiously to keep the consumers' attention. Many available substitutes also made it possible for consumers to switch to other substitutes at a significantly lower cost. Nevertheless, Unilever has the advantage that the price-to-performance ratio of its competitors is very low, making Unilever's high-quality products the market leader.
Bargaining power of the suppliers: Bargaining power from the suppliers is an essential factor as suppliers are often considered crucial for a company's success (Verhage and Visser, 2018). In the case of Unilever, the bargaining power of the suppliers is very moderate as there are many suppliers available (Marinov and Marinova, 2021). Unilever has many foreign suppliers that supply its raw materials and other resources. As a result of global closures during the pandemic, the company was forced to find alternative suppliers. This has led to an increase in product cost, which has led to a rise in production costs and a decrease in profits for Unilever. So, the bargaining power of the supplier is very moderate for Unilever
Bargaining power of the consumers: In the case of Unilever, consumers have considerable bargaining power since many substitutes are available for its products. As a result, the consumer switching cost is very low (Okeudo and Margaret, 2013). Some customers switched from high-quality products to other low-quality and low-priced products during the pandemic, thus increasing their purchasing power.
Threats of new entrants: Threats of the new entrance are moderately low for Unilever as there are many entry barriers for the new players (Verhage and Visser, 2018). The market is already full of big competitors like Unilever (Puay Guan Goh and Chou, 2022). Besides Unilever, there are also many big players, including Johnson & Johnson Mars, GSK, Procter & Gamble, Nestle USA etc. (Tien, 2019). new competitors will not be able to compete in this market. Also, the R&D cost is very high, which is not affordable by the new companies. Coming with a big investment restricts new competitors. So, the threat of new entrants is low for Unilever.

[bookmark: _Toc110738346][bookmark: _Toc113203132]The complete Impact of a Pandemic On Unilever's Operation
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[bookmark: _Toc111378939][bookmark: _Toc111379013]Figure 3: Revenue of Unilever (Statista, 2022)
The pandemic has harmed the operation of Unilever. Being a multinational company, Unilever has suffered in continuing its process in many parts of the world during the pandemic (Zou, 2021). The challenges came from collecting raw materials, keeping employees on board, production, distribution etc. According to Statista, it can be said that its global revenue is lower in 2020, which is the peak time of the pandemic (Statista, 2022). 
[image: Unilever (UL): Sales Growth Rebounded In Q1; 3.4% Dividend Yield | Seeking  Alpha]
[bookmark: _Toc111378940][bookmark: _Toc111379014]Figure 4: Sales growth of Unilever (Unilever, 2022)
From 51,980 million Euros in 2019, its revenue fell to 50,724 million euros in 2020. Its revenue almost decreased by 1 billion (Statista, 2022). Also, the company has faced challenges in reinforcing its operation in the post-pandemic market. But the whole thing is, its revenue increased in 2021 and is expected to continue in the following years. Again, its target growth was during the pandemic (ARCHVADZE, 2020). From the booth internal and external analysis, it is expected that Unilever will be able to continue its growth using strength and opportunities.
[bookmark: _Toc110738334][bookmark: _Toc113203133][bookmark: _Hlk113202912]Internal Analysis of Unilever
Internal analysis to scrutinise a company’s operation, process, and structure. This analysis includes the company’s growth, characteristics, assets, and structure that are important for the company’s function (Biginas et al., 2021). The internal analysis enables the decision maker to decide about business strategy and growth. The internal analysis is called situation analysis as it considers the business’s current state. A SWOT analysis is used in the section below to describe Unilever's internal analysis.
[bookmark: _Toc110738335][bookmark: _Toc113203134]SWOT Analysis of Unilever
SWOT analysis is conducted to analyse a company's strengths, weaknesses, opportunities, and threat factors (Baines et al., 2018). This part aims to examine how Unilever's SWOT analysis contributed to the sustainment of operations and posed challenges during the pandemic.
[image: Unilever SWOT Analysis 2022 – Unilever PLC - Business SWOT Analysis]
[bookmark: _Toc111378936][bookmark: _Toc111379010][bookmark: _Toc110738336][bookmark: _Toc111370475][bookmark: _Toc113105273]Figure 5: SWOT analysis of Unilever (Seth, 2018)
[bookmark: _Toc110738337][bookmark: _Toc111370476][bookmark: _Toc113105274]Strength of Unilever. Unilever has many strength factors that help it substantially during the pandemic. One of the significant strength factors for Unilever is its global presence. The company has operations in more than 190 countries. These large operations enable it to generate more than 50 billion euros annually. Though its revenue decreased by almost 2 billion during the pandemic, the company is getting back exposition in the post-ended market (Unilever, 2022). Unilever is also the market leader in the supply of beauty and personal care, home care, foods and refreshment product in its global market. It also has a strong brand portfolio containing around 400 brands. Some of these brands are dominating the market. In addition to its global presence, the company has an extensive retail network, with over 25 million outlets operating in the distribution channel.Furthermore, it has a large customer base that has significantly contributed to its success. Its flexible pricing and resource centres enable it to reach customers and provide products at competitive prices (Kaushik and Guleria, 2020). Several strength factors of the company will take significantly during the pandemic and help to continue operations in the post-pandemic market.
[bookmark: _Toc110738338][bookmark: _Toc111370477][bookmark: _Toc113105275]Weaknesses of Unilever. All the products of Unilever are imitable (Tien, 2019). That's why many competitors of Unilever in the market often become a barrier to expanding market operation. With large operations worldwide, it also faces challenges during the pandemic in supplying its product in the market (Kaushik and Guleria, 2020). The company is also highly dependable on its retailers, who came out as manager witnesses as the retailers had to halt their operations during the pandemic’s peak. Moreover, its competitors in the market are gaining ground more quickly since the products are imitable. Therefore, many substitutes are available, and switching costs are decreasing.
[bookmark: _Toc110738339][bookmark: _Toc113105276]Opportunities of Unilever. Unilever has more than 400 brands in its portfolio, some of which are also named in many regions (Tien, 2019). The company is highly different in its retail network, which was ineffective in a situation like a global pandemic. Also, customers' buying behaviour has changed over the previous years (Kotler and Armstrong, 2014). If Unilever succeeds in building an Omni-channels distribution network, it will be able to capitalise on the changing buying pattern and reach more customers. Unilever's competitors are coming forward with sustainable products that are preferable to the burgeoning customer group. Unilever can use its data centres and research facilities to collect information about customers’ references and develop products that are affordable to more customers (Krishnamurthy, 2010). Also, many emerging markets throughout the world are growing at an accelerated rate. The company needs to remain focused on expanding monitors to capture market share.
Threats of Unilever. The global pandemic has severely affected Unilever's operations (Zou, 2021). These impacts were on manufacturing, distribution, and purchasing channels. As the company has operations in many parts of the world, volatility in the currency is the primary barrier to its global operation (Marinov and Marinova. S.T, 2021). Additionally, the post-pandemic downtown market is changing customers' buying patterns, which is a major concern for the company. There is inflation in many parts of the world due to current political and economic volatility (Zou, 2021). As a result, these factors have a significant impact on consumer behaviour. The company's competitors also have a similar position in the market, which is a matter of concern for Unilever's operation.
[bookmark: _Toc113203135]Segmentation, targeting, and positioning of Unilever
Segmentation: Unilever divides its market based on geography, income, age, etc. 
[image: Market Segmentation of Unilever | Download Scientific Diagram]
[bookmark: _Toc111378937][bookmark: _Toc111379011]Figure 6: Market Segmentation of Unilever (Okeudo and Margaret, 2013)
These segments categorise the market in relation to the needs of urban and suburban consumers. Moreover, it divides its market according to the affordability and purchasing power of the consumer. Additionally, the company divides its market according to the age group of its customers in order to maximise the efficiency with which its products are placed on the market.
Targeting: Unilever follows concentrated marketing to place its product. For example, its shampoo items are targeted at female customers (Biginas et al., 2021).  As a consumer goods company, Unilever offers a variety of products for children, middle-aged people, the elderly, etc. Furthermore, various campaigns were run to attract various age groups and introduce new products to the market.
Positioning: In the case of positioning, Unilever's products can be found in every corner of the market. Due to its customer-oriented product pricing and targeting, Unilever's products are well-established and can be found quickly. For example, Unilever is the largest soap producer as it has a significant share in the market. Also, some of its other products, including Sunsilk, and Dove, have a considerable share in the market (Unilever, 2022). That's how Unilever has successfully positioned its product in the market.
[bookmark: _Toc113203136]Marketing mix of Unilever
Unilever has established its marketing mix very prudently in the market.
Product: Unilever generally has three types of product sections. These are beauty and personal care, home care, and food. Several sub-products are available based on the country and region (Unilever, 2022). The products are mainly developed based on regional characteristics and consumers’ demands.
Price: In the case of pricing products, Unilever considers local consumers' affordability and purchasing power. The company sets its prices in a way that ensures maximum affordability. Consequently, Unilever products are available in over 190 countries, making it easier for people from all socioeconomic backgrounds to consume Unilever products.
Place: Unilever also has a very widely available distribution system. Many countries have its retail shops, traditionally following a top-to-the-bottom distribution channel (Unilever, 2022). In this process, the products are distributed from manufacturer to consumer through the middle man, including wholesalers, retailers, agents etc.
Promotion: Unilever performs several activities to promote and introduce its product in the market. Advertising, campaigns, and promotions with celebrities either encourage people to get accustomed to a habit or consume products to satisfy their needs (the guardian, 2022). The company also has successfully run many campaigns to introduce its product and make people understand the necessity for a better lifestyle.
[bookmark: _Toc113203137]Recommendations
According to a PESTEL analysis, Unilever must prioritize several opportunity and threat factors in its international expansion and growth strategies. The company's strategies might benefit from taking into account the external factor of increasing health awareness among consumers. By taking advantage of this factor, Unilever can improve the quality of its food products. Moreover, the company should enhance its sustainability programs to maximise its potential for sustainable growth. In addition, the company is recommended to consider the rising threat of business automation, which enables its competitors to dominate local markets. Therefore, local businesses can enhance their productivity by automating their manufacturing processes. According to the external analysis of Unilever, global growth requires a strategic focus on innovation and business sustainability. The company could produce better and more competitive products by increasing its investment. The company should focus on its product uniqueness and generic growth strategies.  In addition, the company should improve its customer relations. Customer relations processes can be improved by applying Unilever's organisational culture of performance to request and complaint processing. As a result of its strengths, the company is able to strategically address these issues in a very effective manner.
[bookmark: _Toc110738347][bookmark: _Toc113203138]Conclusion
According to the findings of both the company's internal and external analyses, it is possible to conclude that Unilever possesses a large number of strengths and opportunities that it can exploit to accelerate its growth shortly. It is important to note that despite the pandemic negatively impacting the company's global operations, the company has improved its operations and returned to its position before the pandemic. Being a large, multinational company, Unilever has many opportunities that it can take advantage of in order to expand its growth in established markets and new ones.
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