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[bookmark: _Toc90862820]Introduction
Marketing is called a series of systematic actions taken by an enterprise to ensure that the products or services produced and offered by it can be easily presented to customers, which will create a competitive advantage along with unique value. In this report I will consider various aspects related to the impact of the pandemic on various organizations around the world. The main emphasis will be on the influence of internal and external factors within an organization. The overall analysis will be performed in the context of Unilever Plc. The company has dealt with many odds during the pandemic and they will be highlighted in this report. Unilever is a 92-year-old multinational company that has a strong influence in the world of consumer goods. His service area includes more than 190 countries around the world and his actions are strongly influenced by the environment in which he works. Last year, its net income was estimated at 6.073 billion euros, and the number of people who work tirelessly for the company is 155,000 (Terrence, 2021).



[bookmark: _Toc90862821]SWOT Analysis
To evaluate the forces that create direct effects on the internal and external activities of an organisation many tools can be used. Among those tools, the most efficient one is the SWOT analysis. It measures the positive and negative forces related to the growth of an organisation so that further measures can be taken accordingly and continue to serve the organisational betterment (Sarsby, 2017).
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Figure 1: SWOT Analysis
Source: (Sarsby, 2017)
The following lines will focus on the SWOT analysis of Unilever Plc. This analysis is necessary because it will show how the company is doing internally and externally due to the effects of the pandemic.
	Strengths
	1. Unilever has a strong foothold in the world of consumer goods because it has been creating an impact on consumers daily life by the use of the 400 brands under it.
2. It has a wide range of product portfolios that enables it to attract more people. The way the company positions itself in the market, certainly shows how diversified its product category is.
3. It has a great competitive advantage over its rival companies because of its affordable pricing strategy and reliable distribution network.
4. Another great aspect of this company is that it attempts to combine global and local execution plannings. It enables the company to pursue both strategies easily and capture the consumers’ hearts so that they can relate to the brand. 
5. Unilever always believes in creating something new and so it tries to bring development in its product line constantly. For that, the company invests a lot in the research and development sector.

	Weaknesses
	1. The most significant weakness of Unilever plc is that it tends to function in such a market that follows the uber-competitive market structure. As an outcome of it, it has to deal with other giants- Proctor and Gamble, Nestle, etc in the FMCG sector.
2. Though Unilever offers diversified products, these goods can be easily replaced because its substitute products are quite many. Espe
3. Due to the pandemic, the consumption of consumers has declined and their preferences have changed as well. So it can be another weakness of the company (Steven, 2021).

	Opportunities
	1. Due to the increasing globalisation and digitalisation, people in different countries are getting accustomed to the western lifestyle and their preferences are also changing. This aspect alone carries a great opportunity for an internationally operated company like Unilever to get a diversified customer group.
2. Due to the pandemic, many people have changed their habits and become more health-conscious. This creates an opportunity for the company to come up with new innovative products that will be ensuring all the health purposes of consumers.
3. Unilever has a good reputation for contributing to the activities for society and the environment. It can be a good opportunity for the company to attract ethics conscious customers (Steven, 2021). 

	[bookmark: _Hlk92726887]Threats
	1. The greatest threat to the company is the emerging number of global competitors who tend to create dominance in the market. Proctor and Gamble are the biggest ones in this regard. Though Proctor and Gamble have not surpassed Unilever in terms of social activities and efficient marketing strategies, it can easily defeat the company in terms of market dominance and its product categories.
2. Due to the epidemic, the market demands have changed and it has directly created an impact on the organisational ability to offer products as well. Besides, because of the volatility of the market, the costs of production has also increased which created an impact on the pricing as well. As Unilever is known for its cost-efficiency and affordable pricing, it can be a threat to the company’s development.


Table 1: SWOT Analysis of Unilever Plc
Source: Author
[bookmark: _Toc90862822]PESTLE Analysis
An organisation needs to analyse its position in the broad aspects so that it can understand where it stands in the macro-environmental perspectives. To make a clear analysis on this matter, various methods can be applied and one of the most crucial yet effective ones is PESTLE analysis. This analysis method develops an understanding of how to evaluate organisational stance in wider aspects so that complications can be reduced and better implementation of tactics will be possible(Marmol and Feys, 2017)
.
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Figure 2: PESTLE Analysis
Source: (Marmol and Feys, 2017)
Now the PESTLE analysis will be executed on Unilever Plc only to observe its current trends in terms of macro-environmental perspective during the pandemic. 
Political factors: Unilever is a company with numerous activities that are performed on both domestic and global platforms. It has to execute its business activities in more than 190 countries and all these countries have different rules and regulations. Due to the COVID-19 situation, many countries have become more strict about foreign products and services. Their internal laws related to health issues have become more complex. As an outcome of it, multinational companies like Unilever Plc are going through many difficulties. In the case of Unilever, it has to deal with all the rules imposed by different countries. Otherwise, it might have to give fines or its activities in certain countries might get halted as well (Thomas, 2021).
Economic factors: These are the most sensitive factors for an organisation as the growth of the company largely depends on it. Economic factors like inflation rate, exchange rate, etc. have a deep impact on the current condition of Unilever. However, due to the impact of the COVID-19 rues, the company has to go through a tough situation. In this significant period, many things happened that has brought changes in the economy which created a direct stimulation on the company. The demand for consumer goods have been changed in this certain period and so the sales of the company have also been provoked. The following statistics will highlight the revenue growth of the consumer goods industry from 2019 to 2020. 
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Figure 3: Revenue Growth of Consumer Goods from 2019 to 2020
Source: (Samantha, 2021)
Here, it is clear that the revenue growth in this industry has declined and it is due to the pandemic and lockdown effects. As the overall global revenue growth of this sector declined, it can be predicted that the sales of Unilever have been affected too. 
Social factors: While serving products in more than a hundred countries, a company has to be sincere enough to judge the temperament of the people living in different societies. In this case, the company should be conscious of societal factors. For example- Lifebuoy, one of the Unilever brands, offers its products in India by broadcasting its advertisements in different languages like- Hindi, Telugu, Malayalam, Bengali, and so on. It is because of the language gap of different regions of India, the company chose to attract them like this. Due to the pandemic, the people within the society has become quite sensitive and emotional to some facts. So they are very health-conscious and they bear a mentality to help people. So this can be another good thing for Unilever as it can easily launch products according to their preferences (Thomas, 2021).
Technological factors: The development in the technological segment is quite a necessity for any organisation. In the case of Unilever Plc, it always prefers to keep pace with the changes in technological advancements. Unilever has provided huge funds for research and development so that it can keep on bringing improvements in the operating system. It has adopted an automation key that helps it to monitor its products easily. Due to the pandemic, customers have become more dependent on online services. So Unilever also tends to adopt all the digitalised online services that will help it to provide customers with satisfactory service. 
Legal factors: As a multinational company, Unilever has to be obedient to the laws related to business activities. For example- it must abide by the copyright and trademark laws, health-related laws, environmental laws, pay tax on time, etc. Due to COVID-19, many acts and laws related to the safety of customers and products have become strict and so the activities of Unilever should be designed accordingly.
Environmental factors: Unilever’s one of the biggest positive sides is that it has always been conscious about environmental safety. To ensure the safety of nature, the company has already taken various measures. Using eco-friendly packaging of products is one of the measures taken by the company (Unilever: Making sustainable living commonplace, 2021). During the COVID-19 period, the company focused on how it can ensure a healthy environment and took the initiative to promote the idea of renewable resources. 
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 The highly used market analysis tool to understand its standing is known as Porter’s five forces model.
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Figure 3: Porter’s Five Forces Model
Source: (Brian and Cayan, 2015)
The following evaluation is going to summarise the overall market condition of Unilever Plc by going through Porter’s five forces analysis.
The threat of new entrants (Weak): A organisation needs huge capital initially to set up business in the consumer goods industry. In this industry, brand development tends to be high. However, due to the high initial costs, not every organisation is willing can enter this sector. On the other hand, if once an organisation enters, it becomes difficult for them to exit due to high costs (Sheehan and Roberts, 2016). Besides, due to the pandemic, many organisations are now lacking in money and their intention to invest has declined as well. So for Unilever Plc, this force is expected to be quite weak. 
Bargaining power of buyers (Strong): In the consumer good market, the size of total buyers is smaller than the suppliers. So the buyers easily get the opportunity to raise their voice for the pricing. Here, the switching costs of products are quite less than the affordability of buyers. So they tend to bear a mentality to gain more information about products or services and intend to switch their preference according to their needs (Sheehan and Roberts, 2016). As an outcome of it, the suppliers hardly get the opportunity to have a say in price determination. It makes the bargaining power possessed by customers stronger.
Bargaining power of suppliers (Moderate): In this industry, the individual supplier size is predicted to moderate and so the supply force of the products is also estimated to be moderate in size. As an output, the bargaining power of suppliers become average in this sector. 
The threat of substitutes (Strong): The products offered by Unilever Plc can be easily replaced by other products or services. These products’ switching costs can be higher than the other ones. Besides, the availability of gaining such products are quite good which makes it easier for others to switch their preferences. After the pandemic, customers are changing their preferences continuously and demand for many goods are increasing. So it is quite easy to demonstrate that the substitute product threats can be stronger for Unilever Plc.
Rivalry among competitors (Strong): As it is known that the number of competition existing in the consumer goods market is quite lofty. In this case, Nestle and Proctor and Gamble are regarded as the prime competitors of Unilever Plc (Sheehan and Roberts, 2016). The competition in this regard becomes quite strong as all of them are competing in the mature market and there are many other emerging competitions as well. Moreover, the pandemic has created a great impact on the market which has made it hard for Unilever to cope up with some new trends. Due to all these reasons, this force is recognised as a strong one. 
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The marketing mix is regarded as the series of actions taken by an organisation to ensure the representation of its products or services to the customers so that they can buy the products. All these actions usually portray the advertising activity of the organisation that will help it to gain the attention of the target group (Westhuyzen and Merwe, 2015).
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Figure 4: Marketing Mix
Source: (Westhuyzen and Merwe, 2015)
The following discussion will be highlighting the marketing mix strategy of Unilever and how it can develop the potential leaving all the negative parts of the pandemic behind.
Product: The products are those things that are usually offered to people so that they can buy them. The products offered by Unilever are- household items, tea, beauty care products, supplements, minerals, ice cream, food items, soap, shampoo, and so on. The brands by which these products are offered are more than 400 in number. Lux, Dove, Sunsilk, Lipton, Ben and Jerry’s, etc. are some of the famous brands under which these products are sold (Steve, 2021).
However, due to the pandemic, the customers have become more conscious of what they use or eat. So it can be regarded as a good opportunity for the company to develop products for health-conscious people. Thus it can not only earn profit but also bring more diversification in its product categories.
Place: Unilever always gives priority to customer satisfaction more and so it tends to serve them both online and in-person. The products of the company can be found in different local stores, super shops, markets, etc. Various online platforms also sell the products of the company. This kind of flexibility in terms of finding products make customers satisfied (Steve, 2021).
Due to COVID-19, people are now more accustomed to ordering things online. They also avoid going to stores in-person to ensure health safety. So Unilever should increase its online presence even more so that customers become more comfortable buying things from Unilever.
Price: Unilever always focuses on the fact that it should try to keep its price low. It believes in applying the cost efficiency strategy where it tries to provide a quality product at a low rate by producing them at a low cost. In this case, the company tends to apply the penetration pricing strategy so that it can easily capture a strong position in the consumer’s mind (Martin, 2021).
During the pandemic, people have seen many ups and downs and it has badly damaged some of their financial position. So it will be a good thing for the company if it keeps on applying the penetration pricing strategy where its product price will be low yet high-quality. 
Promotion: Unilever has a great name in terms of promotional activities. The company has always been decisive in terms of attracting its customers. So its activities related to promotion are always tend to be eye-catching. 
First of all, it gives various offers to customers so that they purchase their products without having second thoughts. For example- it might provide two Sunsilk minipacks free with one Lux soap. Secondly, the company launches campaigns to stimulate social media marketing. Social media marketing campaigns can easily grab customer sympathy if they bear any strong message. For example- the campaign launched by Dove bore the message of women independence and dignity which made the whole society flustered and increased the popularity of Dove. Thirdly, its corporate social responsibilities are quite higher than others. It is also another good sign for their progression. For example- the company distributed soap for free during the pandemic to ensure hygiene. Fourthly, its brands always bring celebrities for the television advertisements. These advertisements cast stars and capture the attention of the target people. Fifthly, it occupies a shelving strategy where it buys rows of shelves only for its products. Lastly, it applies eco-friendly techniques as well. Though the packaging of products is highly admirable, they are made of eco-friendly products (Martin, 2021).
Due to the pandemic, the activities of Unilever has been halted for quite a long time. However, it can still adopt opportunities to satisfy customers. It can give a 2% discount on every new product. Moreover, it can launch health-consciousness based campaigns during this period only to grab customer emotions. Besides, its duty for environment safety should be more flexible (Nick and Derrick, 2021).

[bookmark: _Toc90862825]Conclusion
The report signifies lots of facts which include marketing fundamental implementation in real life. The report highlighted various facts related to marketing activities adopted by an organisation. The complete report is prepared based on the activities done in the consumer goods industry by Unilever Plc. It showed the internal and external forces of the company by evaluation of the SWOT analysis. Besides, it evaluated the macro-environment and its ability to hold different actions after the pandemic by using PESTLE analysis. The report also demonstrated the market situation of the company through Porter’s five forces model and it also showed the expected marketing strategies that can be applied by the company only to survive all the effects caused by the pandemic. In the end, it can be recommended that as a multinational company, Unilever should focus on digital marketing strategies more than traditional ones because after the pandemic, people became more used to virtual life and they are now less interested in traditional promotional actions. If the company can be certain about its actions, it can easily grow even bigger. 
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