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Introduction
It is critical for a marketing manager to have a great deal of knowledge of the business environment in which their organisations operate. It is vital in helping them to understand the opportunities relating to the business operations. Also, they are in an excellent position to discern the threats that the business faces. Besides, it is critical to know various factors within and outside that impact the business environment (Craig and Campbell, 2012). The paper focuses on Unilever Plc, especially its business environment, and how various factors impact the environment, including the Covid19 pandemic. As Unilever plc Marketing Manager, it is critical to understand the different factors within and on the broader business environment to thrive in the market. The Covid19 pandemic affected the industry in which the firm operates extensively. Thus, its marketing operations were affected, hence the need to understand the effects to develop a better plan (Ahmad et al., 2021). The customer requirements and needs should guide the marketing manager in developing a good plan and strategy to overcome the challenges posed by the internal and external business environment.
The Firms Marketing During Covid19
Unilever plc ensured that it satisfied its marketing goals during the pandemic through its efforts to help the customers by changing to adapt to the changes in the business environment. It adopted changes by changing its strategy in price execution, promotion, planning, and product distribution. The emergence of the pandemic brought in a new definition to people who form part of the firm customers and potential customers in different parts of the world. It prompted the company to adopt various creative campaigns in marketing which are majorly purpose-led to appeal and reach the customers as it overcomes the effects of the pandemic. The challenges in the market reflect creativity. The people it targets are also greatly affected by the pandemic. An excellent example of the invention is a film promoting Dove, one of its products (Zhou, 2021). The promotion praised the health professionals who were courageous in the frontline confronting the Covid19 situation. It also used international influencers in its advertising, reaching seventeen critical markets worldwide. It achieved this through making public service announcements. Besides, Unilever plc succeeded by adapting to the situation, referred to as the new normal, by establishing partnerships with different companies, including OYO, in the hospitality industry, and Uber, a company in transportation. It aimed at achieving maximum convenience and hygiene to its customers in the entire world. Thus, Unilever plc has banked in the concept of relationship marketing to achieve success during the pandemic. The focus has been on showing a great deal of the extent of its caring and concern for the customer's welfare to create relationships lasting for a long term in its markets around the world instead of focusing on making one time sales. Moreover, the company has used relationship marketing to foster customer loyalty. The target consumers feel they are cared for by getting superior products they need to remain safe amidst the Covid19 situation (Birahim, 2020). 
The Companys Situational Analysis
Looking at Unilever plc financial reports during the half-year of 2020, Its sales fell by 1.6 per cent, thus it was stable as opposed to most of the other players in the industry. It was exceptional given the economic situation in the entire world, which forced a significant number of companies to go bankrupt. The primary reason for its resilience is the differentiation strategy that has enabled it to remain highly competitive. It has focused primarily on producing consumer products. Besides, the company approached the Covid19 situation by normalising it, and adapting to the perceived new normal (Ahmad et al., 2021).
The Companys External Environment
Political Factors
Unilever plc has operations in many countries all over its operation the world, where it targets different markets. It has remained stable in its worldwide operations despite the challenges posed by the pandemic. Most of the countries in which it operates are relatively peaceful and have remained so during the pandemic. Besides, most of the countries have stable conditions in terms of politics, giving a highly suitable environment for the company's business. The countries provide a great environment suitable for developing its business and growing their prospects globally. However, it is not all smooth for the company as there is negative growth in some cases. It is a result of the effect on the economy caused by the Covid19 situation in most countries where the company operates. Thus, the company has experienced challenges in its business growth and development for the last two years. Also, the various measures introduced by governments in multiple countries to protect the people from the virus have resulted in barriers to the company’s business growth. Also, various policies were introduced by governments to protect trade and businesses in their jurisdiction due to the emer4gence of Covid19. Its operations are guided by laws in different countries and the regions where it operates in manufacturing and selling its products. The company enjoys an advantage due to the opportunity to increase protection of its business operations in the global scene. This is due to the changes in strengthened patent laws and other worldwide laws (Wilshaw, 2021). 
Economic Factors
The whole world has experienced a downward turn economically due to the Covid19 situation. In the initial six months after the emergence of Covid19, the company's sales went to 25.7 billion pounds, a 1.6 per cent decline. It was estimated that the sales would decline by 2.3 per cent due to the Covid19 effects. Thus, the impact was lower than expected, meaning the company is still doing significantly well compared to other industry players. One of the reasons for the relatively good performance amidst the pandemic is the speed by which it approached the issue of Covid19 and adopted measures to counter the effects. This was majorly in its level of decision making. It also took advantage of the excellent opportunity that emerged to takeover many local companies that were hugely impacted by Covid19. It introduced disinfection products that are highly effective following the high demand for the products in the worldwide market. Besides, various social factors in multiple countries helped the company to remain stable in the international market. Its products, especially the home care and personal care products, are high end and effective, thus high demand, especially during the Covid19 period (Wilshaw, 2021).
The Firms Internal Analysis
Its Financial Ability
Unilever plc is highly stable financially, especially due to its assets. Thus, it has the capability of meeting its operational liabilities sufficiently. It has an excellent team in its finance department, factory finance, and supply chain finance. Besides, the company's financial management is highly capable of contributing to its ability to overcome the difficulties brought by Covid19 and the declining global economy. 
The Leadership in Unilever plc
The company's management composed a growth profile guided by three crucial points. Firstly, it emphasises having a growth vision. It has enabled the growth in the critical criterion of the behaviour of the company's employees. It also emphasises the focus of the employees in overcoming the challenges posed by various internal and external factors, which helps significantly in achieving growth continuously. Secondly, growth in the company is promoted through implanting and making sure development is promoted by motivating the employees and ensuring that the concept is highly valued and encouraged. Moreover, the leadership in the company is focused on providing there is the commitment in promoting consistent growth.
Effect of Covid19 on the company’s Revenue
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The Firms ability in Product Marketing
The brand slimming concept adopted by the company and its centralised strategy has helped significantly improve its marketing abilities. Thus, it has managed to eliminate sluggishness in enhancing its sales volume, which was the case in its initial years due to having many brands in the market. The company's management reformed this by getting rid of some of the brands, increasing its ability to control the few brands. About 20 per cent of the core brands produced and sold by the company account for eighty per cent of the sales in its global markets. It enables the company to navigate the challenges resulting from the pandemic easily. It has also localised its operations significantly in various countries where it operates. There are significant investments through acquiring local companies, reducing the number of competitors in the local markets. After the emergence of Covid19, the company found an opportunity in developing local companies that were closing down due to a challenging business environment. Thus, the chances of improved performance in the local markets went up significantly. Also, it charges comparatively low prices compared to the competitors, which is a good strategy for increasing sales volume. Its pricing strategy, which is competitor-based, has allowed it to maintain its high competitiveness, especially during Covid19, when the global economy is hugely impacted. Moreover, the company relies on its unique products and brand portfolio to remain profitable and economically stable during Covid19. It has long and deep product lines in many countries, thus giving it an advantage over the competition. Besides, its brand portfolio is different in different countries where it operates. It can achieve a highly profitable product mix by either adding or subtracting brands in foreign markets. Therefore, it is easy for the company to counter multiple situations and factors affecting the market, including Covid19 (Whittington et al., 2020).
The Company’s SWOT Analysis
Strengths
Unilever plc is one of the leading companies in the industry as it has multiple strengths. It can do well as it is strengthened by its abilities in the marketplace to overcome situations, including Covid19. Its easy to venture into new markets and protect its markets in different parts of the world. This has enabled the company to achieve exceptional levels, especially in ensuring customer satisfaction. It also has the ability to create an excellent quality of its brands, thus attracting a high volume of customers. Besides, its network distribution is strong in its markets worldwide, making it reliable and increasing its ability to reach a significant number of potential consumers in all markets. The distribution network is robust in markets where it has managed to develop a culture where the products are promoted by its dealers and promote the salespeople's training. Also, the brand portfolio of Unilever plc. is strong, making it easy to introduce and develop new products when various situations arise. This made it easy to come up with products that were in high demand due to Covid19 (Shaikat, 2020). It also enjoys its expertise in succeeding in new markets and the experience gained in its many years of operations. It has significant investments in automating most of its functions; thus, the quality of its products is relatively high. It can scale up or down its operations, responding to the changes in the conditions in the market. This made it easy for the company to respond to the changing conditions due to the emergence of Covid19. It has very reliable suppliers of raw materials, thus few bottlenecks in the company's supply chain. Therefore, the company has a high level of agility, and it has increased resilience to get good results, even amidst the Covid19 situation. It also enjoys a competitive advantage, thus overcoming challenges posed by various internal and external factors and remaining among the leaders in the industry (Cheng, 2021). 
Weaknesses
There is a need for improvement in different areas to increase resilience and achieve more success in different markets. It does not have a suitable mechanism whereby the sales teams can give feedback. Thus, it is slowly losing out on the market to new entrants encroaching in different markets. The company is confronted by a huge need of building feedback mechanisms internally that will provide information on its niche markets. The company must retain its market. Also, its investments in technology are low, thus negatively affecting its operations in different countries and geographical areas where it operates. It needs to have a better strategic expansion, hence the need for more investments in technology to help coordinate activities in different markets in the global scene. Besides, the company’s net contribution percentage and its profitability ratios are less than the average in the industry. There is a need to improve its profitability even amidst the Covid19 situation. It will help the company to survive in the market in the long run (Cheng, 2021). 
Opportunities
Unilever plc has a vast opportunity to attract new customers by applying value oriented propositions. Also, the company has a good chance of using differentiated pricing strategies to gain a higher number of customers. It enjoys stability and has the resources to gain more markets and increase the number of customers. Besides, it has an online platform to attract more customers through selling online, especially amidst the Covid19 pandemic. It is in a better position due to its initial investments in online sales channels. Thus, it can leverage the opportunity to meet the needs of the increasing number of consumers using online platforms (carvalho, 2020).
Threats
The worldwide economic climate is highly volatile, especially since the emergence of Covid19, posing a massive risk to the company's business, mainly due to its vast operations. Governments resulted in lockdowns and travel restrictions, complicating the company's business operations in the global scene. Moreover, governments resulted in cushioning local competitors due to the effects brought by Covid19 posing a risk to the company's business. The level of competition in different markets where the company operates has increased. There is also heavy investment in infrastructure by the company, which may work against the company as it is affected by the changing behaviour of the consumers especially moving to the online channels (carvalho, 2020)..
The Company’s Porter Five Forces Analysis
The company operates extensively in its markets worldwide in providing consumer goods, and its business is affected by different factors. The factors differ depending on the extent they affect its business.
The Firms Competitive Rivalry
Unilever plc operates in an industry where the level of competition is high. There are many companies in the industry; thus, the force of rivalry is relatively high. Besides, the firms that the company competes against are very aggressive, and the costs of switching are relatively low. The massive number of firms in the consumer goods industry means that the firm has to succeed against a strong force. The situation is made worse by the Covid19 situation as the economic difficulties have driven every firm to become more aggressive in wooing customers. Thus, the competition is highly intensive, and the consumers have a wide variety of brands to choose from, and the switching costs are low. This is a high priority area for the company as it's easier and quicker for the customers to shift. Hence a high risk of losing customers to the competition. Thus, there is a need to focus on customer satisfaction, especially on ensuring value and charging reasonable prices for the products (Dmitrievna, 2021).
Customers Bargaining Power
The company's performance is primarily determined by how the consumers respond to its product. The buyers largely influence Unilever plc performance. The bargaining power of the company's consumers is strong as determined by various external factors, including the switching costs in the industry, the quality of information that the consumers have, and the number of individual buyers. It is easy for the consumers to change from buying the products sold by Unilever plc due to the low cost of switching. Thus, there is a vigorous-intensity of the consumers bargaining power for the company. Besides, the consumers enjoy a high quality of the information in the market. They are in an excellent position to get information, thus making it easy to compare products. In case the buyers perceive that the competitors' products offer better value, they can quickly shift from the products provided by Unilever plc. The firm consumer population is low, thus having a minimal effect on the company's profitability. The consumers bargaining power primarily impacts the business of the company (Dmitrievna, 2021). 
The Suppliers Bargaining Power
There is an impact on Unilever plc industry environment by the supply levels. Various factors determine the influence of the suppliers on the firms in the consumer goods industry. They include the size of the suppliers and the number of suppliers in the industry. The company deals with moderate size suppliers thus have a moderate force on the company's operations. The supplier also has limited influence on the company. In some cases, suppliers have a significant influence on the company. In the event of a decision by the company to shift to a different supplier, especially on the production level, there will be a limited change in the available raw materials. However, the change is critical to the company's business. Thus, the company's bargaining power is moderate in its operations in the industry but is highly significant to its operations (Pererra, 2020). 
Substitute Threats
The revenues of the company and its strengths in the consumer goods industry may be impacted by the substitutes. However, the threat is dependent on various factors, including the ratio of performance to price, availability, and switching costs. There is a relatively easy option for the consumers to change to another product in the industry. This is a result of low switching costs in the industry. The overall impact may lose power when the substitutes are not readily available. The common cause in the industry is that the alternatives have very minimal differences in terms of cost and are low performing. Unilever plc offers beautiful products to the consumers who are better than the substitutes. Therefore, the threat posed by the replacements in the industry is weak, making it a minor issue for the company in its operations (Pererra, 2020). 
Threat Posed by New Entrants
New and established firms form the businesses competing with Unilever plc in the industry. The new firms' influence depends mainly on the costs of switching, the economies of scale, and the cost of developing the brand. New entrants impose a potent force on Unilever plc as switching costs are low. If a new entrant comes into the market, the consumers can easily opt to go for their products. However, it is not easy to build a solid brand to get to the level of Unilever plc. Thus, new entrants have a significant weakening of the intensity of the threat posed to the company. The company enjoys economies of scale due to its large scale production. Besides, it benefits from competitive pricing and organisational efficiencies, thus having an advantage over new firms in the industry (Pererra, 2020). The new entrants have minimal effects on the company's strengths; thus, the concern for a new entrant is minor to the company. 
The Company’s Integrated Marketing Communications
Unilever plc employs a customer experience that is seamless and unique, as customers interact with its brands. It applies various communication aspects in its marketing. They include direct marketing, advertising, public relations and sales promotion. Its communications and messaging focus on the customer, and it maintains consistency in all its messages. The company promotes products in different media through advertising. The objectives of the company are met through advertising. Appropriate messages are chosen and communicated to the potential consumers (Copley, 2007). Consistency is maintained in all channels to create a clear picture. It applies a direct marketing approach where it encourages and appeals to potential consumers in different markets. It creates an environment where dialogue is enabled with the potential consumers. It also uses sales promotion to sell its brand to different markets. It projects a positive image of the company and improves von the sales volume by encouraging quick purchases (Egan, 2014). Potential customers who do not use the company's products are engaged through trials. The company builds its image to the potential customers using public relations approach. Better relations are developed through sending consistent messages to the potential customers, thus increasing the company's sales revenues amidst all the challenges (Yeshin, 2012).
Conclusion
As per the analysis of Unilever plc business environment, both internal and external, the company is in a good position as it is minimally affected by the external and internal factors, including Covid19. It has a competitive advantage mainly due to its strengths thus a high ability to overcome challenges. Also, many opportunities are available to the company to improve its business. Based on porter five forces analysis, the company’s high priority areas are the customers bargaining power and competitive rivalry. Therefore, there is a need to focus on the two to maintain its leading position in the industry.
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