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Introduction
The global pandemic of Covid-19 has caused a lot of problems across the world. In the business sector, especially, this pandemic has created economic problems in many companies. Due to the restrictions and lockdowns, huge losses were suffered in the business sector.   According to the report of KPMG, different organizations from across the world suffered major losses. The company Unilever is no exception (Pan, Chen and Zhan, 2019). It is basically a consumer goods company of British origin.  There are certain basic divisions of this particular brand Unilever. The divisions are food, refreshments and homecare. The external and internal factors that were affected by the start of this pandemic have been analysed in a proper manner.
    
Discussion
This particular brand Unilever was established in the year 1929. The food and refreshments department of this definite brand is extremely popular. Other than that it manufactures many products for home care. This company has also diversified ID in many different products of fat and oil. There was a merger of this definite brand with Unilever Brothers in the year 2001. Other than the United Kingdom it also has branches in different parts of the world.                 
[bookmark: _Toc92310417]Internal Analysis of Unilever
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	Strengths
	Weaknesses

	·   This particular brand has a very big client base. This is because this brand is in collaboration with several other smaller brands and as a result, the overall client base of the brand has increased within a very short period of time (Pan, Chen and Zhan, 2019). This has been a very big strength of the brand Unilever. This is because during the times of pandemic when the client base has reduced significantly for all the brands across the world the profit margin for this particular brand Unilever was not that much affected because of the heavy client base of this brand.
· This particular brand Unilever sells varied kinds of products due to which the client base of the brand keeps on increasing. It not only sells food and refreshment products but also sells products for home care. Due to this definite factor this brand has become a very big necessity for a wide group of people across the world. This group has been able to gain a lot of loyal customers within a short period of time. Even during the times of pandemic people purchased products from this group in the digital medium to a great extent. due to this particular factor, the losses suffered by this brand in the pandemic times was significantly covered up


	· The organisational structure of the brand has not been so effective in recent years. In the times of pandemic, the organisational structure went into disarray because the salaries of many employees were reduced due to the lockdown and the other effects of the pandemic. As a result, The functioning suffered and the profit margin was reduced to some extent.
· Since the employee and customer safety factor was a big priority for the management of Unilever in the times of pandemic the overall sales margin decreased and as a result the profit margin reduced. This has been a big setback for the company in recent years. This setback was mainly because of the covid-19 pandemic.


	Opportunities
	Threat

	·    For improving the customer safety factor the payment for the products which are ordered online by the customers of this brand can be paid in a digital medium to the Finance Department of the brand. By starting this particular facility it can ensure the overall safety of the delivery men as well as the customers during the times of pandemic (Wu and Li, 2018). In this way not only  the safety of the customers and the delivery men Shall be maintained but also so the profit margin would not be reduced in any manner.
· During the times of pandemic the Government of various countries had made or organised different types of support programs for the various companies so that their business was not hampered. This particular brand Unilever can navigate or take help from these different support programs to again increase their profit margin to a good level and overcome their weaknesses.


	·    In the times of pandemic due to lockdown and other restrictions the brand Unilever had faced many losses. On top of that the rivalry between the competitor brands can be a very big threat for Unilever in the coming years.In times of crisis if the various big brands across the world do not cooperate with each other and the rival firms of Unilever give a stiff competition in a negative way then it can arise as a very big threat and the profit margin of this brand can significantly reduce.
·  In the times of pandemic many people have lost their jobs and in the whole world there is a situation of recession (Karim et al, 2021). During such times people would not pay a lot of money to buy food and home products. As a result if the prices of goods in the brand Unilever is not reduced then the management of the brand can face a big threat of losing out customers at a massive rate during such Times.
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It is basically a tool for marketing by which various types of marketing aspects of a definite company can be analysed. In the STP analysis, the overall segmentation of the potential clients is done by selecting the different types of target clients (Yaghoubian et al, 2018). The different aspects of this analysis include positioning, segmentation and also targeting. There are various benefits of this analysis. In the context of the company Unilever, this analysis is extremely vital. 
Segmentation
In the segmentation process the whole business market is divided into smaller fragments to get a clear idea about various clients. There are different aspects of the segmentation process which includes demographic, Geography, physiographic and behavioural aspects.  
· Geographic-   In the segmentation process this particular brand mainly focuses on clients in regions near the United Kingdom. It also focuses on various other locations in Europe. It focuses on customers in the United States also.
· Demographic-In this definite aspect the overall client base of a particular brand is divided into two categories of age, occupation and many other categories (Kumarasiri and Dissanayake, 2020). This particular brand Unilever uses this aspect to analyse its client base to increase the overall business prospect. In the case of the brand Unilever, the target customers are mainly from the young population. However, from the middle age group, there is also a very big chunk of the target customer segment. By analysing through this aspect this particular brand Unilever tries to shore up cash and support the financial department of the brand as much as possible so that chances of business failure is reduced to a large extent. 
· Physiographic-   In the physiographic aspect, the hobbies and the lifestyles of various clients are analysed to get a good idea about the preference of the customers. This helps to identify the likings and disliking of various customers.
· Behavioural-   The behavioural aspect is a very critical aspect in the segmentation process. In the behavioural aspect, the buying patterns of the various clients are analysed by the brand and accordingly strategies are devised.  By analysing this aspect the brand Unilever has been very successful in devising marketing strategies that were effective.       
Targeting- Targeting assists to identify the clients and other types of potential customers who can buy goods from the brand. This particular brand    identifies potential customers through the strategy of targeting. Unilever through different types of marketing operations tries to handle the targeting operations in a very efficient manner. The targeting strategy has proved to be very beneficial for this particular brand Unilever since the management of the brand has been able to devise many strategies on the basis of targeting strategy. 
Positioning-In the positioning strategy the main target of this particular brand Unilever has been to position the products manufactured by their industry to the top ranks in the market. Different strategies like navigation of government programs on economic help to the businesses and making use of other government programs and also economic support from the government authority has been used for this particular strategy (Karim et al, 2021). The shoring up of cash and also providing support to the finance department of the brand has been a very important part of the positioning strategy. 
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Mainly four different elements are in the overall marketing mix concept. The four different elements of the marketing mix concept include place, product price and promotion. This particular brand Unilever Can be analysed in a proper manner using this concept. mainly the internal strengths of the brand can be analysed by using this concept.
Product-During the times of pandemic most of the products of the brand Unilever where sold in an online platform full stop it was purposefully done to keep both the customers as well as the delivery man of the company safe during the times of pandemic (Kumarasiri and Dissanayake, 2020). It was a very wise decision from the management group of the brand and it also helped in improving the reputation of the brand in front of the customers to a great extent. In this way not only the safety factor was maintained but also the sale of the products was never stopped.
Price-The prices of the products in the brand Unilever are highly affordable for the clients. There are products for the income category of every range. This flexibility was only possible due to the Re orientation of the various pricing operations by the management group of the brand. It is a very big benefit for the customers and as a result the overall client satisfaction has increased to a great extent. Due to this factor the overall profit margin of the brand is also increasing at a rapid rate.
People- The potential clients of this particular brand Unilever are mainly from the United Kingdom. However, in other parts of the world this particular brand can have many potential clients. In times of the pandemic the business in the digital medium was started by the management of the brand and as a result people from many different parts of the world became their potential clients. Many clients have turned into active clients after liking their products to a big extent.
Promotion-This particular brand Unilever was not that much active in the online platform before the pandemic. However, after the pandemic started the online business portal was the most active portal for this particular brand (Patil, 2018). They have used social media marketing and digital marketing in a very effective manner to gain a lot of customers from across the world and increase their profit percentage to a very huge extent.

[bookmark: _Toc92310421]External analysis
 The external factors are very critical factors in any kind of business. They are mainly factors that are beyond the control of the business company but they affect the business in various ways. So before investing in a certain business analysing the external factors is extremely essential. The management of the brand Unilever also analyses the external factors in an intricate manner before devising any kind of strategies regarding their business.

[bookmark: _Toc92310422]PESTEL Analysis of Unilever
Political factors
 The political factor is a very essential factor in any business. Unilever is one of the largest brands. Since it has a business of a very big scale various types of political factors affect this business to a great extent (Khatab et al, 2019). In the current years the phenomena of Brexit has affected the business of Unilever to a very big extent. It has affected the brand in terms of availability of suppliers and different operations of trade. However, through efficient Strategies and improvement in reputation among the clients in times of pandemic has helped Unilever to come out of the issues related to the political problems. In times of the pandemic the political regulations and the issues arising out of those regulations even intensified and intensified the problems of this particular brand. However, by supporting the economic Department of the brand using the help from government aid has helped this brand to survive in the Global market. To shore up cash and liquidity has also been a strategy of the management of this brand to avert political problems.    
Economic factors
The economic factors have been a very essential factor for any type of business. In the case of the brand Unilever also it has been a very essential factor. In the recent times of pandemic the businesses across the world has been hampered to a great extent. In the case of the brand Unilever it is no exception. The purchasing power of the various clients across the world has reduced to a great extent after the start of the pandemic. As a result people are not willing to pay a huge amount to buy products from this brand (Thabit and Raewf, 2018). The customers are also worried about the safety in times of offline buying process. To sort out these issues the brand has used many types of digital mediums to accept and execute transactions to a great extent. This has not only boosted their economy but also ensured the safety of both clients and their delivery men. The economic factors of this brand have a very essential role in the overall growth of the brand. The management of the brand has made many changes in the operations of the departments of the brand to boost the economy of the company. The decision in the worldwide economy has played a very big role in the economic side behind the functioning of the brand. The reduction in the purchasing power of the customers has influenced the strategy of the brand especially in terms of the pricing part. This particular brand has made many changes in the pricing sector by observing the overall recession that was occurring in the Global market. They have proved to be extremely effective strategies and were according to the current market scenario.
Social factors
For the overall growth of any kind of business the social factors play a very crucial role. In businesses that involve food products and products for home care the social factors place even a greater role. In the current pandemic across the world the business of various companies has been affected to a very big extent (Othman et al, 2021). In the case of the brand Unilever the business was also affected due to this current pandemic. The primary social factor that the management of the brand it was concerned about was the security and safety of the customers of the brand and also the workers of the brand. To sort out the social factors for the social problems related to the pandemic and related to their business this particular brand firstly identified those areas where the rate of infections were very high.       
Technological factors
Various technological factors in the current century have completely changed or transformed the business scenarios (Khatab et al, 2019). The various operations of a particular business have changed or transformed drastically after the introduction of technological innovations. It has been true for almost all companies in the world. In the case of the company Unilever it is no exception. The management of Unilever has taken advantage of many types of innovative technology inventions to make businesses more efficient. In the digital technology this particular brand Unilever has invested a lot especially during the times of pandemic. Customers of this particular brand across the world have been able to order products from this brand just by sitting at home. The monetary transactions were also made online and it was all possible because of innovations in digital technology. All these digital technologies proved to be very useful in the growth of the brand even during the times of pandemic full stop hence the importance of technological innovations can clearly be understood by the growth of this brand even during times of pandemic.
 Legal factors
Since Unilever is present in the UK market, the business of Unilever follows the legislative laws of the United Kingdom. These laws affect the business of Unilever to a very big extent. Hence, the management of Unilever always keeps track of this loss in a very close manner (Ortega et al, 2019).Current transformation in these different laws has brought transformations in the business operations of this brand Unilever. Due to the factor of Brexit many changes have been made in the corporate laws of the United Kingdom. These different changes have affected the functioning of the brand Unilever in many different ways. Accordingly the strategies of the brand were transformed to cope up with the changing laws in the operating country.
Environmental factors
As per the current rule decided by the government authorities in the United Kingdom the overall emission from every factory or industry must be in a measured manner and the overall carbon footprint must be controlled by all the different business houses. As per the government authorities in UK every business has to follow certain rules and restrictions in terms of carbon footprints and emission levels. If there are violations of these different laws in the country then those business houses would be penalized in an appropriate manner. The penalization would generally be according to monetary terms. Due to these different rules and regulations regarding the environmental factors this particular brand Unilever has lowered their carbon emission levels and also devised strategies accordingly.

[bookmark: _Toc92310423]Conclusion 
The internal as well as the external factors that affect the business operations of the brand Unilever has been discussed. It has been observed that both factors have been extremely essential for the overall functioning and prospering of the brand on a global level. The swot and PESTEL analysis has proved that all the factors in these analyses were vital to the functioning of the brand in many different ways (Ortega et al, 2019).The impacts of global pandemic to the business operations of this particular brand Unilever has also been discussed. The problems that have arrived due to the pandemic in the operations and the solutions to this problem have been devised by the management. During the pandemic many business houses including Unilever had faced losses but currently this brand Unilever has come up with many types of technological innovations and out of the box strategies to overcome these problems. Most of the strategies proved to be highly beneficial for the brand to again grow their business to a very big height.
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