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Introduction
Marketing management is defined as an organisation discipline, focusing on the practical application of the marketing orientation, methods and techniques in an organisation and on its style of managing marketing resources and activities. It involves developing and implementing strategic marketing initiatives, activities and procedures using customer insights based on tracking metrics while aligning with the wider business objectives through internal process optimisation (Kotabe and Helsen, 2022). Marketing environment analysis is one of the pivotal parts of the marketing management of a firm, allowing the marketing managers to identify and understand the impacts of the key factors from the external and internal business environment on the performance, decision-making and current competitiveness. While business leaders internally develop a clear organisational structure, corporate culture and work policies to offer suitable guidelines to their employees, business success significantly depends on the ability to cope with the uncontrollable elements or forces related to the external environment. Therefore, the need for identifying the favourable and unfavourable implications of the external environmental factors alongside recognising the key internal factors influencing business performance, this assessment entails preparing a report related to the environmental marketing analysis of Unilever plc. The assignment starts with providing brief information about the chosen firm to explore key factors from the micro and macro-environment influencing the business's success and competitive position in the global marketplace.
[bookmark: _Toc132895997]Company Background
Headquartered in London and founded in 1929, Unilever is a British-Dutch multinational company operating in the global fast-moving consumer goods (FMCG) industry. With its product portfolio covering a wide range of categories, including food, baby food, condiment, instant coffee, energy drink, soft drink, bottled water and toothpaste, the consumer goods company positions itself as the largest producer of soap worldwide while operating in over 190 countries. Since its foundation was driven by a merger between a British soap maker and a Dutch margarine producer, the organisation has been operating numerous globally popular brands, such as Lifebuoy, Knorr, Dove, Lux and Sunlight. The business strategy of ensuring sustainable living a commonplace drives more than 3.4 billion people worldwide to use its various products every day (Unilever Strategy, 2023). As part of the organisation’s strategy, it has adopted an interconnected business model that accelerates business, thereby creating sustainable value for all stakeholders.
[bookmark: _Toc132895998]Analysis of the External Marketing Environment
In order to analyse the external marketing environment, two commonly used strategic management frameworks, such as the PESTEL Analysis and Porter's Five Forces Analysis are used in this section to identify both the favourable and unfavourable factors influencing business operation, as well as major industry forces affecting performance and profitability.
[bookmark: _Toc132895999]PESTEL Analysis
[bookmark: _Toc132896000]Political: (Unfavourable)
Russia’s invasion of Ukraine has caused significant pressure on the global FMCG industry, as major companies like Unilever are struggling to cope with a consistently rising input cost for several quarters now. The scenario related to unenthusiastic consumption is primarily responsible for creating barriers for the leading consumer goods company to pass on the increased costs to the consumers, thus hampering the profit margins of the business (Singh, 2022).
[bookmark: _Toc132896001]Economic: (Unfavourable)
Apart from the rising input costs, the consistently increasing inflation rates throughout the global markets are leading to a decline in consumer demands, thus creating unfavourable trade conditions to affect the entire FMCG industry. Since consumers from the lower income groups are necessitated to designate their higher spending for essential items like fuel, the drastic effects of rising inflation can be principally observed on the lower end of the industry, thereby affecting the revenues of different product categories of Unilever, including cosmetics and toiletries (Raghulal, 2023).
[bookmark: _Toc132896002]Sociocultural: (Favourable)
Constant increases in the demand for personal care products can be observed in the past five to six years due to the growing awareness of the issue. Moreover, the COVID-19 pandemic-driven lockdowns have contributed to the rise in demand for skincare products on online platforms, thus creating a significant opportunity for Unilever to accelerate business growth by addressing the relevant trend (Global Skin Care Products Market, 2023). Precisely, the increased preference for natural skincare products is making it a noteworthy market segment in the cosmetics division to influence the marketing decisions of the global FMCG player.
[bookmark: _Toc132896003]Technological: (Favourable and Unfavourable)
Fast-paced advancements in the world of technology are creating both challenges and opportunities for the leading players in the global FMCG industry. For example, the need for processing a large amount of data, optimising operations and streamlining decision-making is creating significant pressure on the largescale players like Unilever to leverage latest technologies like artificial intelligence (AI) and make organisational functions more dynamic and smarter to enable progressive improvement (Nozari, Szmelter-Jarosz and Ghahremani-Nahr, 2022).
[bookmark: _Toc132896004]Ecological: (Favourable and Unfavourable)
In a world where billions of tonnes of edible food are wasted every year, the necessity of substantially reducing food waste has been a major concern for leading FMCG players like Unilever with its extended global reach. The organisation can fundamentally address the issue of tackling food waste by introducing various initiatives, such as reducing the use of plastic packaging (Lopes de Sousa Jabbour et al., 2021).
[bookmark: _Toc132896005]Legal: (Unfavourable)
Operating in the global FMCG industry is subject to stricter compliance with a wide range of legal rules and regulations, where involvement in lawsuits always leads to unfavourable effects on the brand image and value. For example, the trademark issue related to ‘Glow & Handsome’ caused Unilever’s Indian unit to encounter significant difficulties due to judicial interference (Reuters Staff, 2020).
[image: https://business-docs.co.uk/wp-content/uploads/2020/08/BDUK-27062-PESTEL-02-scaled.jpg]
(Source: Business-docs.co.uk)
[bookmark: _Toc132896006]Porter's Five Forces Analysis
[bookmark: _Toc132896007]Existing Rivalry: (Strong)
The competitive rivalry in the UK FMCG industry is very high due to the presence of multiple competitors with equally strong brand presence and product portfolios. Unilever requires competing with the dominant market players like Nestlé, Johnson and Johnson (J&J), Procter and Gamble (P&G) and Kraft. Each of these players, with its aggressive pricing tactic and lucrative product offering, creates substantial competitive pressure on the marketers of Unilever. The competitors often launch equally attractive and best-performing products in the market to often confuse customers regarding their purchasing decisions (Gong et al. 2020).
[bookmark: _Toc132896008]Bargaining Power of Customers: (Strong)
As the success of Unilever in the FMCG market depends essentially on the consumer responses to its various products, the bargaining power of customers demonstrates a strong force for the business. The consumer power increases due to the lack of switching costs, enabling the buyers to easily switch between different brands as per their choices and preferences (Das, 2022). Moreover, the advent of the internet and smartphones mean consumers have access to high-quality information about different products, thus making them easier to switch their attention from Unilever to other major consumer goods operators.
[bookmark: _Toc132896009]Bargaining Power of Suppliers: (Moderate)
The bargaining capacity of the suppliers in the chosen market is a moderate force for Unilever, as the company works with large suppliers, i.e. foreign firms, supplying paper and oil to the business. However, these suppliers are moderate in numbers to possess moderate bargaining power on the company's FMCG operation in UK. In developing contracts with the suppliers, the firm stresses loyalty and satisfaction by offering them good rates and encouraging them to address business concerns.
[bookmark: _Toc132896010]Threat of Substitution:
The threat of substitution in the FMCG industry is moderate as consumers at some point in their lives demonstrate the intention of trying new and alternative products. It often leads the buyers to buy substitutes that are introduced in the market by the alternative players aiming to convert the minds of buyers, thus encouraging them to switch to the existing brand (Pourhejazy, Sarkis and Zhu, 2020). Although the ability of these substitutes to differentiate in terms of price, quality and packaging and create a significant threat to the existing products, developing a leadership position in every segment by Unilever reduces such challenges.
[bookmark: _Toc132896011]Threat of New Entrants: (Low)
The threat of new entrants as part of operating in the FMCG industry is low for Unilever due to the capital-intensive nature of brand development and implementation of marketing activities, and high economies of scale. Despite the consumers can easily decide to purchase new products from new players entering the market, the high cost associated with building a strong brand image like Unilever and the inability to gain competitive advantages from high economies of scale fundamentally pose barriers for new entrants, thus considerably reducing their threats (Sinha and Verma, 2018).
[image: https://i0.wp.com/www.business-to-you.com/wp-content/uploads/2017/04/Five-Forces-Model-Porter.png]
(Source: Business-to-you.com)
Critical Analysis of the Industry Environment
As evident from Porter's Five Forces Model, Unilever operates in a highly competitive global FMCG market where the involvement of aggressive players like Nestlé and P&G can be observed. On the other hand, the firm encounters the pressure of the strong bargaining power of the buyers due to the lack of switching costs and access to high-quality information. However, the negotiation capacity of the suppliers is moderate, as the organisation works with numerous large suppliers around the world. The organisation also sees the advantage of a meagre threat of new entrants because of high economies of scale and the high cost of brand development.
[bookmark: _Toc132896012]Analysis of the Internal Marketing Environment
Evaluating the internal marketing environment Unilever is carried out using a SWOT Analysis below:
[bookmark: _Toc132896013]SWOT Analysis
[bookmark: _Toc132896014]Strengths:
· The strong level of operational presence in more than 190 countries worldwide makes Unilever a highly popular international brand with globally dispersed distribution networks.
· In recent years, the company's name has been trending on the top due to its highly diverse product portfolio, ranging from food to personal care items, making it a one-stop brand (Fithry, Hariyanto and Utami, 2021).
[bookmark: _Toc132896015]Weaknesses:
· Intense competition in the FMCG marketplace consistently challenges the dominance of Unilever, enabling the firm to indulge in aggressive price wars and encounter lesser margins.
· The higher imitability of Unilever’s products makes them easily substitutable by other products. Such a problem intensifies in the Indian and African markets where the population often prioritise natural alternatives over the company's products (Saha and De, 2021).
[bookmark: _Toc132896016]Opportunities:
· The increased globalisation and changing demand patterns in line with the evolving lifestyles and standards among the global population are significantly creating opportunities for Unilever to meet the needs and become more relevant.
· The growing health-conscious consumer base in developing marketing serves as a remarkable opportunity for the leading FMCG player while addressing the needs and preferences of millennials will determine the strong prospect of the business (Laursen and Andersen, 2023).
[bookmark: _Toc132896017]Threats:
· Since Unilever’s business predominantly depends on retailers globally, the increased tendency of modern retailers to establish their separate brand presence is significantly threatening the FMCG player’s operation (Rabu, 2019).
· Rising competition and product imitation are the two pivotal threats to the company's business.
[image: https://www.wordstream.com/wp-content/uploads/2022/01/swot-analysis-template-free.png]
(Source: WordStream)
Role of Marketing within the Organisation
Unilever’s marketers segment the market based on demographic and geographic segmentation approaches to concentrate on age, gender, lifestyles and regions to segment the market. The firm’s concentrated targeting approach applies to different brands to target the intended customer groups. The organisation’s marketing success is driven by value-based positioning, allowing the firm to position itself strongly in the customers’ minds in terms of increased innovation and longevity.
Concerning the marketing mix, Unilever’s product strategy is suitably categorised into food, home care, refreshment and personal care to organise business divisions appropriately and generate profitable returns. Marketers follow a penetrating pricing strategy to overcome the pressure of intense market competition. On the other hand, the product distribution strategy is influenced by the use of thousands of distributors and millions of retailers worldwide, helping the firm operate in over 190 countries. Lastly, the promotional strategy is marked by the FMCG player’s huge annual investments in digital media and ecommerce.
[bookmark: _Toc132896018]Recommendations for Future
[bookmark: _Toc132896019]Developing a future-ready workforce:
In line with the evolving tastes and preferences of global consumers driven by the widespread changes in the socioeconomic environment, different types of jobs are also experiencing fast-paced changes. It drives Unilever to develop a strong commitment to developing a future-ready workforce to help people adapt quickly and be ready for change. The organisation must reskill or upskill its current employees while pioneering the development of suitable models to provide flexible employment options (Li, 2022).
[bookmark: _Toc132896020]Rethinking plastic packaging:
The consistently alarming concern related to waste reduction and environmental protection is essentially leading Unilever to rethink its approach to using less, better or no plastic in different areas of operation, mainly the packaging division. It is a noteworthy challenge for the leading FMCG player as plastic serves as a useful material for packaging and safety and efficiently delivering the products to customers. Therefore, the future strategy should include halving the use of virgin plastic, collecting and processing more plastic packaging than the company sells, and using recycled plastic in the packaging (Casarejos et al., 2018).
[bookmark: _Toc132896021]Using innovation to create great new products:
In order to curb the serious threat of product imitation affecting the overall performance of the business, Unilever must accelerate its capabilities to use innovation to create great new products that consumers love. With the help of digital technologies to gain important consumer insights, determine key trends and understand available opportunities, the organisation should use automated technologies efficiently to introduce better products in the market more rapidly and generate greater customer value (Mariani and Wamba, 2020).
[bookmark: _Toc132896022]Conclusion
The overall analysis related to the external and internal business environment of Unilever suggests greater fluctuations in the global marketplace due to the presence of unprecedented challenges and opportunities. Despite establishing leadership positions across various categories of the global FMCG market, the selected consumer goods company experience serious threats in the form of consistently intensifying competition, increased price wars, shrinking operating margins and rising product imitations. Growing geopolitical tensions and dwindling economic conditions across the global markets further create pressure on the firm, as consumer sentiments are declining and their spending patterns are changing rapidly. However, such changes are also opening other avenues for the leading FMCG players to come up with relevant offerings.

[bookmark: _Toc132896023]
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