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A global producer and provider of consumer goods, Unilever UK operates in a dynamic and intensely competitive external market. Unilever UK must always assess external variables such as political, economic, social, technical, environmental, and legal factors in order to be competitive. Unilever UK can identify opportunities and dangers in the external environment and create practical plans to get around challenges and take advantage of opportunities by doing a thorough examination of the external environment. Businesses and organizations do, in reality, work in a world that is continuously changing and are susceptible to a variety of outside factors, many of which are beyond their control (Lu et al., 2020). These factors might include modifications to governmental rules, advances in technology, shifts in consumer demand, changes in the state of the world economy, social and cultural trends, and more. Assessing the effect of these external factors on the firm and identifying possible opportunities and dangers are essential steps in developing a successful business strategy. This evaluation is frequently called a "SWOT analysis" (Strengths, Weaknesses, Opportunities, and Threats). Understanding these dynamics can help organizations better prepare themselves to respond to shifting conditions and keep a competitive advantage (Deepak & Jeyakumar, 2019).
[bookmark: _Toc134110137]Overview of the company 
Axe, Knorr, Lipton, and Dove are just a few of the well-known brands produced by Unilever, a large multinational corporation that provides a variety of consumer goods including food, drinks, cleaning supplies, and personal care items. Like all businesses, Unilever operates in a dynamic and ever-changing external environment that is subject to a number of factors outside of its control. These factors may be economic, social, political, technological, environmental, or legal, and they may have an impact on how successfully the company conducts business and how much money it makes (Deepak & Jeyakumar, 2019). The goal of Unilever is to promote sustainable living by creating goods that boost social and economic development, human health and well-being, and environmental sustainability. The firm is committed to using sustainable business methods, and it has established challenging goals to lessen its environmental impact and promote social and economic advancement in the regions in which it works. Additionally, Unilever has been praised for encouraging inclusion, equity, and diversity in the workplace. Unilever has a substantial presence in emerging economies and has invested much in constructing a distribution network and producing goods that are specific to those areas. Due to the company's dedication to sustainability and innovation, it has been possible for it to thrive in a dynamic and ever-changing commercial climate (Park, 2021).
[bookmark: _Toc134110138]Importance of conducting an external analysis 
For Unilever, doing an external analysis is crucial to identifying and assessing the possibilities and dangers posed by the external environment. With the use of this strategy, Unilever is better able to comprehend its external environment, foresee prospective changes and difficulties, and create practical adaptation plans that will help it stay one step ahead of rival companies. Unilever can find fresh opportunities to broaden its operations, capture more market share, and strengthen its competitive edge by conducting an external analysis (Chernev, 2019). On the other hand, if an external study is not done, Unilever may be exposed to new dangers and have less opportunity to take advantage of new opportunities. For Unilever to succeed in the present competitive and dynamic business climate, doing an external analysis is essential (Alhamad et al., 2019).
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[bookmark: _Toc134110140]PESTLE Analysis 
A fundamental framework for understanding the outside forces that might affect a firm is pestle analysis. When conducting a Pestle analysis on Unilever UK, there are many things to take into account.
[bookmark: _Toc134110141]Political factors 
Although the political climate in the UK is generally stable, there are a few things that could have an effect on how Unilever UK conducts business. For instance, Brexit has raised questions about trade agreements and might alter governmental rules and laws. According to Geringer and Hebert (1989), political issues have a significant role in determining the global economic climate. For Unilever to remain competitive, it is important to be abreast of changes in governmental laws and regulations. As a result of the UK's sugar tax, Unilever reduced the amount of sugar in several of its products in order to comply with legal requirements (Bolton et al., 2019).
[bookmark: _Toc134110142]Economic factors
Several economic variables, such as inflation rates, exchange rates, and interest rates, can have an impact on the business of Unilever UK. The demand for and purchasing habits of consumers for the products of Unilever UK can be influenced by the economy. Additionally, alterations in the state of the global economy, such as recessions and downturns, can affect business operations (Peter & Dalla Vecchia, 2021). The economy as a whole—including interest rates, inflation rates, and changes in consumer spending and product demand—can have an impact on Unilever UK's operations. Recessions and downturns in the world economy can have an effect on how Unilever UK does business. Economic considerations are essential in defining a business's competitiveness, according to Dunning's OLI framework (1977), and Unilever must continually assess these elements to stay competitive. For instance, Unilever UK has made lower-cost product offerings in response to consumers who are concerned about their wallets during economic downturns, demonstrating its sensitivity to economic factors (Akramovich & Muratovna, 2019).
[bookmark: _Toc134110143]Social factors 
Given its operations in a diverse and multicultural society, Unilever UK must take into account the social factors that may have an impact on its products and marketing strategies. The Dove brand of Unilever UK has received praise for its advertisements that support diversity and body positivity since they are in line with Tajfel and Turner's theory of social identity (1979). According to this hypothesis, individuals frequently establish groups based on similar traits and identify with them. Unilever can increase brand loyalty and reach a wider audience by focusing on social problems (Akramovich & Muratovna, 2019).
[bookmark: _Toc134110144]Technological factors 
Technology innovations' effects on Unilever UK's operations, which might include everything from supply chain management to product creation, must be considered. To increase productivity and lower production costs, Unilever UK has invested in automation and digital technology. The resource-based perspective of the firm, put out by Barney (1991), contends that a company's assets and skills may give rise to a competitive edge. Therefore, Unilever UK's emphasis on technology can help it develop novel goods and procedures that set it apart from rivals (Dwivedi et al., 2020). As an illustration of how Unilever UK is utilizing technology to engage with customers and enhance their experience, the Knorr brand of Unilever has created a cooking chatbot that offers users recipe ideas and cooking suggestions. Additionally, by using blockchain technology to track and monitor its supply chain, Unilever UK can increase transparency and traceability, which is in line with consumers' growing demand for ethical and sustainable products (Park, 2021).
[bookmark: _Toc134110145]Legal factors 
Unilever must abide by laws governing food and consumer products, such as those established by the Food Standards Agency and Trading Standards, in order to conduct business in the UK. These rules must be followed or penalties and reputational harm may happen (Donthu et al., 2020). In order to achieve long-term success, a company must take into account the interests of all of its stakeholders, including customers and government regulators, according to Freeman's stakeholder theory (1984). Unilever is able to cultivate trust and retain a favorable reputation with stakeholders because of its dedication to sustainable business practices and compliance with regulatory requirements. For instance, Unilever's choice to lower the amount of sugar in its goods in order to abide by the UK's sugar tax rule allowed them to forge favorable ties with both the government and the public. In order to preserve its reputation and long-term performance, Unilever UK must abide by the law (Akramovich & Muratovna, 2019).
[bookmark: _Toc134110146]Environmental factors 
Unilever UK has made aggressive measures to lessen its influence on the environment and embrace sustainable business practices, such as using only recyclable packaging by 2025 and reducing carbon emissions by half by 2030. Elkington (1997) developed the triple bottom line hypothesis, which highlights the necessity for businesses to think about their effects on people, the environment, and profit in order to succeed in the long run (Bolton et al., 2019).
[bookmark: _Toc134110147]SWOT Analysis 
Using the SWOT analysis tool, a method of strategic planning, this paper will examine the internal and external opportunities and threats of Unilever UK. It will use academic ideas and examples from the business world to support our study. Businesses may evaluate their existing situation using the SWOT analysis, and then develop a plan that capitalizes on their strengths and opportunities while addressing their weaknesses and threats.
[bookmark: _Toc134110148]Strengths
Due to its powerful brand portfolio, which includes household names like Dove, Hellmann's, and Lipton, Unilever UK has a considerable edge. Unilever UK gains a competitive advantage from this brand portfolio since customers prefer to buy items from recognizable and reliable brands. According to Keller's brand equity model from 1998, strong brands may provide a competitive advantage by increasing consumer loyalty, streamlining the launch of new products, and erecting barriers to entry for rivals (Donthu et al., 2020).
[bookmark: _Toc134110149]Weaknesses
The company's problem is Unilever UK's reliance on a small number of crucial markets and product categories. Due to its reliance on the personal care and home care segments of the UK market, Unilever UK is susceptible to market saturation and shifts in customer preferences (De Jong et al., 2021). The resource-based perspective of the firm contends that while a company's resources and skills might provide it with a competitive edge if they are not varied or adaptive, they could also turn into a liability.
[bookmark: _Toc134110150]Opportunities
A crucial opportunity exists for Unilever UK to capitalize on the rising trend for environmentally friendly and morally sound products. The demand for goods that adhere to their principles has increased as a result of consumers' growing consciousness of how their activities affect the environment. Due to its dedication to sustainability and moral corporate conduct, Unilever UK is well-positioned to capitalize on this trend (Sheth, 2021). The focus on sustainability and ethical business practices at Unilever UK is consistent with the stakeholder theory (Freeman, 1984), which stresses that businesses must take into account the interests of all stakeholders, including consumers, to ensure long-term success.
[bookmark: _Toc134110151]Threats
The fierce rivalry in the consumer products sector is a substantial challenge for Unilever UK. The corporation must contend with both major international players and regional rivals, which restricts its capacity to set pricing and distinguish its goods. High levels of rivalry in a certain industry might affect how profitable such firms are, according to Porter's five forces theory. In order to differentiate itself from its rivals and keep its market share, Unilever UK must constantly develop its goods and marketing approaches (Peter & Dalla Vecchia, 2021).
[bookmark: _Toc134110152]Porter Five Forces model
This research uses a Porter Five Forces analysis to examine Unilever UK's competitive position in the consumer products sector. A popular technique for evaluating the competitive landscape in an industry is the Porter Five Forces model. This study will make use of pertinent scholarly theory and instances from the business world as proof (Peter & Dalla Vecchia, 2021).
The Porter Five Forces model looks at five important factors that influence how a market is competitive: (1) the threat of new entrants, (2) the bargaining power of suppliers, (3) the bargaining power of buyers, (4) the danger of alternative goods or services, and (5) the level of competition. It is possible to understand Unilever UK's position within the consumer products sector and see prospective opportunities and threats by evaluating these factors. To support our research, we will draw on academic theories like Porter's generic strategies, the resource-based perspective of the company, and the transaction cost theory. In order to further frame this research, examples from the industry, including Unilever UK's rivals, market trends, and the regulatory environment, will be looked at.
[bookmark: _Toc134110153]The threat of new entrants 
Analyzing the competitive climate of Unilever UK must include determining the danger posed by new competitors. The introduction of new rivals has the potential to alter the market's structure and lower the profitability of current participants. Using pertinent academic theory and real-world examples from the sector, it will explore the danger posed by new competitors to Unilever UK in this part. According to Porter's Five Forces model, the difficulty of entering a market affects the threat of new entrants. High capital needs, economies of scale, product diversification, and governmental regulations are a few examples of these obstacles. High entry barriers in the consumer products sector make it challenging for new competitors to enter the market (De Jong et al., 2021).
[bookmark: _Toc134110154]Bargaining power of suppliers 
The negotiating power of suppliers must be taken into account while analyzing the competitive landscape for Unilever UK (Akramovich & Muratovna, 2019). This section will examine the level of negotiating power that suppliers to Unilever UK have, using academic theory and practical examples from the sector. According to Porter's Five Forces theory, the extent to which suppliers can affect input costs and quality determines their negotiating power. Suppliers might use their brand strength or the fact that they are the sole source of vital input to their advantage. A strong collective group of suppliers can likewise apply pressure, in a similar manner.
In contrast, because there are numerous competitors in the market and inputs are often standardized, transport service providers could have less negotiating strength. Unilever UK may simply switch between transport companies to obtain the best value and performance. In conclusion, Unilever UK's ability to negotiate with suppliers depends on the particular input and sector. However, the company has considerable negotiating power in many situations due to its strong brand recognition and extensive supply chain network (Dwivedi et al., 2020).
[bookmark: _Toc134110155]Bargaining power of buyers
Because there are so many competitors and switching costs are so low in the consumer goods sector, buyers have a lot of bargaining power. Unilever UK must set itself apart from its competitors in order to maintain its pricing clout. According to the firm's resource-based approach, a company needs valuable, rare, and difficult-to-replicate resources and capabilities to gain a competitive advantage.
[bookmark: _Toc134110156]Threat of substitutes
Understanding the competitive dynamics of an industry may be done by using Porter's Five Forces framework idea. According to this model, there are five main elements that might affect how intensely a market is competitive, including the danger of replacements and rivalry amongst current rivals (Lu et al., 2020). The danger of substitutes refers to the existence of competing goods that can meet an equivalent demand. Because there are so many available alternatives, substitutes pose a serious threat to the consumer goods sector. By distinguishing its goods via branding, innovation, and sustainable practices, Unilever UK may lessen the effect of replacements. For instance, the company's dedication to sustainability may help set its goods apart from those of its rivals and draw in customers who care about the environment (Bolton et al., 2019).
[bookmark: _Toc134110157]Rivalry among existing competitors
In the consumer products sector, competition amongst already established rivals is fierce. Due to the fact that Unilever UK faces both domestic and international competition, it has little control over price and finds it challenging to distinguish its goods. Unilever UK must continually engage in product innovation, marketing, and branding to provide a distinctive value offer for its consumers if it wants to stay competitive. For instance, the business has made significant investments in the creation of plant-based meat and dairy substitutes in order to address the rising demand for wholesome and sustainable food solutions (De Jong et al., 2021).
Unilever UK's competitive position in the consumer products sector is significantly impacted by the danger of alternatives and the ferocity of competition among current rivals. In order to mitigate these factors and preserve its market position, the firm must be able to differentiate its products and build a strong brand image (Dwivedi et al., 2020).
[bookmark: _Toc134110158]Future recommendations 
Following is a summary of the future advice for Unilever UK based on Porter's Five Forces framework-based external analysis done for this report:
To start, Unilever UK should make investments in ethical and sustainable business practices to set its goods apart from those of its rivals. This tactic will assist the business in attracting and retaining customers who are becoming more concerned about the effects of their purchases on society and the environment (Peter & Dalla Vecchia, 2021). To sustain its market position, Unilever UK must continually distinguish its goods and innovate. To produce new goods or enhance current ones, the corporation should spend money on research & development. Unilever UK can lessen the effect of alternative items and boost consumer loyalty by producing distinctive and creative products.
Unilever UK has to foster long-term ties with its suppliers while supporting ethical and sustainable business practices. This plan will lower the company's input expenses and guarantee a steady supply of inputs. Thirdly, Unilever UK has to keep an eye on industry competition and react to it. The business may keep tabs on the price and product lines offered by its rivals and modify its own pricing and product strategy as necessary. Unilever UK can keep its market share and profitability by being alert to competitive forces and acting fast (Sheth, 2021).
[bookmark: _Toc134110159]Conclusion 
In conclusion, a detailed external analysis has been done in this module to examine the competitive landscape in which Unilever UK works. Significant factors that can have an impact on a company's performance have been identified through analysis, including supplier bargaining power, the threat of substitute products, and fierce competition among companies in the consumer goods sector. The report suggests that Unilever UK invest in sustainable and ethical business practices to set its products apart from those of its rivals, continually innovate and differentiate its products to maintain its market position, expand its e-commerce capabilities to more effectively reach customers, strengthen supplier relationships to lower input costs and monitor and react to competitive pressures (Chernev, 2019). The paper emphasizes the significance of keeping watchful and adaptable to shifting trends and competitive challenges notwithstanding Unilever UK's strong brand, wide-ranging supply chain network, and dedication to sustainability and ethical principles. Unilever UK may put itself in a position for sustained success in the fiercely competitive consumer products sector by putting the report's future recommendations into practice (Bolton et al., 2019).
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