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INTRODUCTION 
   The term of understanding customers encompasses each and every aspect of the company’s offering. There are different factors which enhances the customer experience such as taking care of the customers, with effective advertising, good packaging, effective product and the services features, reliability and the ease of use. This is an overall impression which customers have by having entire interactions with the organisation. The term customer engagement is on the other basis is more having contact with the clients outside of the product and services related matter. It is crucial to understand the customers and enhance experience as it generates the competitive advantage for the organisation and makes the company stand out in aspects of others (Pantano and Vannucci, 2019). The chosen organisation for the evaluation is  Unilever, which is a multinational company deals in consumer packaged goods The aim of the report is to highlight the internal and the external factors which influenced the functioning of the Unilever company with its quality and controls. Added to that this report also evaluates about the ways by which Unilever deals with the customer demands and achieve its business objectives and to maintain good customer relationship. 
TASK 
Introduction about the Unilever
Unilever is a British based organisation which is having its presence in multiple nations and sells the consumer packaged goods. The company is being established in 1929.  The product of the company includes food, pharmaceuticals, soaps, ice cream, coffee and many more. The company is being formed by the merger of the Dutch Margarine and British Soap maker lever Brothers.  The company is considered as one of the largest consumer based Goods Company across the world. There are more than 400 brands which works under the company. The company is having its presence in 190+ nations and have approximately 3.4 billion people uses products of the company.  The company is working with almost all the nations. With the selling of the company they are also making their working more sustainable and working for the communities and societies. 
 How have internal and external factors affected the quality of the Unilever  and their systems  and the controls to deliver the 24 hours customer service?
The evaluation of the internal and external factors is being evaluated with the help of PESTLE and SWOT, which is discussed in detail below:
PESTLE Analysis
· Political factors- Unilever is being present in most of the nations and having stability in the nations will generate more table working. The growing trade relations among the nations have made the company capable to facilitate their services effectively (Cachero-Martínez and Vázquez-Casielles, 2021). The different political policies among the different nations have made the certain changes in the Unilever systems such as political war between Russia and Ukraine have restrict the 24 hours services system in those nations. 
· Economic factors- The working of the Unilever differs from nations to nations. Increasing wage rate in the developing nations makes the raw material more costly which as an outcome, enhanced the cost of the products. Customers are less favourable towards expensive products. This directly impacts on Unilever supplies. Unilever considered all the interest rate, infrastructure, tax rates before establishing their product at a particular place. 
· Social factors- This are the factors which impacts on the company working due to culture, behaviour and the values that people carries. Unilever focuses more the company image and this they develops the quality products with appropriate rate. Unilever products are more focused towards well-being of the people and the personal care (Aw, and.et.al 2021). Due to having more products of wellbeing is automatically develops the quality of the Unilever’s products. 
· Technological factors- This factor is very much crucial as it connects the potential customers with the company and expand the reach the reach of the company. Unilever regularly producing the new products  and selling them with online mode with effective digital marketing strategy  and different selling methods. The company is using higher level automation  in comparison to their customers which attracts the customers and helps in better selling. 
· Legal factors- Unilever is a consumer goods organisation  and this subjected to follow the different rules and regulations. Each brand and the product of the Unilever follows the product safety rules, laws in context to health and safety, safety of employees and the copyright. These are bring followed by the company in bot regional and on the international level. This as an outcome enhances the working systems and increases the quality of the products. 
· Environmental factors- The company highly develops the sustainable working  and with the using of renewable resources. The material which is being used are eco- friendly in terms of production and packaging (Jaeger and Upadhyay, 2020). There are multiple set of schemes which is running by the Unilever for building effective environment which is reduction in carbon footprint, reducing the use of plastic, reducing the wastage and many more. Using more environment friendly resources helps in enhancing the product quality. Unilever have reduced the 68% GHG emissions since 2015.
Internal environment analysis on Unilever

SWOT
· Strengths- Unilever is working in the 190 countries and have a diversified range of the workforce which helps n generating the competitive advantage. The effective management of the company provides to be major strength of the company. There are different strategies are per the economies which makes the customers handling more easy. 
· Weaknesses- There are multiple areas which restrict the growth of the company and reduces their capabilities to develop. The biggest weaknesses is that in managing such diversified workforce there is requirement of capable workforce. So the company needs to train their employees as per the working (Aw, and.et.al 2022). Added to that the company’s products are easily replaceable in the emerging market which hinders their growth. Huge product range sometimes put negative impact on the product quality with that the working systems are also being difficult to manage. 
· Opportunities- The globalisation have generated major opportunities for the Unilever to grow and with the increasing media there are major opportunities to reach out to the multiple nations. People are becoming more health conscious and this a huge opportunity for the Unilever to segment their product range particularly for the health conscious consumers. These opportunities develops a major chance for the Unilever to develop their functioning and quality of the products, so that customers get more attracted with the product range. 
· Threats- The ongoing global crises have impacted on the profitability of the company  as shrinking disposable income of the consumer reduces the purchasing power of the customers and this as an outcome reduces the profit margins of the company. With that having local and alternative products in the market reduces the dominance of the Unilever in a major ways. These threat can only be handled if the appropriate working systems is being developed and if company emphasis on the product and its quality. 
Porters Five forces

· Competitive rivalry- In retail industry there is major competition as there are the number of firms which are dealing with the same work. With this the switching cost for the consumer is also very low. Due to having strong competition in the industry here is a major threat that a customer can switch from one company to another company. 
· Bargaining power of the buyers- The company is highly depends on their customers as they possess the major power in terms of establishing smooth running of the company. The low switching cost have a strong force on company. The external aspects contributes to strong intensity of bargain power of the consumers. With that consumers have the high access to the information which makes them more aware about the products, so transferring from one company to another will be more easier for the customers if there is any dissatisfaction in terms of products (Denning, 2022). This as an outcome persuade the company to develop quality products and systematic procedures. 
· Bargain power of the suppliers- This aspect have moderate impact on the Unilever processes. The suppliers of the Unilever are moderate in size  and external aspects generates moderate intensity that force the consumer goods industry in a moderate ways. The suppliers have the limited impact on the working of the Unilever as there are only huge suppliers from which company can take their goods. Due to having more alternative choices, Unilever have major power in their of making decision on the basis of suppliers. 
· Threat of substitute- The cost of the products and moderate and the switching cost is also very low this makes it easy for the customers to switch from one to another consumer goods. The external environment imposes strong pressure to substitution. There is less differentiation in the other substitution products which Unilever is providing, so this makes easy for the customers to switch from one product to another in a less time. This factor have major power and impact on Unilever. Thus, it is crucial for the company to provide quality product with appropriate systems. 
· Threat of new entrants- This does not create major impact on the company as Unilever is having high brand value and their working network are also establish across the globe. A new entrants does not possess any sort of threat for the company. There is a huge cost involvement in brand development and it is difficult for the new entrants to facilitate the services as Unilever is a given time. So the power of new entrants is low. 
Marketing approaches of the Unilever with the implementation of theories. 

 In respect to develop the marketing and the communication aspects of the Unilever, the company have followed certain approaches which helps in developing the specific areas of the company and generate more effective marketing procedures. Unilever analyse its brand with the marketing mix, which is evaluated in detail below:
· Product- There is a vast product range which Unilever is providing to their customers such as foods, Home care, refreshments, personal care and many more. The company is working on more than 400 brands which is a tremendous strength of the company. The product of Unilever are being developed with quality raw material which helps in covering the consumer goods market section (Nambisan and Luo, 2022). The product strategy of the company is to provide different alternative of 1 product so that customers can choose from huge range of products. 
· Place- Unilever have adopted the different distribution strategy in their company as per the product and the customers. The company is selling their products in stores as well as on the online platform. Unilever have tied up with different e-commerce organisation which includes Amazon, Flipcart, Myntra and many more. And these platforms helps in establishing the effective selling of the company products from the online platform. The company globally manufactures their products which helps in easy distribution of the products. 
· Price- The focus of the company is high quality product with ow pricing. The company follows the competitive pricing and does detail research in the different market in context to pricing of the products. The company have generated a prestige division in terms of their products and their pricing.  The pricing is also being implemented as per the middle income group which is not too high and not too low. 
· Promotion- This is the most important aspects in the marketing as making the potential customer aware with the effective strategy will majorly helps in connecting with the potential customers. The company is spending nearly $8 million in their marketing which includes both digital and the traditional marketing. In terms of digital promotions Unilever is advertising on different social media platforms with influencers marketing (Zhou, and.et.al 2020). And traditional marketing takes places with the help of advertising on television, billboard advertising, with the different campaigns, with hoardings, with different discounts and offers, with the help of printing media, free samples and many more. Unilever also have channel for the online video promotion of their product. 
Communication Mix marketing of Unilever

 In terms of reaching out to the potential customers it is crucial to establish an effective communication with the potential customers with different tools. Unilever have adopted various medium in their working which majorly helps in connecting the potential customers with the business and makes them aware about the product and services of the company, some of the communication mix marketing of Unilever is being discussed in detail below:
· Advertising- There are multiple brands and products of Unilever which is being advertise on TV in order to reach out to the large number of people. Unilever managed to target different section of people in order to sell out their product (Zaki, 2019). This communication strategy helps in making the potential customers aware. Such as lifebuoy, Knorr, Sunsilk and many more. 
· Digital marketing of Unilever- Digital marketing is not only limited to social medial and online shopping but this gives a new way of marketing. This is a cheaper way of connecting with the people which is more effective in comparison to broadcasting on TV. Unilever advertise on Instagram, Facebook, YouTube and many more. 
· Public relations- Unilever turned brand messages into the stories which appeal media and targeting its potential audience. The company strategies their campaigns and develops a positive image of the company with the partnership of newspaper, organisations and journalists. 
· Personal selling- Unilever is also making the communication with the public with the personal selling as well, as this takes place with salesperson, brand ambassador and the other representatives. 
· Sales promotion- Communication is also being established with the sales promotion by the Unilever. As this range between 2% to 70% in the company. Sales promotions creates a limited deals in order to increase the short term sales. Unilever uses sales, contests, coupons, prizes, freebies and many more. 
How the Unilever deals with the customer demand and achieve its business objectives by developing and maintaining goods customer relationships 24/7/365?
 The customer demand is the willingness of the customer to buy the product and the service or having desire to buy the product and services. There are multiple factors which is influenced by the customer demands which include consumer preferences, income levels, demographics and many more (Raja, 2021). Customer demands is being managed by the customer relationship management approaches in the Unilever. There are different steps which is implemented by the Unilever to manage its customer demands and maintaining its 24/7 customers’ relationship strategy, which is discussed below:
· Marketing automation- Unilever uses marketing automation which allows companies to manage the interactions to centrally manage demands of the customers, handling marketing campaigns and the processes across the various platforms in an automatic ways. Unilever uses software to schedule and complete marketing tasks in a routine. This helps in managing the demand of the customers by engaging with the customers at the right time and sending them emails to the potential customers on the basis of what they like and engage with on the online platform.  This also includes social media posting and campaigns as well. 
· Sales force automation- This refers to the software which helps in the sales management. This streamline the sales processes in managing the leads of the business and the team performance as per the demand of the customers. This is being used by the Unilever as data evaluation and writing emails. The repetitive task evaluate and the data generation of the customers helps in implementing the sales in the area in which demand is growing with a major pace. 
· Contact centre automation- This is the tool which is implemented by the company in improving their working efficiency and improves the experience of the customers by giving them ways to self-serve. Such as Unilever have used Chatbot which is being used to make interactions with the customers and offers them assistance with the common questioning. This is a scheduling tool which helps in handing the queries of the customers and generate the data of the customers as an outcome this will help in rectifying the working as per the demands and this also helps in changing the products. 
· Geolocation technology and the location based services- This is the software or the application which helps in locating the geographical locations.  This application is being used by the Unilever by collecting geodata, they gathered real time data with the tracking technologies. This helps in managing the product sale as per customer locations. The company sells product as per the customer preferences by identifying the geographical location and their choices related to company’s product range. 
 The customer management technique used by Unilever for managing the customers will help in identifying the demand of the customers from different locations and this data  is being used by the company in order to implement the their procedures. These tools generates the preferences and the interest of the customers. With that implementation of these tool will majorly helps in managing and handling the customers on a regular basis. Having contact with the customers with these tools helps in maintaining the relationship which makes the positive impact on the customers (Denning, 2022). The objective of the company is to make changes in the lifestyle of the people with their products and do well for the planet. Their customer management techniques will majorly help in producing the goods as per the preferences of the customers with that this will also help in locating the customers. 
Identify the systems that supports the Unilever quality processes and generate a critical understanding of the extent to which those systems are effective in meeting the demands of the customers and helps in maintain the good relationships with them on a regular basis and other internal and external factors. 

 The quality processes of the Unilever are being managed with the help of the different tools and machinery, which is discussed in detail below:
· Inventory management- This helps in creating the most optimal sales processes. Unilever forecasts the demand of the products and as per that inventory management takes place. An effective management of the inventory enables Unilever to design customised inventory cycle. This includes various other sub activities in it such as tracking orders, managing logistics, printing labels and many more. Inventory management regulates the quality of the products and integrates power management qualities. 
· Customer analytics- This generates the real time data of the customers which helps in developing smooth running of the business by fulfilling the demands of the customers and by creating the personalised offers. Customer analytics will helps the Unilever in drawing useful insights  and producing more effective products in order to generate profit and for better services. This tool analyse the behaviour of the customers and enhance their experience with the company’s products. 
· Point of sales- This is the tool which help in streamlining the sales of the products and the business operations with the implementation of software, payments and hardware for the retail business (Mogaji, 2021). Unilever in some of their locations have implemented this tool so that it makes the company capable to deal with store front and the back office and helps in boosting sales. 
 The implemented systems by the company helps them in meeting the demands of the customers by generating the real time demand and preferences of the customers. This helps in managing the both internal and external working of the company. 
In order to build the effective relationship with the potential customers Unilever have adopted certain system in their working, which is discussed in detail below:
· Through social media platforms- Unilever is fostering their online presence in order to attract the potential customers and to facilitate their services to a wide range of people. Social media helps in the company in generating the preferences, linking and feedback from their customers which helps in refined heir process and the products. 
· With the help of the company’s website- The Company is having the effective website which provide information about the product and services to the customers. The website also helps in connecting with the customers and generating their data for the evaluation in the company’s processes. 
Benefits of making customer relationships

· Increment in the sales- One of the most effective advantages of making the customers relationship and keeping in touch with the customers is enhancement in the sales (Bresciani, and.et.al 2021). By making changes as per he customers will make them more inclined towards the specific product or services and as an outcome this will enhance the selling procedures of the Unilever Company. 
· Cultivating new leads- Customer relationship management nurtures the customers and makes them ready to buy the products of the company. By connecting with the customers on a regular basis leads Unilever to anticipate the needs of the buyer based on their profile, characteristic, behaviour and attitude. An as outcome of this new leads are being converted into sales. 
· Customer’s retention- By fulfilling the needs of the customers and providing the products or services as per needs will help in retaining the customers for the longer period of time in the company. Customer facing interaction procedures will help in communicating the values of the products which as a result improves the relationship between company and customers and retain them in a business for a longer period of time. 
Challenges in building customer relationships

· IT capabilities- The major challenges in reaching out the customers across the globe is managing the information technology and enhancing the capabilities of the company (Mazikana, 2023). Although Unilever is implementing the effective technologies for building the connections with the customers but there are still some areas where contacting and approaching customers can be a major challenge for the company. 
· Need to be done on a specified time with the huge involvement of cost-  The relationship building processes with the potential customers need to be done in a specified time and managing the cost and working would be a significant challenge for the company. The most common challenge faced by Unilever in building relationship with customers is covering the large audience in a limited timings with the cost implementation. 
· Lacking in systematic procedure in communication- Generating the effective communication with the potential customers on a regular basis is a much difficult task for the Unilever. There are situations in which lacking in systematic procedures will effect on building effective relationship with customers. With that have cognitive, cultural and emotional differences also proves to be a major challenge for the company. 
CONCLUSION 
From the above report this is being concluded that in order to manage the business it is crucial to manage the customers and understand them in a proper ways. Customer experience is a major important aspect of an organisation. Developing good customer experience in the organisation will highly result in customer retention and effective revenue structure in the company. The company which is being evaluated in this report is Unilever, which is a multinational company dealings in consumer goods. This report explains about the internal and the external factors which influences the systems of the company and their quality systems. The evaluation is being take place with the help of PESTLE and SWOT analysis. Added to that this report will evaluate about the marketing aspects of the company which is being evaluated with the help of 4Ps of marketing mix and communication mix. This generates that Unilever is conducting their marketing activities on both online and offline platform. Then there is an evaluation of the customer relationship management which is developed by the company by marketing automation, Sales force automation, Contact centre automation, Geolocation technology and the location based services. Further there is an explanation of the company systems which is developed to manage the customers systems and to develop the quality processes in the company such as Inventory management, Customer analytics and Point of sales. At last there is a strategies through which Unilever connects with the customers with its limitations and benefits. 
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