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Introduction 
Businesses are the biggest contributor to the economic growth of a country. They generate large-scale revenue, generate employment opportunities and support the development of other supportive businesses in an industry. The outbreak of the novel coronavirus in 2020 seriously affected the continuity and revenue stream of businesses across different industries. The retail industry is one of the business sectors that has been affected largely by the outbreak of the pandemic. According to the reports of ons.gov.uk (2022), the retail industry witnessed a decline of 1.9% in sales volume in 2020 as compared to the previous year. Moreover, a dramatic change has also been witnessed in the buying behaviour of the consumers of the retail industry. This report will analyse the external and the internal environment of an organisation to identify the positive and the negative impact of the forces on the operations, processes and growth of an organisation. 
The report will analyse the business environment of Unilever, which is one of the largest fast-moving consumer goods brands in the UK. According to the reports of unilever.co.uk (2022), the brand has been operating in the UK for more than 90 years and more than 98% of the households use the products offered by Unilever. Moreover, Unilever plc also owns 400 other subsidiary brands and generates an overall revenue of 44.93 billion British pounds (unilever.com, 2022). The subsidiary brands owned by Unilever plc are CIF, Ben & Jerry's, Comfort, Domestos, Cornetto, Dove, GROM, Hellmann’s and others.    
[image: Unilever's purpose-led brands outperform | Unilever]
Figure 1: some products of unilever
[bookmark: _ekyoo1l2ma2p][bookmark: _Toc121152946]Concept of marketing 
Marketing involves the activities and processes undertaken by a business enterprise for the promotion and advertisement of the products and services in the market. It also involves research for the identification of the trends in the market and the demand and needs of the consumer. According to the reports of ama.org (2022), marketing processes help to communicate the offerings of a brand that are valuable for the clients, and customers.
[bookmark: _ra49oiyaa290][bookmark: _Toc121152947]Main stages in the marketing process 
One of the most crucial functional areas in business is marketing since it acts as a medium of communication between brands and their customers. Effective marketing strategies attract customers and generate profits and large-scale revenue for the organisation. There are multiple steps involved in the process of marketing:
Clarification of the mission, vision and objectives
The very first step of marketing is the identification of the present state and goals of the organisation. A clear mission and vision statement help an organisation to analyse its basic purpose. Identification of the basic purpose helps the management team to direct the company in a direction that would help to accomplish the desired future goals.  
Research
Market research is one of the most crucial steps of marketing as it involves analysis of the market for the identification of the needs and demands of the customers in the marketplace. Moreover, it also helps to assess the competitors' demand for the offerings, which further helps to forecast the success of the brand.  
Development of positioning strategy
Development of positioning strategies requires in-depth knowledge of the marketplace and the customers. An effective positioning strategy is developed and implemented in order to create an impression, the organisation wants to make on the customers. Some of the most popular frameworks used in the development of positioning strategy are PEST analysis, SWOT analysis, and 5C analysis.  
Determination of the appropriate marketing strategies and plan
The fourth step after identification of the organisational vision and mission and analysis of the business environment is the development of an effective marketing plan. This step involves the identification of the target audience, the development of marketing goals, and the budget. Further, it also involves conveying the brand image of the organisation to the targeted customers.  
Implementation of the plan
This stage of the marketing process involves the implementation of the marketing plan and the tactics to obtain the desired results. Marketers engage in activities like promotions and use KPIs to measure the results. 
Evaluation of the results and realignment for control
It is the final step of the marketing process in which the final results are reviewed and evaluated and KPIs and tracking tools are used by the brands to the determination of the total number of engaged customers. 
[bookmark: _yw3kv5nv8cbc][bookmark: _Toc121152948]Macro environment analysis
[bookmark: _vkfmbr97kriq][bookmark: _Toc121152949]PESTLE analysis 
Analysis of the external business environment influences the plans, tactics and strategies of an organisation. According to the insights of cipd.co.uk (2022), PESTLE analysis is a tool used by marketers to explore the impact of external business environment forces on growth, workforce planning, marketing planning and other processes of a business.
Political
In the UK, the political environment is supportive of the growth and development of businesses. Political stability is one of the major factors that have a strong influence on the political environment of a country. With the outbreak of COVID-19, the revenue stream of the retail and fast-moving consumer goods industry has been affected seriously due to the temporary closure of stores and the change in consumer buying patterns. However, the UK government offered cash grants of £25,000 to the retail stores for their business recovery (acs.org.uk, 2022). In addition to this, the bounce-back loan scheme, business interruption loan scheme and others have positively influenced the recovery and growth of Unilever plc post-pandemic. 
Economy
The world economy was affected by the pandemic outbreak in 2020. In the UK, the temporary closure of stores and other businesses has resulted in a sharp decline in the GDP. As per the reports of ons.gov.uk (2022), a depreciation of 6.3 % has been witnessed in the GDP of the UK during the pandemic phase. As a result of this, the confidence of the businesses in further investment was affected and the retail businesses faced issues with the supply chain, high-interest rates and others. Thereby, this business environmental force negatively affected Unilever by decreasing its sales volume and profitability.  
Social
The buying behaviour of the consumer also witnessed a dramatic exchange with the outbreak of the pandemic. According to the views of Alflayyeh et al. (2020), exponential growth in online and e-commerce shopping has been witnessed during the pandemic. This resulted in a shift in the business model of retail and other industries. This force positively affected Unilever by driving its online presence and sales on e-commerce sites.  
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Figure 2: PESTEL analysis
Technology
Some of the most advanced technologies like artificial intelligence, network connectivity, cloud computing, computer vision and others have been integrated in the UK-based companies to gain competitive advantage. According to the views of unilever.com (2022), large companies like Unilever used advanced automation and AI technology for optimisation of the supply chain and portfolio in order to recover from the business disruption caused by the coronavirus pandemic. Thereby, it positively affected the company by helping it to take sharper, faster and data-driven decisions and resolved the warehouse and supply chain issues. 
Environment
In the highlighted competitive business environment, the brands are more focussed on creating a positive impact on the environment. The outbreak of the pandemic has forced brands to invest in technology and monitor their emission and carbon footprints in order to improve the well-being of society and the environment. This external force positively affected Unilever and motivated the brand to use its resources and technology to control the spread of the virus. According to the reports of unilever.com (2022), Unilever plc invested in innovative projects and published the promising news of mouthwashes containing CPC technology helps to reduce the spread of the novel coronavirus. This developed some confidence among the customers and improved the image of the brand.  
Legal
Identification of the legal forces in the external business environment helps to align the business strategies with the government policies and laws and protects the brand against any legal mis proceedings. According to the reports of reuters.com (2022), Unilever plc protected the jobs of workers and other organisational staff from the impact of COVID-19 and it was in accordance with the Job retention scheme of the UK government. Thereby, it developed employee loyalty and improved the image and reputation of the brand in the marketplace. 
[bookmark: _vc214vza9zwg][bookmark: _Toc121152950]Porter’s five force analysis 
Porter's five force analysis helps in the analysis of the competitive forces that exist in different industries. This analysis plays an important role in the assessment of the factors affecting the profitability of an enterprise in an industry.  
Power of the buyers
The potential strength of this competitive force is dependent on the number of buyers of a brand. An organisation having a smaller number of buyers or customers in the market face the challenge of the high bargaining power of buyers. One of the key strengths of Unilever is its large customer base. According to the reports of unilever.com (2022), the products offered by Unilever in the market are daily used by more than 3.4 billion people globally. Therefore, the strength of this competitive force is low for Unilever.   
Power of the suppliers
The power of the suppliers tends to remain high if there exists a small number of suppliers in the marketplace. Globally, there is a high demand for Unilever products in different markets like the UK, USA, Asia and others and therefore the brand works with a large number of suppliers to meet the demand. As per the insights of unilever.com (2022), Unilever works with close to 54000 suppliers and purchases goods from start-ups, MNCs and local producers in more than 160 countries. Therefore, the bargaining power of the suppliers of Unilever is low. 
Threat of substitute 
The products that are offered by Unilever in the market like soap, mouthwash, handwash and other daily essentials are easily imitable. The threat of this competitive force tends to remain high if any other product in the market can substitute a product. Therefore the threat of this force is very high for Unilever. 
The threat of new entrants
The threat of this force is dependent on the ease of setting up the business in the marketplace and acquiring customers. Unilever has established a strong brand image in the marketplace and has a strong customer base. For a new enterprise or a firm, it would be time-consuming and difficult to establish such a great brand image and customer base to compete with the giants like Unilever, P&G and others. Thus, the threat of new entrants is low for Unilever.  
Industrial rivalry
The threat of force is dependent on the number of brands competing in an industry. The fast-moving consumer goods industry has multiple dominating players like Johnson&Joshson, P&G, Nestle, and PepsiCo. These brands offer similar types and categories of products in the market and therefore the strength of this force is high for Unilever.
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Strengths 
· The major strength of Unilever is its product research and development team which introduced innovative products in the market based on the needs and requirements of consumers.
· The brand encompasses 400 other subsidiary consumer goods brands and offers an extensive range of products in the market to serve the needs and demands of every category of consumers.  
· The price of the products is flexible due to the large portfolio of products. 
Weaknesses 
· The products offered by Unilever in the marketplace are imitable and they can be easily substituted by some other goods. 
· Changing needs of the consumer and the dramatic shift of the customers towards natural and chemical-free products can be a threat to Unilever in some markets.

Opportunities
· The rise in demand for online shopping is one of the biggest opportunities for Unilever to use its resources for transforming its business model in accordance with the changing consumer buying behaviour
· Unilever's partnership with companies like Novozyme will help the brand to develop better and more sustainable detergents (Gutierrez et al., 2020). 
Threats
· Strong competition from other players like P&G, Johnson Johnson and others is a major threat to the brand. 
· Losses faced by the company and disruption of the supply chain is also major threat to the brand. 
· Uncertainty about the free trade agreement between the UK and other European countries (Cheng, 2021).
· One of the serious threats for Unilever is the fluctuations in the exchange rate between the Euro and Pound post-BREXIT and pandemic. 
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· SWOT analysis can be used to evaluate either a brand, product, partnership, business process, function or specific technology. 
· This analytical tool helps in the identification of the threat in the business environment and this might help the business to develop and implement some effective strategies.
· SWOT analysis improves access to a range of data from different sources which improves business decision-making. 
[bookmark: _7xe2gloyvkqu][bookmark: _Toc121152953]Disadvantages of SWOT analysis
· It involves biases since the data and information are collected by individuals.
· In SWOT analysis, the data or the information may be based on assumptions
· There is a lack of detailed structure in this analytical framework and therefore there is a greater chance of missing key elements (cipd.co.uk, 2022). 
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Segmentation
The marketing technique of dividing a broad customer group into multiple subgroups is referred to as segmentation. According to the views of Goryushkina et al., (2019), market segmentation is done on the basis of the common needs, interests and demographic profiles of the customers. The market segmentation of Unilever is a combination of demographics, geographic and consumer behaviour variables. 
Positioning
The products offered by Unilever can be imitated by some other brands very easily and therefore Unilever uses marketing, advertisement and promotions to appeal to the customers. It invests heavily in marketing campaigns to identify consumer needs and requests and positions the products in a manner that differentiates from other products in the aspect of value and trust. 
Targeting
Targeting refers to the category or group of customers to whom it plans to sell its products and other offerings. According to the reports of Czinkota et al. (2021), every single customer ranging from children to elder people is a target customer of Unilever since the wide range of products would meet any of the needs of the customers. The basic aim of the brand is to offer daily essentials that are needed for daily purposes in the household.  
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The marketing mix framework entails all the elements that contribute to developing an effective marketing plan for a company. The variables of the 7Ps of the marketing mix framework are as follows:
Product
The offerings of a brand in a market are important to acquire new customers and engage the existing ones. Further, in order to remain competitive in the market it is essential for a company to offer the products that are required by the customers in the marketplace. Unilever offers a wide variety of daily essentials like personal care products, soaps, detergents, homecare, nutrition, ice creams, food items, beauty products, handwashes, mouthwashes and others. According to the reports of unilever.com (2022), more than 400 products of Unilever are daily used in households.   


Price
The marketing mix framework's price element influences the worth perceived by the customer in the market. It is one of the most important elements that help in the development of an effective marketing plan. Majority of the products of Unilever are offered at attractive prices in the market. However, there are some products like Dove, Magnum, and Ben & Jerry's, which are priced moderately higher than the existing competitors.  
Place
Place or distribution is the element of the marketing mix that describes the medium through which a product or an offering reaches the customers. According to the reports of unilever.com (2022), Unilever operates in more than 190 markets and it has thousands of distributors, wholesalers and retail outlets that distribute the products in the market. Customers can purchase the products through retail outlets and also through online shopping sites.   
Promotion
It involves the tactics and the plan used by a company to advertise and promote the products and offerings to the customers. Unilever promotes its products by breaking stereotypical ways to communicate with the audience. To bring a systematic change in society, the ads of Unilever are modern, progressive in nature and promote empowerment (unilever.com, 2022). Thus, the promotion and advertisement strategy of the brand are revolutionary and they are generating good results.  
People 
The people element of this framework refers to the individuals who are associated with the delivery of the product or service to the consumers. Unilever has access to the best talents in the industry, who aim to deliver an exceptional experience to the customers. The people element is also an important part of marketing since it helps in the growth of a brand and creates a positive image in the industry. According to the reports of careers.unilever.com (2022), people at Unilever empower others through their inclusive and caring attitude.  
Process
Process refers to the activities involved in the delivery of the product or service to the customers. The product research and development team uses advanced and innovative technologies to design and introduce products that fulfil the requirements of the consumers. Further, the brand ambassadors also communicate with the consumers to identify their experience and satisfaction. 
Physical evidence
It refers to the physical environment that influences buying behaviour and convinces customers to purchase the product. The brand image, organisational website, and official premises are enough to convince the customers. 
[bookmark: _xadhbt9yvb3e][bookmark: _Toc121152956]Recommendation and Conclusion 
Unilever is one of the world’s largest consumer goods companies that has a strong customer base and presence in the market. It is recommended that the company adopt some other marketing tactics for advertising and promotion of the products. The brand can invest in content marketing to promote positive customer reviews and feedback on platforms like Facebook and Youtube. Secondly, it can also offer some products at a premium price in the market to display the worth of the brand. Further, it will also help the brand to attract premium customers who are willing to pay a premium price for such quality products.
The conclusion that can be derived from the report is that multinational companies like Unilever have the resources and strategies to compete in a highly competitive market. The marketing strategy of such companies creates a difference in the marketplace with the competitors. Analysis of the external and the macro environment factors helps brands to undertake methods and processes to gain a competitive advantage.   
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