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[bookmark: _Toc520017403]Executive Summary: The whole study explored different culture and environmental factors as it considered the largest transnational consumer brand Unilever. As the initial part explored the numerous aspects of culture and demonstrated the sustainable organizational culture of Unilever which is justified by their ranking in the top companies based on brand purpose where Unilever is selected as the most successful company to acknowledge their brand purpose The following phase explored the external environmental factors actually reflected the political turmoil, wage growth, environmentalists’ activity, changed life style and Unilever’s need to reconsider strategy and innovation continuously. In addition, the flexibility and enhanced performance focus along with integrity in any case have big impact on employee’s individual performance and organization’s performance. The concluding phase revised the cultural issues and concluded that Unilever can be a perfect role model in managing a healthy organizational culture. The in depth analysis of ethical and cultural issues from Unilever’s perspective added new insight into the study.    The individualistic view of its culture detected some issues which later are adjusted through training and the visibility of an active integrity officer who helps to maintain the basic code of honesty and integrity and avoiding the breach of criminal practices or unlawful business practice.
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[bookmark: _Toc520017404]Introduction: It has been almost 88 years as Unilever has evolved and grew through many phases and turmoil to become world’s one of the most valued transnational company and it currently has a staggering 70.28 billion dollar worth net asset reflecting the magnitude of Unilever in world consumer’s market (Unilever UK & Ireland, 2018). Currently it has employed over one seventy thousand employees in almost 500 companies as they conduct their operation worldwide and possesses at least one or more operating unit exists in eighty countries. The initial part of the study explored the numerous aspects of culture and concluded how efficiently Unilever managed a sustainable work culture. The following phase explored the business model of this large and successful business from the different environmental issues having impact on its business and it was concluded how it contributed or stagnated the business. The concluding phase revised the cultural issues in broad and form individual’s role in the current set up and made a few observations about Unilever’s environment along with recommendation.     



















[bookmark: _Toc520017405]1.  Critical evaluation of workplace culture: 
The question of good organizational culture is very much critical for an organization which operates in the world’s large consumer market and this perspective emphasizes Unilever to be more cautious in nurturing a good organizational culture. The culture is proved to have a large impact on a recognized consumer brand like Unilever. 
[bookmark: _Toc520017406]1.1 Workplace Culture in Unilever: One of the core parts embedded in any organization is value and for Unilever it aims to ensure reverence, honesty, sense of responsibility and exploring new things. All other organizational activities and future plans circulate around these core values.    
If the culture nurtured in Unilever is to be described in the most precise way, it is an organization operating on the ground rule of “Culture of Performance” (Boulding and Niebuhr, 2017). As it highly concentrates on the output level, its organizational culture needs to entail 3 features:
1. Increased concentration on performance: Employees are supposed to be concentrating intensively both on organization and individual level performance.  
2. Enhanced efficiency: It has to be ensured as employees get access to various advanced tools.         
3. Increased concentration on quality: Organization pursues quality out and out.  
1.1.1 Policies: Firstly, the core policy in their organization is to ensure integrity and reverence as described in the values of Unilever. Secondly, the total compliance of the UK legislations is ensured by Unilever’s policy. Thirdly, the assurance of best and fair practice for employee management is the policy of Unilever as they focus on health and safety, appropriate remuneration, equality, transparent recruitment and selection policy etc. for human resource. Fourthly, their organizational policy always intends to provide the highest value for customer’s money (Worthley, 2017). Fifthly, Unilever inspires its partners to get along with its core values and thus maintains smooth relationships. Sixthly, their efforts of innovation are primarily intended to serve the purpose of consumers. Seventhly, Unilever never compromises with any illegal or unfair business practices.  
1.1.2 Procedures: The fact of being a transnational company has led Unilever to have a matrix organizational structure as it divides the roles and responsibilities to separate managers for conducting the operation all over the world. As part of the global integrated market, it requires to pursue global ideas and also address the local demands in the same time.  
Unilever has to control almost 500 companies as they conduct their operation worldwide and possesses at least one or more operating unit exists in eighty countries (Facts, 2018). Their motto is to think transnationally as they operate business in different culture and tries to establish harmony and their matrix structure which is the formal design cannot deny the need of flexibility in each phase. 
[image: Image result for matrix structured organization]
[bookmark: _Toc519968019]Figure 1: Matrix Organizational Structure at Unilever
Source: (Pasmore and Woodman, 2015)

So, they have the formal relationship according to the matrix structure and to facilitate the idea sharing and organizational harmony their informal relationship promotes flexibility.   
1.1.3 Legislations: To preserve the reputation as a global brand, Unilever strictly complies with the proponents of Anti-Money Laundering Act 2018 as it avoids receiving money sourced from illegal activities (Keyton, 2017). As Unilever covers the demand of 4 billion people and runs production plant in many places of the world, it preserves all the proponents indicated by Health and Safety at Work 1974 as aims to establish the best working environment for staffs (Cushman and King, 2014). Unilever works for revering employee properly, sense of dignity and provide each staffs with equal treatment to implement the proponents of Equality Act 2010 (Noumair and Shani, 2016). Moreover, Unilever intensely focuses on preserving the internal information safe, preserving data of peer competitors, avoiding treacherous inside trading and safeguarding the valuable intellectual property etc. as described in the Data protection act 2018.

[bookmark: _Toc520017407]1.2 Perception based on Individual Experience: Being a part of the Unilever’s splendid organization culture, the following perceptions were made during tenure at Unilever:
There was extensive training program to ascertain the full acknowledgement of all the organizational codes and ethics. They appointed Integrity Officer to supervise the compliance with organizational policies and codes of behaviour and ethics. They are privileged to be supported by their Integrity Officer in case they find anything complex or difficult to comply with (Helms Mills, Dye and Mills, 2018). Employees were taught to react on any illegal move or breach in the organizational policies and codes as they are supposed to report to designated authority. Employees are encouraged to discuss the different nature of potential breach so that they adhere to the policies, codes and cultures and moral ground in Unilever.

[bookmark: _Toc520017408]1.3 Evaluation of Culture: Based on the reference to the core policies, organizational procedures and overall culture nurtured in Unilever, the Deal and Kennedy’s model successfully contribute to the appropriate evaluation of its overall culture.      
[image: ]
[bookmark: _Toc519968020]Figure 2: Culture Model of Deal and Kennedy
Source: (Nahavandi and Malekzadeh, 2014)

So, there are supposed to be four dimensions of culture as the literature perceives the whole organizational culture from degree of risk and also the time taken to provide feedback. It was earlier stated that the performance culture is the main essence at Unilever. So, they force their employees to be more focused on activities and they are a supposed to detect a need in the current market place and come up with generic product ideas or creative ways to fill the gaps. They believe in providing higher value for the customer’s money and they get the employees to get in “Work Hard, Play Hard” approach (Xu, 2015). 
The value assurance is well supported by quick feedback. Organizational policies of Unilever described how they aim to provide highest value and stand for serving the consumers in the best possible way. So, the culture of low risk and quick feedback is legitimate for a global brand like Unilever that holds possession of almost 400 consumer product brands. Unilever could have adopted tough guy or the culture of macho but it will be conflicting with the flexibility which is elementary for Unilever as it pursues the global strategy from the viewpoint of local needs (De Witte and Muijen, 2015). So, the success of Unilever as the number one ranked for fulfilling the brand purpose exactly as it’s supposed to be. 
To conclude it, the value of Unilever explicitly described it’s enthusiasm to ensure reverence, honesty, sense of responsibility and exploring new things. Then all the organizational policies reflected these core components as their code principles constituted a large about being honest and responsible for maximizing the value for investor and customers. They care about their customers and their innovative activities intend to maximize customer value. Even the individual perception assured how integrity and sense of honesty along with intense focus on performance is facilitated through Integrity Officer and quick feedback. Their organizational culture is formed in a way to reflect the value statement and the purpose of their brand or what they believe in. So, the sustainable organizational culture of Unilever can be justified by their ranking in the top companies based on brand purpose where Unilever is selected as the most successful company to acknowledge their brand purpose (Rankingthebrands.com, 2018).   
 







[bookmark: _Toc520017409]2. Assessment of Unilever and its broader environment. 
[bookmark: _Toc520017410]2.1 Environment Analysis: The likely factors existing in internal and external environment are delineated through tools below:  

[bookmark: _Toc520017411]2.1.1 SWOT: The internal environment analysis for Unilever is covered with SWOT below: 
[image: Image result for swot model]
[bookmark: _Toc519968021]Figure 3: SWOT Analysis
Source: (Evans, 2018)

Strengths: The earlier discussion stated how Unilever pursues the performance culture and their core principle also emphasizes on innovation. Consequently, some top class products are entailed in the basket of Unilever and its wide existence in many of the world’s market is enabled through this feature. The product line possessed by Unilever is quite big and the company grew bigger through acquiring many other successful brands with greater prospect. The outstanding products like Dove, Axe, Vaseline, Sunsilk etc. in the large product portfolio of Unilever has made it possible to grab new market in various regions of the world  (Sierk, Dvora Yanow and Ida, 2017). The competitive edge is an outcome of large product mix and cost leadership. It was a long journey for Unilever as it incorporated new products and got rid of the products without prospects and altered new business strategies along the way which enabled it to gain strength internally from business model. As a result it got more efficient in production management and attained the advantage of cost leadership. The brand image possessed by Unilever has made it easier to penetrate into new markets and launch new products which are more accepted by consumers. 
Weaknesses: There are some setbacks for Unilever as it adopted a matrix structure which sometimes gives rise to the power conflict, difference in perception and it also slows down the process of implementing particular decision and Unilever may fail to capitalize on an opportunity lasting for a short period of time. More weaknesses for Unilever are actually contributed by the similarity in the nature of consumer products and the employees hold almost similar type of skill for consumer goods despite the huge differences in organizational culture. From example, most of the consumer products are easily imitable and there are many other manufacturers in the market have the capacity to do it. This is more seen for the Lux and dove brand (Everson and Pardey, 2015). Despite the large product line, the major weight is dispersed in the consumer goods and it has not been able to gain much access in other industries which is quite risky. They don’t hold much authority compared to the retailers as the retailers can enjoy the direct communication with the market’s original consumers.     
Opportunities: The efficient diversity management and increased focus on equality in workplace will help Unilever to address the gaps in newly developing countries emerging which means the opportunity for Unilever is getting bigger. Unilever possess the capital and expertise to get into new line of business like banking or transportation. The tendency of being more health conscious offers new opportunities for Unilever as they can get their team to come up with new health products. The model of cultural sustainability is well supported when Unilever can successfully implement pollution free manufacturing plants (Eliot, 2016). The developing and under developed countries offer much more scope for Unilever to further develop its market in new regions.
Threats: The differences in perception and the absence of a channel to give opinion or feedback to the decisions taken by top management may back fire as the employees may not always be on the same page. The industry of consumer goods is highly competitive in nature and the revenue enhancement scope is too stringent. There are well established brands like P&G or Nestle to garb the market away from Unilever (Are, 2018). They can easily copy the new innovations of Unilever. The competitive advantages are constantly threatened by these strong competitors. Moreover, the specialization of local brands reduces the appeal for its products. 

[bookmark: _Toc520017412]2.1.2 PESTEL: The external environment analysis for Unilever is covered with PESTEL below:
[image: Image result for pestel model]
[bookmark: _Toc519968022]Figure 4: PESTEL Analysis
Source: (Guy, 2018) 

Political: There are increased effects of political parties as different government may perceive the employee related issues more cautiously or more leniently. As a part of the global integrated platform, Unilever deals with wide range of political issues as China may not allow it to enjoy the free trade benefit or Iran government may not allow any UK manufactured products in their soil. So, there are issues regarding political policy in different countries affect the operating performance of Unilever. For example, the current termination of UK ministers is a sign of political instability which in turn will have impact on the performance of all businesses. Similarly, the growing tensions of leaving EU and not getting over it has already slowed down the growth of UK luxury and consumer goods (Evans, 2018). However, the increasing tendency of free trade in global communities had positive impact on Unilever.      
Economical: Most business activities are inevitably circulated around the macro economic factors and the better management of employee issues and their well-paid jobs are positive factor in Unilever’s revenue growth. Unilever pays handsome salary to the employees and their organizational policy places employees in the second place. The economic factors are quite stable for the developing countries and they present greater opportunity for Unilever. So, marinating a harmonious organizational culture in UK is quite easy. Similar opportunity is offered by big and developed countries like China and USA which constitutes a large market share in Unilever’s portfolio (Guy, 2018). 
Socio-cultural: Again, the factor of diversity management as Unilever operates in almost 190 countries and the pattern of life style and habits are different for people in different regions. The pattern perceived in the survey and study of human behavior in different regions hold higher importance and employees are attained to respect and value each other irrespective of gender and race. Now, the inhabitants of both developed and developing countries are more attracted to generic and healthy drinks and food items. All over the world environmentalists are campaigning against the pollution and it means Unilever has to be over cautious about wastage disposal and it has to penetrate market in different regions with different approach.  
Technological: One of the core principles of Unilever is to patronize the innovation and they had an annual budget of 1 billion for R&D to facilitate the creativity in its workplace. Moreover, the work hard, play hard approach along with the performance culture led to better product quality, efficient production management, attractive packaging, appealing product concepts due to use of technological advance. For Unilever, the increasing effort of being automated in all processes, higher investment in creativity and innovation, better transportation of consumer goods worldwide is source of both opportunities and threats. 
Legal: To preserve the reputation as a global brand, Unilever strictly complies with the regulations applicable for a consumer brand in UK and the existence of 400 brands in the large product line makes the statement quite clear that Unilever has to be wary about many of the safety and quality issues as denoted by different regulating acts in UK and worldwide for preserving the right of consumers (Sefue and Mkapa, 2016). There are many intellectual properties to preserve along with trademark and copyright issues and also compliance is needed for organizational safety. 
Environmental: As there are signs that environmentalists will be more active in the coming days and the statement of vision can effectively address those issues through green approach and also proper waste treatment. Their better compliance is well supported through their own effort to produce the raw materials through sustainable technologies. So, the factors regarding the preservation of environment or appropriate use of natural resource are a very critical decision to make for managers. Unilever can use this phenomenon as an opportunity by being a role model of ethical business model to work for saving the environment. There is also threat as the global communities of environmentalists are formulating complex designs which should be increasingly expensive to comply with for Unilever. 
[bookmark: _Toc520017413]2.2 Culture and organizational performance: The very first thing about the organizational culture’s impact on organization performance can be explained by the enhanced degree of employee engagement as the research found that 69% of the large scale companies seemed to experience higher productivity when their employees are highly engaged. Unilever’s success and strong brand image can be largely attributed to the culture nurtured in here. Firstly, the performance culture along with the work hard paly hard approach indicates that employees should be more cautious about their organizational activities and address the feedback provided by line managers and adjust accordingly to the feedback.  So, there are supposed to be four dimensions of culture as the literature perceives the whole organizational culture from degree of risk and also the time taken to provide feedback. 
It was earlier stated that the performance culture is the main essence at Unilever. So, they force their employees to be more focused on activities and they are a supposed to detect a need in the current market place and come up with generic product ideas or creative ways to fill the gaps. They believe in providing higher value for the customer’s money and they get the employees to get in “Work Hard, Play Hard” approach. Their promise to provide higher value to customer is well supported by quick feedback. The culture of low risk and quick feedback is legitimate for a global brand like Unilever that holds possession of almost 400 consumer product brands (Limited, 2018). So, the success of Unilever can be largely attributed to the fact of their organizational culture and they are considered as the world’s one of the most valued brand. Their organizational value emphasizes the employee to focus on customer value.   

So, the analysis of broad environment reflects the growth factors, obstacles, new dimensions and culture have indicated the positive influence on organizational performance. As the global brand Unilever is dealing with increased effects of political factors, they change their business plan and their organization culture may be subjected to higher degree change due to alteration in governmental policy e.g. pension, wage, benefits etc. The organizational culture is highly influenced by macro-economic factors as Unilever is comfortable with paying higher wages, more benefits, providing the best health and safety policy when economy is doing well and Unilever as well. Unilever has to ensure that all employees respect each other’s life styles and habits and all people who may belong to different socio-economic background will be treated equally in Unilever’s work environment. Technological advancement also improved the workplace culture as employees can be more efficient and more responsive through tools to receive feedback and share individual opinion. Legal factors in environment also holds much importance as Unilever requires to preserve the reputation as a global brand and so, it strictly complies with the regulations applicable for a consumer brand in UK and foreign government’s health and safety laws for employees and consumers. The active environmentalists and rising environmental issues actually forces Unilever to employ part of its resource and wealth to preserve the environment of a country or locality. So, this environment analysis reflects the sensitive areas that reshape the culture being nourished in Unilever.  
 
The internal strengths like strong brand image, large product line etc. explains the wide existence of Unilever worldwide. The discussion of weakness and threats explains why Unilever keeps bringing new product idea and entering new markets (Jorgenson and Kick, 2006). The discussion of external environmental factors actually reflected the political turmoil, wage growth, environmentalists’ activity, changed life style Unilever’s need to reconsider strategy and innovation continuously. Lastly, the flexibility and enhanced performance focus along with integrity in any case have big impact on employee’s individual performance and organization’s performance.   











 
[bookmark: _Toc520017414]3. Critical evaluation of both cultural and ethical behaviour in Unilever and assessing my own cultural and ethical behaviour in relation to Unilever.
[bookmark: _Toc520017415]3.1 Evaluation of Broad Culture and Ethics: From the earlier discussion, it was quite clear how intensely Unilever pursues its organizational value and the discussion of organizational policies and legislations reveal a lot about their culture and ethics. The core policies in Unilever entails standard of conduct which intends to ensure integrity, compliance with  laws which aims total compliance of the UK legislations, employee management which will assure the assurance of best and fair practice for employee management, consumer’s policy which intends to provide highest value for customer’s money, partner’s policy which intends to maintain harmony with vendors and raw material providers, innovation policy which intends to offer higher value (Baron, 2014). 
Their ethical behaviour is reflected in their effort to uncompromising attitude to conform to any illegal or unfair business practices, strictly compliance with money laundering law, implementing all aspects of health and safety regulations at workplace, respecting the rights of employees, promoting sense equality for all employees, adhering to the data protection regulations etc.
The earlier discussion revealed how Unilever manages a matrix organizational structure that helps to distribute the roles and responsibilities and also attains the brand purpose. So, their procedure can be justified as it is controlling almost 500 companies worldwide and possesses at least one or more operating unit exists in eighty countries (http://brandfinance.com, 2018). Their motto of thinking transnationally is well achieved through matrix structure and the selection of world’s top ranked brand from the perspective of brand purpose, Unilever’s procedure to maintain business operation in over 190 countries is undoubtedly successful. 

[bookmark: _Toc520017416]3.2 Corporate social and environmental responsibility: As part of the ethics program, Unilever always chooses to be active in a lot of involuntary CSR activities which actually made it possible for Unilever to become a sustainable global business model. This organization aims to satisfy the interest of all the stakeholders in its portfolio and aspires to achieve the corporate citizenship so that people value Unilever as a top consumer brand working for people in the first place. The current CSR policies managed in Unilever puts their customers as the top priority stakeholder followed by the large number of employees they have employed to conduct their business. 
To serve the community, Unilever founded a welfare organization called Unilever Foundation as part of their activity to enhance CSR activity (Unilever UK & Ireland, 2018). Considering the acceptance it get globally, efficiently built supply chain and the broad product distribution infrastructure, Unilever got wide recognition for the enhanced CSR activities.  

[bookmark: _Toc520017417]3.3 Analysis of individual ethical standards, values and beliefs: The stakeholder matrix of Unilever places the employees in the second place and it was a splendid experience for me to be part of this globally recognized top consumer brand that holds truly for its brand purpose. Training was provided to us so that we employees could closely follow the predetermined principles, procedures and legislations. As a junior marketing executive, the training was quite effective as the codes and core principles are properly acknowledged by me. It was known to me that the integrity and respect to fellow work mates are elementary according to Unilever’s organizational value (Hoskisson and Hoskisson, 2016). 
As part of the marketing job finding the gaps in the market place and then designing the products for organizational benefit which meant to maximize the revenue was the basic idea. There was no issue with me regarding the maintenance of harmony with people who came from different backgrounds and also with the business partners as marketing department had to maintain close connection with some of the advertisement and creative agencies, TV channels and the regulatory bodies in UK. So, demonstrating the reverence to these groups was a part of my core job responsibilities as explained by value statement of Unilever. The proposition of money laundering act was strictly prohibited as all of the employees are wary about the disastrous consequence they might face if they receive the proceeds of any irregular or illegal money. But there are minor issues where the colleagues would do favor to each other as Unilever places the performance in the first place. So, sometimes the Integrity Officer would not be informed about the minor breaches in organizational codes. I was also trained to be highly careful about preservation of innovative ideas and competitors valuable data were treated with utmost cautiousness as the ethical code of Unilever intended it employees to do so. 
So, the training helped me to be a better follower of organizational codes and also to focus intensively to the activities as performance culture helped me to be turn into a more task oriented employee. Moreover, the professional integrity and reverence to all the workmates and business partners became my core strength. But I struggled a bit in interpersonal skills as I was not comfortable with informing the breaches made by other people to the integrity officer until assurance is given about the secrecy will be ensured as employee informs about other’s breach will not be brought to public attention and training assured how the timely report to Integrity officer would avoid any future clash. Moreover, the communication with line managers and senior officers were less flexible until the Change Leadership Conference made me confident about the flexibility in idea sharing and reporting to immediate supervisors (Evans, 2018).

[bookmark: _Toc520017418]3.4 Communication Channel and Building Relationships: Communication channels for sharing information and building relationships:  Currently, Unilever holds a very strong brand image and it’s serving the wide consumer base all over the world. While they are doing these activities, they can successfully adopt brand communication strategy to bring a positive impact on the behavior of organizational employees. 
To make quick alteration and to approach the consumers in market, Unilever always try to maintain a high quality arrangement of internal and external communication which builds a strong network with employees and also the business stakeholders. Their matrix structure where they distribute the worldwide activities of Unilever to managers in the first place, they ensure the flexibility within this structure as the managers can easily exchange information, make quick decisions and also ensure the fast feedback to Unilever’s employees. The usual tools are widely used in any business and Unilever is no difference as they require communicating through telephone, emails or memos. But a top global brand needs to be more proactive and they facilitated it through inviting over sixteen thousand managers in a large conference which is called “Changed Leaders Conference”. The invited leaders and managers are privileged to have open conversations about their views and experiences which are also made public through social media. It’s been a huge success for Unilever. 

[bookmark: _Toc520017419]3.5 Impediments to effective functioning in Unilever: The following barriers should be watched carefully by Unilever as they want to strive forward as the world’s most leading and mostly valued consumer brand:
The setbacks of performance culture: The ground rule of “Culture of Performance” sometimes may backfire as there is less consideration of human capability and the culture may seem to be a burden. 
The setbacks of matrix structure: Sometimes, there is power conflict as the structure terms so many people as manager the different layers in Unilever remains uncontrolled (Facts, 2018).
Perception Difference: As Unilever nurtures the “Work Hard, Play Hard” cultural style in its organization, there seems to be a rise of conflict when all the people are not on the same page and the feedbacks may seem inappropriate. 
Emotional Barrier: As Unilever formulated different policies of organizational culture, it skipped the emotional stability factor of employees which has become the biggest concern these days.
So, Unilever holds a very good image all over the world and their performance culture can be adjusted with a changed approach in leadership as the leader will use democratic leadership to let the people express their opinion about the faults in performance culture (Harrison, 2017). To eliminate the setbacks of matrix structure, Unilever should have a product based organizational structure in pace and the degree of power should be well delineated. To eliminate the perception difference, there should be a channel of feedback in place for Unilever’s employee which is currently inexistent. To deal with emotional difference effectively, the training program at Unilever should entail the emotional intelligence along with Unilever’s ethics, cultures and codes.  

Based on the evidences, it can be concluded that Unilever can be a perfect role model in managing a healthy organizational culture. The individualistic view of its culture detected some issues which later are adjusted through training and the visibility of an active integrity officer who helps to maintain the basic code of honesty and integrity and avoiding the breach of criminal practices or unlawful business practice. Some fundamental issues are sorted but these fundamental issues actually didn’t stop Unilever to be the number consumer brand or the top ranked brand worldwide based on the purpose of its brand and its successful implementation. So, the sustainable culture is well established in Unilever.    

[bookmark: _Toc520017420]Conclusion: There has been wide range of evidences and relevant models to indicate the importance of organizational culture and how Unilever’s efficient nourishing of a good culture had impact on building one of the largest consumer brands. Considering the environment analysis, it reflected on the scope and vulnerability Unilever might have from the current business model. Finally, the in depth analysis of ethical and cultural issues from Unilever’s perspective added new insight into the study.    
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