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[bookmark: _heading=h.tyjcwt]Introduction
The aim of this study is to shed light on the impact that external circumstances have had on the day-to-day business operations of Unilever and provide insight into how those factors have affected those operations. The report also explores the hypotheses connected to the external analysis, which includes competitive considerations, political factors, and economic variables. This is done in order to evaluate potential future opportunities and threats for Unilever and its strategy in the execution of their business, which will ultimately assist the company in achieving their aim of being successful. Unilever is a company that specialises in fast-moving consumer goods, and the company emphasises both their marketing strategy and the external variables that have an effect on their company. This report gives a more in-depth review of how the marketing principles were put into practise in order for the organisation to compete with the numerous external factors it met. In addition to this, the study provides an in-depth analysis of Unilever's marketing approach, as well as suggestions that have been demonstrated to be successful, and a detailed review of best business practises that the corporation should immediately begin putting into action.
[bookmark: _heading=h.3dy6vkm]Analysis and Discussion
Unilever plc is a multinational consumer goods company based in London, UK. The company operates in several categories including home care, beauty and personal care, and foods and refreshment (Unilever, 2023). Unilever has a portfolio of well-known brands including Dove, Lipton, Knorr, and Axe. Unilever is committed to sustainable business practices and has set ambitious environmental and social goals, such as achieving net-zero emissions. As all businesses Unilever plc is also affected by a number of factors both internal and external. Let’s discuss them below.
[bookmark: _heading=h.1t3h5sf]PESTLE Framework
The PESTLE framework is a tool used to analyse the external factors that affect a business. It is an acronym for Political, Economic, Sociological, Technological, Legal, and Environmental factors (PESTLE Analysis, 2023). In this analysis, we will apply the PESTLE framework to Unilever plc to gain insights into the company's current and future business state.
Political Factors:
The political environment is an important factor that can have a significant impact on Unilever's business. Governments around the world play a significant role in regulating businesses, and Unilever must comply with various laws and regulations. For example, the European Union's General Data Protection Regulation (GDPR) requires companies to obtain explicit consent from individuals before collecting and processing their personal data. Unilever must comply with this regulation to avoid legal sanctions. Another significant political factor that affects Unilever is trade policies. As a global company, Unilever is exposed to trade policies and tariffs imposed by different countries (Colgan, Green and Hale, 2021). For example, the US-China trade war has led to an increase in tariffs on goods traded between the two countries, which has had a significant impact on Unilever's business. The company must navigate this political environment to ensure that it can continue to operate efficiently in different countries.
Economic Factors:
The economic environment is another critical factor that affects Unilever's business. The company's performance is influenced by macroeconomic indicators such as inflation rates, exchange rates, and interest rates. For example, a rise in inflation rates could lead to an increase in the cost of raw materials and production costs, which could reduce Unilever's profit margins. According to the financial records of Unilever Group, its personal care division proved to be the most lucrative with a revenue of approximately 21.9 billion euros in 2021, contributing significantly towards the overall group's total revenue of about 52.44 billion euros for that year (Universal Global, 2023). Unilever PLC disclosed its financial performance for the fiscal year ended December 31, 2022. The company's sales amounted to EUR 60,073 million which is higher than last year's figure of EUR 52,444 million. Meanwhile, its net income rose from EUR6,049 million in the previous year to EUR7,642 million in the current period.
Sociological Factors:
Sociological factors refer to the social and cultural environment in which a business operates. Unilever operates in a diverse range of countries and cultures, and it must be sensitive to the social and cultural norms of these regions. For example, in India, where Unilever has a significant market share, the company had to change the name of its popular Fair & Lovely skin-lightening cream due to criticism that the product promoted a discriminatory attitude towards skin colour (Pathak, 2015). Altering tastes in consumer goods are another societal aspect that has an impact on Unilever. Consumers are starting to put more thought into what they put into their bodies, therefore the demand for organic and natural goods is on the rise. Unilever must adapt to these changing consumer preferences and develop products that cater to these changing needs.
Technological Factors:
Technology is transforming the way businesses operate, and Unilever is no exception. The company has invested heavily in technology, and it is using technology to improve its operations and develop new products. For example, Unilever is using artificial intelligence (AI) and machine learning to develop personalised skincare products (Lauterbach and Bonim, 2016). The company is also using blockchain technology to improve its supply chain and increase transparency. Another technological factor that affects Unilever's business is e-commerce. The growth of e-commerce has changed the way consumers shop, and Unilever must adapt to this new trend. The company has partnered with e-commerce giants such as Amazon and Alibaba to increase its online presence and improve its distribution channels.
Legal Factors:
The legal environment is an important factor that affects Unilever's business. The company must comply with various laws and regulations in different countries, and failure to comply could lead to legal sanctions. For example, Unilever was fined €60 million by the European Commission in 2011 for colluding with competitors to fix the price of washing powder in eight European countries (Reuters, 2023). Unilever's operations are also subject to competition laws and regulations related to mergers and acquisitions. Unilever has faced legal challenges related to advertising claims and product labelling in different countries, which have affected the company's reputation and financial performance.
Environmental factors:
Sustainable business practises are important to Unilever, and environmental considerations are taken into account often. Achieving net-zero emissions by 2039 and eradicating plastic trash by 2025 are just two of the company's lofty targets for lowering its environmental effect.. Unilever has also launched several sustainable products, such as the Love Beauty and Planet range, which uses sustainable packaging and natural ingredients (Iannuzzi, 2017). Unilever's commitment towards ecological measures has yielded positive results by enticing environmentally conscious consumers and bolstering the company's image. In light of prevailing apprehensions surrounding climate change and environmental erosion, such efforts are praiseworthy as well as indispensable for sustainable business operations in contemporary times. Overall, Unilever's commitment to sustainability demonstrates that it is possible for businesses to prioritise environmental concerns while still being profitable and successful. This approach is an important example for other companies to follow, as it shows that sustainable business practices can benefit both the planet and the bottom line. By setting a strong example for other companies, Unilever is contributing to the broader movement towards sustainable business practices, and helping to create a more sustainable future for all of us.
Unilever operates in a dynamic and intricate landscape, encountering various external factors that influence its operations. The organisation's dedication to sustainable business practices and social accountability has proven effective in enticing environmentally conscious consumers who prioritise ethical commerce. Despite this success, Unilever encounters obstacles due to political volatility, economic ambiguity, as well as legal and regulatory parameters.
[bookmark: _heading=h.4d34og8]PORTER’s Five Forces
Porter's Five Forces model provides a structured approach to examine the competitive landscape of an organisation. The framework is widely adopted across various business sectors for assessing the dynamic forces that impact market rivalry. Developed in 1979 by Michael E. Porter, a renowned professor at Harvard Business School, it has become an essential tool for managers seeking strategic insights into their industry's competition. This analytical technique examines five key factors comprising competitors' strength and numbers, new entrants' potentiality, suppliers bargaining power, customers' influence and substitution threats which affect companies profitability (Bruijl and Gerard, 2018). By leveraging this analysis as guidance for business strategy formulation can help organisations enhance their competitiveness advantage within the marketplace. It is important to note that while Porter's Five Forces framework remains a widely-used tool, it should not be solely relied upon for decision-making, as it does not take into account other important factors such as macroeconomic conditions, technological changes, and sociopolitical factors.
Let’s see how the five forces impact Unilever plc's competitive position in the consumer goods industry.
Threat of new entrants:
The consumer goods industry is highly competitive, and there are several established players in the market. However, the industry is also attractive to new entrants, as it offers significant growth opportunities. The barriers to entry in the industry are relatively low, as the production processes and distribution channels are well-established. However, Unilever has a strong brand portfolio, which gives it a competitive advantage over new entrants (Hasan, 2015). Additionally, the company's scale and global presence give it a cost advantage, which makes it difficult for new entrants to compete on price.
Bargaining power of suppliers:
Unilever relies on a wide range of suppliers to provide the raw materials and ingredients used in its products. The company's suppliers include farmers, processors, and distributors. The bargaining power of suppliers is relatively low, as Unilever has a large and diverse supply chain (Fawcett and Waller, 2015). The company also has a strong reputation for sustainability and ethical sourcing, which gives it leverage over its suppliers. However, the cost of raw materials is a significant factor in Unilever's production costs, and fluctuations in commodity prices can impact the company's profitability.
Bargaining power of buyers:
Unilever's products are sold to consumers through a range of distribution channels, including supermarkets, convenience stores, and online retailers. In the consumer goods market, consumers have a lot of options, giving them more leverage in negotiations (Moatti et al., 2015). Additionally, consumers are increasingly demanding sustainable and ethical products, which has created pressure on Unilever to improve its sustainability credentials. However, Unilever's strong brand portfolio and marketing efforts give it a competitive advantage over other players in the market.
Threat of substitutes:
The consumer goods industry is characterised by a wide range of products and brands, which creates a significant threat of substitutes. There is a lot of competition for Unilever's products in the market for consumer goods, and shoppers have many options. Another factor contributing to the rise of replacements is the proliferation of e-commerce and online retail, which give consumers faster access to a broader selection of products (Vargas-Hernández, 2015). However, Unilever's strong brand portfolio and marketing efforts have helped to mitigate the threat of substitutes.
Rivalry among existing competitors:
The consumer goods industry is highly competitive, and there are several established players in the market. Unilever's main competitors include Procter & Gamble, Nestle, and Colgate-Palmolive (Patton and Holstius, 2015). The rivalry among existing competitors is intense, as players compete on price, quality, and innovation. However, Unilever's strong brand portfolio and global presence give it a competitive advantage over its rivals. The company has also invested heavily in innovation and technology to improve its products and operations, which has helped it to stay ahead of its competitors.
Unilever functions within an industry that is fiercely competitive and impacted by various external factors, which in turn affect its competitive standing. The company's advantage over its competitors stems from a formidable global presence and brand portfolio. Despite these strengths, the consumer goods sector poses significant threats of substitution for Unilever along with heightened competition from other market players. In order to sustain their position within this industry requires investment in technological innovation capable of maintaining or improving on current competitiveness levels compared to rival companies' performance standards. Nevertheless, Unilever's success is not free of risk and uncertainty as rising costs and a decline in global demand have affected its growth.
[bookmark: _heading=h.2s8eyo1]SWOT Analysis
An organization's opportunities and threats, as well as its own strengths and weaknesses, can be evaluated with the help of a SWOT analysis, a technique used in strategic planning. SWOT is an acronym that describes a company's advantages, disadvantages, possibilities, and threats. Both strengths and weaknesses are internal aspects that a company might improve with. Both opportunities and threats come from the outside and are beyond the control of any given organisation (GURL, 2017). By identifying and analysing these factors, organisations can develop strategies to leverage their strengths, address their weaknesses, take advantage of opportunities, and mitigate threats.
One can identify Unilever plc’s strengths, weaknesses, opportunities, and threats using a SWOT analysis.
Strengths:
Unilever has a strong brand portfolio, with well-known brands such as Dove, Lipton, and Knorr. The company's global presence and scale give it a significant cost advantage over smaller players in the market. Additionally, Unilever has a reputation for sustainability and ethical business practices, which has helped it to attract consumers who value these attributes (Cohen and Munoz, 2017). The company has also invested heavily in innovation and technology to improve its products and operations, which has helped it to stay ahead of its competitors.
Weaknesses:
Unilever faces several weaknesses, including the threat of substitutes in the consumer goods industry (Raj and Aithal, 2018). Additionally, the company's dependence on a wide range of suppliers for raw materials and ingredients means that fluctuations in commodity prices can impact its profitability. Unilever's size and complexity also make it difficult for the company to quickly adapt to changes in the market, which can put it at a disadvantage compared to smaller, more agile competitors.
Opportunities:
The consumer goods industry offers significant growth opportunities, particularly in emerging markets where there is increasing demand for consumer goods products. Unilever can leverage its global presence and strong brand portfolio to expand into new markets and capture a larger share of the market. Additionally, the growing demand for sustainable and ethical products presents an opportunity for Unilever to differentiate itself from its competitors and attract new customers (Peattie, 2016).
Threats:
Unilever faces several threats, including intense competition from established players in the consumer goods industry such as Procter & Gamble, Nestle, and Colgate-Palmolive. Additionally, the threat of new entrants is a concern, as the barriers to entry in the industry are relatively low. Unilever's dependence on a wide range of suppliers for raw materials and ingredients also means that fluctuations in commodity prices can impact its profitability (Lieu, 2021). Finally, the threat of substitutes in the consumer goods industry is significant, as consumers have a wide range of options to choose from.
[bookmark: _heading=h.17dp8vu]Recommendation
Based on the SWOT analysis of Unilever plc, the following recommendations can be made for the company to leverage its strengths and address its weaknesses, take advantage of opportunities, and mitigate threats for future growth:
Leverage the brand portfolio:
Unilever has a strong brand portfolio with well-known brands such as Dove, Lipton, and Knorr. The company should leverage these brands to expand into new markets and capture a larger share of the market. Additionally, Unilever should continue to invest in innovation and technology to improve its products and operations and stay ahead of its competitors (Lawrence, Rasche and Kenny, 2018).
Focus on sustainability:
Unilever has a reputation for sustainability and ethical business practices, which has helped it to attract consumers who value these attributes. The company should continue to focus on sustainability and develop products that meet the growing demand for sustainable and ethical products (Lieu, 2021). Additionally, Unilever should communicate its sustainability efforts to consumers and stakeholders to enhance its brand reputation and attract new customers.
Expand into emerging markets:
The consumer goods industry offers significant growth opportunities, particularly in emerging markets where there is increasing demand for consumer goods products. Unilever should leverage its global presence to expand into new markets and capture a larger share of the market. The company should also tailor its products to meet the specific needs and preferences of consumers in these markets.
Mitigate commodity price fluctuations:
Unilever's dependence on a wide range of suppliers for raw materials and ingredients means that fluctuations in commodity prices can impact its profitability. The company should develop strategies to mitigate these risks, such as diversifying its supplier base, entering into long-term supply contracts, and implementing price hedging mechanisms (Chen, Lee and Tang, 2022).
Address weaknesses in agility and adaptability:
Unilever's size and complexity make it difficult for the company to quickly adapt to changes in the market. To address this weakness, the company should focus on developing a more agile and adaptable organisational structure. This could include creating cross-functional teams that are empowered to make decisions quickly and implementing a more flexible supply chain.
Intense competition:
Unilever should focus on product differentiation and innovation to stay ahead of its competitors. The company can invest in research and development to create new products or improve existing ones. Unilever should also continue to leverage its strong brand portfolio to build customer loyalty and increase brand recognition.
Substitutes:
Unilever should focus on building strong brand recognition and customer loyalty to mitigate the impact of substitutes. The company can also invest in research and development to create new products or improve existing ones to meet changing customer needs and preferences.
Unilever should continue to focus on innovation, sustainability, and differentiation to maintain its competitive position in the consumer goods industry. The company should also continue to expand into emerging markets and communicate its sustainability efforts and achievements to build trust and brand loyalty with customers. Unilever should also consider alternative sourcing strategies to mitigate the impact of commodity price fluctuations and invest in building strong barriers to entry for potential new competitors. By following these recommendations, Unilever can position itself for continued growth and success in the future.
[bookmark: _heading=h.3rdcrjn]Conclusion
In summary, Unilever plc's performance is influenced by both internal and external factors which are analysed through the PESTLE, Porter, and SWOT techniques. The macro-environmental aspects of economics, social trends and technology were underscored in the PESTLE analysis as important for understanding consumer goods industry trends. The competitive landscape was illuminated through the Porter analysis with differentiation strategies suggested for Unilever to consider vis-a-vis its competitors. Finally, a comprehensive evaluation of strengths weaknesses opportunities threats (SWOT) guided recommendations for optimising opportunities while reducing threats facing the company. Overall, the thorough analysis of Unilever's internal and external factors using various techniques provides a comprehensive understanding of the factors that impact the company's performance and highlights potential areas for improvement and growth opportunities. Unilever has a strong brand portfolio and a global presence that it can leverage to continue to grow and succeed. The company should focus on innovation, sustainability, and differentiation to maintain its competitive position in the industry. Expanding into emerging markets, communicating sustainability efforts, and investing in research and development are some of the key recommendations for Unilever to consider. By taking into account the insights provided by the three models and implementing the recommendations, Unilever can position itself for continued growth and success in the future.
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