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Introduction
 Corona Virus Disease (COVID-19) is a highly infectious disease caused by the newly discovered Corona Virus. The first case was identified in the Wuhan City of China. The disease has then rapidly grown in numbers in every part of the world. The disease was first reported to the World Health Organization in December of 2019. The disease was later declared a medical emergency and then a pandemic in March of 2020. According to WHO statistics, as of November 2020, the total COVID 19 cases were approximately 60 million cases, with about 1.5 million COVID 19 related deaths. The total registered COVID 19 cases are approximately 1.8 million in the United Kingdom, with 62000 deaths registered already (Hoekstra and Leeflang, 2020). The impact of COVID 19 spread has heavily been experienced by many economies globally, with governments implementing different measures to curb the pandemic's further spread. Such measures included lockdowns, curfews, closure of business entities and schools, as well as other social measures such as handwashing and social distance. Businesses closed down as their customers locked themselves up in fear of the pandemic. The COVID 19 has, however, prompted remarkable emergency in different business entities across the continent. Business operations are slowly returning to normalcy.  Different business entities that were highly hit by the COVID 19 impact have found methods and came up with measures to ensure they operate even in these periods. Hotels and schools are also slowly opening in many countries as the government instills different measures to curb the spread, ensuring normal day to day activities. 
Unilever is an international company that produces foodstuff such as drinks and cleaning reagents, and personal care products such as sanitary towels and beauty products. The company's headquarters are based in the United Kingdom with branches in many countries around the continent. Unilever has branches in over 190 countries (Sinha, Sawaliya, and Sinha, 2020). The company was founded in 1929 and today owns over 400 different product brands. The leading company product line is its personal care segment. Unilever is the biggest soap producer in the world. In 2019, the company raised revenues adding up to approximately 59 billion U.S. dollars (Rowan and Galanakis, 2020).   The company offers employment to approximately 160000 employees (Siddiquei and Khan, 2020).  It is not only a source of livelihood to the many employees but revenue generators as well as providers of consumer goods to their customers. 
Like all the other business organizations, Unilever was also highly impacted by the pandemic's growth in different countries. The impact was greatest in their branches in China and Italy since they were highly affected by COVID 19. 
COVID 19 Impact on Unilever Company
Almost all companies were impacted by COVID 19 pandemic. Unilever has an added advantage of diversification and hence a high probability of riding out of the crisis. Different Unilever brands will help mitigate losses (Rowan and Galanakis, 2020, p.3).   For instance, sanitizers were highly used in fighting COVID 19. This increased the demand and sales of the brand. The company produced more, increasing the profits from the brand. Other products such as toiletries were purchased in bulk as the government enforced lockdowns, which positively impacted the company's sales.  Ice creams and other leisure foodstuff were highly demanded people to consume at home. House washing products demand increased as people worked from home.
However, some product lines witnessed a near cessation of their demand. As people worked from home, there was less need to maintain their hair. This led to reduced demand for hair products such as deodorants and shampoos. There was a drastic reduction in out of home food and ice cream consumption. In general, COVID 19 led to changes in consumer demand patterns and the market as the disease had different severity in different countries (Rowan, and Galanakis, 2020, p.3).  
Measures Adopted by Unilever to Curb COVID-19
The company, through the CEO, Alan Jope, published a set of actions to help protect their employees, consumers, and their stakeholders from the spread of the disease (Sinha, Sawaliya, and Sinha, 2020, p.2). They also came up with measures to ensure the company's survival in the market during the crisis. 
Social changes
The company issued a ban on all international and domestic air travel. Any booked flights were canceled unless they were return bound. As noted by WHO, air transport was the key channel for transmitting the virus from one country to the other and across continents. Reduced air travel lowered the possibility of exposure of their workers to the pandemic (Höhler and Lansink, 2020). Although this was an important measure, it just had a short-term effect as the country soon announced its first case, and the risk of exposure became inbound rather than from other countries. 
As earlier stated, Unilever employs thousands of workers in different company sites all around the world. To lower the interaction among the employees in a particular company site, an employee was only supposed to work at their principal location. As COVID 19 is spread from one person to the other through droplets from an infected person, reduced interaction lowered the risk of contracting the disease if one of the employees was infected (Siddiquei and Khan, 2020, p.3). It also ensured controlled spread in case persons from a particular department were infected. This was an effective measure as even WHO advocated for reduced social interactions to curb the spread of the disease. Disease contraction tracking was also made simpler.
The World Health Organization released a set of measures that were to be followed to curb the spread of COVID 19. The measures included compulsory isolation of persons with COVID 19 symptoms and staying home for cold and flu-like symptoms. In line with these regulations, the company adopted rules to ensure these measures were observed. This helped in curbing the spread of the disease 
Unilever company also instilled rules concerning this as one of the measures of curbing the spread of the disease. Unilever insisted that for any person to visit the Unilever site, he or she must get approval from the site leader (Hoekstra, and Leeflang, 2020, p.2). The site leader in assistance with another person was responsible for ensuring that any person entering the site was disease free. This worked to the advantage of Unilever as the firm did not expose its employees to this deadly disease.
Environmental measures
[bookmark: _Hlk58574482]To keep the company running smoothly, conferences and meetings ought to be available. Since COVID 19 is spread through people's interaction, the company had to reason out and come with possible and practical ways of conducting these conferences (Sinha, Sawaliya, and Sinha, 2020, p.4). With this, the company had to strictly allow meetings and conferences of people not more than 20.
As earlier stated, Unilever employs thousands of workers in different company sites all around the world. To lower the interaction among the employees in a particular company site, an employee was only supposed to work at their principal location (Siddiquei and Khan, 2020, p.4). As COVID 19 is spread from one person to the other through droplets from an infected person, reduced interaction lowered the risk of contracting the disease if one of the employees was infected. It also ensured controlled spread in case persons from a particular department were infected. This was an effective measure as even WHO advocated for reduced social interactions to curb the disease's spread. Disease contraction tracking was also made simpler.
Technological Measures
To reduce the interaction of employees hence controlling the spread of the disease, the company had to come up with a technological mode of running their activities and daily duties. The company advocated for working from home techniques whereby all office-based employees globally were not expected to show up in their offices rather than use the internet to conduct their respective duties (Rowan, and Galanakis, 2020, p.4).  However, employees of Unilever are both young, and the aged and some might not be well knowledgeable on how to use the internet, and for this matter, they had to report their cases and be approved by the General Manager
Since Unilever is a manufacturing industry, interactions are not only among employees but also among employees and customers. Proper measures had to be put in hand to reduce these interactions during the purchase of products. Field employees were expected to make virtual connections with customers whereby they were to use the official website of the company in making orders (Pant, and Ramachandran, 2017, p.667).  Even though this was successful, it faced challenges as some employees and customers were computer illiterate. 



Economic measures
Consumer goods manufacturer Unilever has implemented different economic oriented measures to curb the impact of COVID 19 on their consumers, suppliers, and retailers as well as their employees.
Globally, Unilever contributed over 100 million dollars in donations of soaps, sanitizers, food, and cleaning products to support those that were highly impacted by the pandemic. The company also donated approximately 50 million dollars donation in soaps and sanitizers to the COVID Action Platform of the World Economic Forum (MacNeil and Esser, 2020).  In as much as these are donations to the communities, these are a show of goodwill from the company to the consumer, which not only promotes the brand name of the company but also ensures customer loyalty even in times of crisis like these. It is a form of advertising the brand to the existing as well as the new customer base. This is an effective measure as it not only ensures the loyalty of the existing customers but lures in new customers growing the sales of the company.
To caution their suppliers from the effect of COVID 19 pandemic, Unilever extended credit services to small business which rely on the company. This ensures that the small businesses stay afloat, guaranteeing stability in the company sales even during the pandemic (Jurietti, Mandelli, and Fudurić, 2017). It also protects the livelihoods of the business owners and the employees. A stable market means profits to the company; hence this is an effective measure employed by the company.
The company also introduced a sanitizer production line to supply the in high demand hand sanitizers. This not only diversified the company even more but also provided alternative income for some of the poorly performing product lines, ensuring almost constant sales and profits during the COVID 19 crisis.
Political measures
Unilever is combining efforts with the United Kingdom Department for International Development to provide funds for the implementation of a global hygiene campaign that will promote measures to prevent further spread of the novel Corona Virus. The campaign aims to reach more than 1 billion people (MacNeil, and Esser, 2020, p.7). This means that more people will become aware of the brand. This is a form of brand promotion that increases the value of the brand.
Legal measures
The World Health Organization gave guidelines that were to be followed. The different government enforced them as rules, e.g., curfews and lockdowns. To ensure that the workers didn't break these rules, the company reduced the operating hours to allow workers to be home before curfew hours (Biancotti, Rosolia, Venditti, and Veronese, 2020). Workers aged above 60 years were also allowed to work from home as per the government regulations. 
Recommendations and the Effectiveness of the Measures
COVID 19 rampantly ravaged businesses, and only business organizations that were swift to respond to its impact and come up with measures to control the spread were able to stay afloat. Unilever was fast to adopt the discussed measures in different branches across the world, and though some of their branches closed down amidst the crisis, the majority survived the heat and ensured that the profit levels of the company were not ruined by the negative impact of COVID 19. According to the Unilever Q3 results, recently released by the CEO, the companies underlying growth accelerated compared to Q2 results. Online channels grew by approximately 80%, while emerging markets grew by 5.3%. Beauty and personal care products grew by 4%, and home care product sales grew by 6.7%, while food and refreshments sales grew by 3.7% (Unilever Trading Statement Third Quarter,2020). These numbers indicate that the adopted measures amidst the pandemic were a success. With the increased adoption of these measures, such as donations, the results could have been even more significant. The company could also have introduced a sale promotion where they would give discounts and extra packages to those who bought in bulk. The company should also invest heavily in-home delivery to consumers. This was highly effective as most people were working and staying home all day. This would even lower interactions in public places lower COVID 19 spreads in countries with Unilever branches.
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