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[bookmark: _heading=h.gjdgxs]Introduction [bookmark: _heading=h.30j0zll]Unilever, a multinational company known to all with their daily necessary products, is a UK-based company and the headquarter is in London. This global company serves home care products, food and refreshments, and beauty products. The most profitable sector of the company is its beauty product but the homecare sector is also gaining profit fast. The company was established in 1930 with the collaboration of the Margarine Uni & Lever brothers (Kahya, and Seneler, 2018). This company worked in approximately 190 countries in the world for more than 100 years with their best service products. Their innovative works on the products is a main key feature of their worldwide business, and that makes a good effect on society too. With 400 brands all around the world, Unilever is considered one of the topmost FMCG companies.  With the outbreak of the pandemic selling units of this company are also affected. During the pandemic time, the demand-supply chain is also attacked and as a result, the profit margin also decreased, so all other companies during covid period pushed themselves to cut off their manpower to survive in the market, Unilever concentrates on corporate social responsibilities programs in various countries, through which the company created more job opportunities and the area wise survey for their further marketing plan. During covid time the company with the collaboration of Economic Forum and many more NGOs try to check that their products should reach the needy people in their need. The company with many campaigns encourages people to follow the covid protocols and keep themselves away from the covid. At present, the biggest achievement of the company is that the company has obtained the brand Paula's Choice, a digital skincare brand. Hence The author aims to provide the details on the company's SWOT analysis, external analysis like PESTLE analysis, various theories, and covid19 impacts on the company.
[bookmark: _heading=h.1fob9te]Internal Analysis[bookmark: _heading=h.3znysh7]SWOT Analysis of Unilever The art of marketing is an undeniable part of managing the end-to-end process in any organisation. The SWOT analysis of the worldwide reputed consumer goods-based company, Unilever, is discussed here in detail in keeping all the nook & corners regarding this management theory and its struggle during the Covid 19 pandemic. SWOT Analysis is a planning process that helps a company tackle any current as well as upcoming challenges along with assisting to determine its inner strengths, opportunities, threats and weaknesses (Ugolkov et al., 2020). This type of analysis is performed basically before starting any planning regarding the company. There are a few pivotal steps by which a company can perform this analysis strategically. Companies should always look for their strengths and weaknesses simultaneously. The next step is a detailed internal analysis. Identifying the possible threats of the company becomes necessary for the successful implementation of any desired action plan (Rosário and Raimundo, 2021). Next, the SWOT analysis should be taken into consideration for constant re-evaluation. This analysis uses mostly the question & answer process to come to the final report of any research.
Unilever, the very name itself, does not need any introduction. It is a worldwide reputed brand. This multinational company which is based in London takes the help of this Swot analysis for better performance continuously. This company is one of the largest producers of soap, foods, cleaning agents, personal care & beauty products, condiments and many more (Benzaghta et al., 2021). This company handles their internal as well as external business so efficiently that people believe them even closing their eyes. In the process of improving its market position, this brand uses the SWOT analysis to assure its market position with its strong managerial techniques. 
Strengths: Unilever operates its business in almost more than 190 countries making them a worldwide brand. It has different levels of brands to satisfy the needs of the local as well as the international customers for which they incessantly perform the SWOT analysis process. Continuous analysis of their market value brings the products a different level of trust. Their flexible pricing and adept handling in the distribution segment bring the necessary sharpness to their managerial edge (Premec and Guzovski, 2021). They have strong marketing policies that help their brands even maintain the local flavour keeping the worldwide customers' demand in mind. Their excellence in using the CSR initiatives raised their economic scale worldwide.
Weaknesses: Among the weaknesses of this company the issue of price rise in the competitive market and the use of substitutable products in different countries should be more in use for gaining a stronger position in that present nerve-choking market. When many brands started using eco-friendly products, they had to keep in mind that aspect too.
Opportunities: In the SWOT analysis the opportunities of Unilever company hold an immense value as it primarily depends on the geographic expansion, improvement of their products, maintaining better communication locally as well as global employees and the target market and many more. During the pandemic, the common people have become more health conscious. So keep in mind this company started delivering more hygienic goods, both locally and globally. The more environmentally-friendly sustainable products started to overpower their target consumer which continually increased their brand value and the ability to compete with the ongoing and prospective competitors tactfully (Tien, 2019). They had to keep in mind the latest strategies of the competitors in the market like Nestle, Colgate, Henkel, L’oreal and many more. The last step of the SWOT analysis is analysing the threats in future. Even P&g and Kimberly Clark are the main competitors who gave worthy competition to Unilever during the pandemic situation.
Threats: Different issues are responsible for the possible threats like government policy change, competitors' new managerial policies and so on. With the huge economical crisis, the buying capability of the local customers started decreasing at an alarming rate which they had to manage with proper strategy (Pandey et al., 2021). Some small companies overpowered a few local markets with low product prices that were quite unavoidable during the pandemic crisis a lot.
By keeping its brand value even during the Covid 19 emergency this company performed excellent performance by the SWOT analysis technique by evaluating its strengths, weaknesses, competitors, and market threats, the author has successfully emphasised the recent as well as the prospects of its market position (Cheng, 2021)
[bookmark: _heading=h.2et92p0]External Analysis[bookmark: _heading=h.tyjcwt]PESTLE Analysis of Unilever Unilever is a business organisation which is based in the United Kingdom. Unilever has more than 80 brands in its market. Unilever business organisation's total employee number is 6,000. Unilever's business organisation PESTLE is analysed in the below part. PESTLE analysis including Unilever's political factor, economic factor, social factor, technological factor, legal factor and environmental factor are described here. 
Political: The political factors of Unilever are analysed here. Unilever is a business organisation and this organisation has many products container the organisation mostly works with different products which are, Beauty care products, food and refreshment, personal care product and consumer goods products and other products. Mainly Unilever is working on consumer goods because Unilever must follow some regulations which are created by the food management. As well, in the United Kingdom nations, where this regulation is constructed, it is necessary to follow its laws. One of the main political factors of Unilever is the posture of the present United Kingdom government. The United Kingdom government power came about with new rules introducing severe business reforms which create foreign organisations. Unilever faces the result if these rules approach performance. As well, strong governments in the United Kingdom create a regulation which is good for the Unilever organisation. Unilever uses this regulation for their business to become easier to launch organisation-friendly improvements without any refusal to accept resistance. 
Economic: Unilever's business organisation's economic factors are explained here, A business organisation mainly deals with the nation's economy which is the most important part of a business organisation. Unilever organisation also deals with the United Kingdom business market economy. The extra flourishing of the economy is profits. The United Kingdom has a big chance for developing its nation's economy but there are few problems and risks devoted to it. Developed countries tend to trade with ease. Job opportunities are an important factor in deciding the Unilever organisation's business growth and economic development potential in the United Kingdom country. If the United Kingdom country has a huge number of unemployed people who want to work, it can help Unilever cut costs. As well, the population of the locality where the organisation is operating is less and that is why the Unilever organisation is not getting the revenue and is not developing as it should develop. 
Social: Unilever's social factors are described here, As the Unilever organisation is present in more than 120 countries, Unilever has to launch more products which are helpful for the United Kingdom people who are interested in buying their products. Those products need to be marketed in a way that appeals to the population in the United Kingdom countries. Unilever is aware of this which is supported by the fact that most of its advertisements come in different types of language. Also, it has a big scope in the beauty and care segment. The Unilever organisation can produce premium products. This organisation does not look at the caste, creed, or skin colour of people while selling their products. 
Technological: Unilever's technological factors which are facing the organisation are described here, Unilever has to keep place with the current technology to maintain its position in the present market and stay ahead of other organisations in the competition. Improved technology is required to increase efficiency. Cost reduction requires the improvement of operating processes (Khan et al., 2021). Resources should be set aside to launch new products. They can help Unilever to gain and quickly develop a better market position. A setup with working scriaclap can help Unilever save time. For this scriaclap to produce, more products at the same time can Unilever. 
Legal: Unilever has some legal factors which are described here, The United Kingdom organisation Unilever has a big product container with this organisation has over 400 brands. Though Unilever is necessary to protect a huge number of rules and laws (Kulish et al., 2018). Unilever is necessary to preserve its patents also. Fake organisations often use another organisation's patent as their selling point. It creates confusion in the minds of the people. To avoid it requires a strong legal system which can take more precautions and many appropriate measures and provide strong legal protection (Nogal-Meger, 2018). This will create trust in the minds of Unilever's consumers which will earn the organisation's consumer loyalty. 
Environmental: Unilever's environmental factors are explained here, Unilever has successfully positioned itself as an environmentally friendly organisation Unilever. Unilever is working towards the UN’s sustainability goals which will further improve Unilever's business (Siddique and Sultana, 2018). This organisation has to create 100% plastic packaging reusable also, Unilever has to grow and develop special technology to reduce the amount of plastic used. The organisation has a motto of developing a packaging resource that is eco-friendly and is not at all harmful to the environment and the products that they distribute all over the world are known for their eco-friendly packaging. 
Theories 
Money is the main motivation for employees. To what extent is money a significant motivator depends upon their circumstances and the happiness they derive from work. Even for many employees, the feeling of being recognised and respected appears more valuable than money in motivating them.  Motivation becomes an issue of concern for every company and Unilever also emphasised this issue. Motivation is the main key point for Unilever that they can get the best quality of work from their employees. Motivated employees will be able to do their job enthusiastically. When the company will bring down the level of hierarchy that will be enough to decrease the motivation process of employees. Unilever mostly emphasised on psychological needs of individuals to motivate them. Firstly, Company noticed the employee's self-actualisation. It means the personal growth and fulfilment of employees. Secondly, employee achievement, status, responsibility and reputation are priorities of Unilever. Employees' families, affection, relationships and workgroups all are the company's responsibility because they are all related to employees' work energy. Unilever is very much protective of their employee's safety, security, limits and stability. The company even provides cars for women employees of the company. The company is very much aware of its women employees. There are several reasons why companies research theories of employment management. They are - increased productivity, simplified decision making, increased collaboration and so on. There are so many employee and workplace management theories. They are as follows-
1. Scientific employee management theory: This theory was coined by Frederic Taylor. He took this scientific approach to employee management in the last 1800s. His principles were mainly on tasks in the company. Taylor recommended simplifying tasks to get more and more productivity. This theory focuses on achieving maximum employee efficiency. Principles of scientific theory.-.Select methods on science not a rule of thumb, assign workers jobs based on their aptitude, Monitor worker performance, properly divide the workload between managers and workers, and a brief history of scientific management theory (Zeithaml et al., 2020). This theory is not aware of an individual’s humanity. So this theory is not used by Unilever.
2. Administrative employee management theory: Henry Fayol, a senior executive has proposed this theory. Fayol mainly believed in the five main functions of leaders- to forecast, plan, coordinate, command and control. This theory refers to the employee’s freedom. He proposed certain workgroups where many activities are performed. He believed that effective management should emphasise productivity. The main principles of this approach are a division of labour, authority, discipline, unity of command, unity of direction, subordination of individual interest remuneration, centralization, line of authority, order, equity, and stability of tenure.  They will be never forced by the company but they should follow their responsibility and Unilever follows this theory. This increases the work input. 
3. Human relation theory: This theory mainly focuses on individual needs and the resultant behaviours of individuals and groups.  The formal elements of an organisation are their structure. These should be the keynotes to the company on how to create an individual job. Individual interaction within the group is most important. This theory proposes many proposals. Focus on people rather than machines. The company’s environment should not be the social context. Human relations are nothing but motivating people. Motivation depends on teamwork. Human relations within teams depend on coordination. and cooperation. And its final aim is to achieve maximum output with minimum input. Elton Mayo developed this theory. Changing working conditions was his first focus. His main testing was a performance improvement. This theory gives rise to more motivation among employees. They can feel the personal attention of the company. This theory multiplies the job output by the employees. Unilever follows this management theory. 
4. System management theory: The system approach is commonly viewed as the foundation of a company's development. Internal and external elements affect the whole system. This theory asserts the organisation’s success depends on synergy, interdependence and interrelations between employees and the company (Teece, 2018). This theory helps organisations to determine the management theory. This theory says how to work together. Unilever follows this approach.
5. Contingency management theory: This theory was developed by Fred Fiedler. This theory mainly focuses on a leader's traits. In any situation, a good team leader can manage every employee. An employee should follow the direction of the team leader. A good relationship between the group members and their team leader can achieve a good task as well as a good profit for the company. 
[bookmark: _heading=h.3dy6vkm]Covid-19 Impact on Unilever Unilever is one of the biggest companies in the United Kingdom. Unilever is a UK-based MNC (multinational company). The headquarters of Unilever is in London. Unilever's products are food, herbal and condiments products, ice cream, beauty, and personal care products, cleaning products, packaged pet food, tea and coffee products, tooth care products, supplements and minerals products, home care products, and so on. Unilever's soap product is the largest procedure in the whole world and this company’s soap and other essential products are accessible in 190 countries in the world. Unilever has 1,49,000 employees in the survey of 2022. The covid pandemic is already changing the world’s economical structure. The economic structure is breaking down suddenly. Hence this biggest MNC Unilever also faced this economical breakdown during this covid period. During this pandemic, the demand or order for these Unilever products and services has considerably decreased and the company has shown a great reaction to this pandemic situation.
Unilever's food products are decreasing as customers focus on buying household products. The soap products are increasing due to consumers' demand. Because during this covid pandemic maintaining hygiene is the most important. There are no proper medicines or proper vaccines which can stop this pandemic. Only maintaining proper hygiene, keeping a safe social distance, and washing hands with soaps is the only way to prevent this corona. For this reason, soap and home cleaning products are high in the whole world during this covid 19 pandemic. That's why it automatically creates a demand for soap, hygiene, home cleaning products, and vitamin products. Customers use vitamin capsules to increase their immunity power to prevent the coronavirus. From the data, the consumers are also interested in beauty and skincare, and personal care products, including shampoo, and toothpaste.
For customers' demands, the company decided to add a variety of these products for the company's growth. In this situation, the company is implementing community social responsibility (CSR) programs in several countries. when the economical situation is breaking down in the whole world, this is a great moment to carry out this CSR program which can be opening new career opportunities and can improve the knowledge in people about the prevention and dangers of covid 19 in the whole world, as well as improving the community's welfare by this various community programs. This corona has changed the world in the blink of an eye. The companies, corporate sectors, and foreign and the worldwide business market will never be the same as before because of this deadly corona pandemic. 
Unilever has successfully gained achievement and strengthened the livelihoods of millions of people in the world even in this life-threatening global pandemic situation. However, Unilever company wisely takes constant endeavour on electronic media, digital media, and print media like radio, television, various social media(Facebook, Instagram) various print media (newspaper, magazines) advertising through safe and hygienic product packaging. The biggest strength of Unilever is the strongest brands of customer goods in more than 190 countries worldwide. The advantage of Unilever is to allow the company to enter the markets and profitably compete against other Unilever competitors. Hence Unilever will build community engagement and will create social support by stimulating positive social industrialism. Unilever learns how to improve Unilever's limitations from other companies' advantages. Unilever does more encouragements and promotions during this covid like hygiene products to kill germs and bacterias and personal care products. In these wise steps, Unilever has increased its brand reputation worldwide during the pandemic period. Therefore Unilever must offer the best service to the company's consumers to avoid the customers from feeling infuriated. This is the overall impact of covid on  Unilever.
[bookmark: _heading=h.1t3h5sf]Conclusion The author of this report has provided a detailed analysis of the organisation named Unilever. The author has tried to give an analysis of the company, its organisational structure and the operational procedure as well. The author has also tried to give a detailed analysis of the internal environment of the organisation through the SWOT analysis tool that portrays the strengths, weaknesses, opportunities and threats of the organisation and will give a pathway to its further development. The author of this report has described the external environment of the organisation through the use of a PESTLE analysis tool that projects the political, economical, social, technological, legal and environmental fronts of the company. The author also provided various theories regarding the operational and the human resource elements of the organisation that in turn provide the very basis of the operating procedure of the organisation. Finally, in this report, the author has tried to portray the impact of the covid-19 pandemic on the company and how the company is getting over the losses that it faced during that era. The author therefore in this report has produced a detailed description of the organisational, operational as well as various environments that are affecting the organisation internally as well as externally. 
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