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Unilever PLC is a British multinational consumer goods company founded on 2nd September 1929. Additionally, Unilever has headquarters in London, England. In addition, the consumer brand Unilever engaged 127,000 employees in 2024 worldwide and increase the net income of €7.140 billion. As stated by Petruzzi (2023), Unilever PLC earned 60,073 million Euros in 2022, which has been increased from 52,444 million in 2021. This has aided Unilever in earning 75.266 billion of total assets in 2023.
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Figure 1: Annual revenue earning of Unilever PLC
(Source: Petruzzi, 2023)
However, the globally renowned consumer brand Unilever is a public limited company. Additionally, Unilever offers a wide range of products such as beauty products, baby food, cleaning agents, energy drinks and hygiene products. Relatively, Unilever diversified the food range with an inclusion of pet food, soft drinks, tea and pharmaceutical products. Furthermore, the company has been organised into five business groups such as beauty and wellbeing, home care, personal care, nutrition and ice cream segments. In addition, Unilever fostered the goals of making a sustainable future through diminishing the harmful impact of social and environmental issues on the environment, society and organisation (Unilever, 2022). However, the mission statement of Unilever is to ‘increase life’s vitality’
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PESTEL analysis to identify the business environment issues specific to Unilever PLC
Political 
UK has a stable political government, whereas withdrawal of UK from European Union was popularly known as the Brexit, which affected the cross-border trade largely. According to Trefis (2016), political turmoil occurred which affected Unilever UK with a significant issue of pushing 10% increase on the prices of top-selling products. This was done with the vision of offsetting higher costs of imported commodities and ingredients due to the drop in value of sterling. 
Economical 
As opined by Askew, (2020), Unilever embraced the economic downturn after the unexpected emergence of the COVID-19. Particularly, the market in which Unilever operated was expected to experience a steeper drop of 2.3%. Additionally, Unilever reported that six-month sales of €25.7bn, down with 1.6% with an organic sales decline of 0.1%. 
Social
Unilever’s commitment to responsible business practice affected the operation of Unilever UK to involve deeper insights on research and development to ensure nutrition and hygiene within the product range (Unilever Environmental and Social Report, 2023). This focus on nutrition and hygiene affected the business with additional cost in order to review the food products through ‘Nutrition Enhancement Programme’.
Technological 
The continuous technological advancement in the sphere of multinational operation directly affected the demand of customers. Precisely, due to development of technology wide range of information regarding competitive products are accessible to the target audience of Unilever, which was influencing customer churn rate. Hence, to mitigate such issue of customer switchover, Unilever focused on implementing quick customer turn-around system to queries and feedbacks, which levelled up the engagement of customer with the brand.   
Environmental 
Sustainability has been a key factor in the sphere of contemporary business operation, which influenced the issue of developing sustainable functioning and operating to reduce the carbon footprint generated by various operations and functioning. Hence, it has been assessed that to mitigate such issue Unilever focused on shaping radical product innovation and deeper partnerships.  As reported by Unilever (2022), climate change has been a crucial environmental issue that gained attention of Unilever UK. Consequentially, Unilever concentrated on taking action on the business and value chain to accelerate the transition to the net-zero economy. 
Legal  
In 2015, Unilever PLC particularly identified that within the operational sphere of the multinational company discrimination was identified as the key issue that must be mitigated to avoid legal consequences (Unilever-Human Rights Issues, 2022). Hence, Unilever implemented a code of conduct within the operational sphere of the company to protect the legal rights of the employees and ensure retention of talent for a longer period. 
SWOT analysis tool to identify competitive position and its usefulness to Unilever PLC’s success
The strengths have been discovered and it has been noted that Unilever continually invests in research and development (R&D) to meet the changing needs of the customers and develop innovative products based on market trends (Unilever, PLC 2023). The global presence of the organisation allows it to adapt to regulatory environments related to the controlled consumer goods sector in various nations. The brand portfolio is diverse comprising products across multiple categories such as home care, personal care, food and beauty (Jurevicius, 2023). Petruzzi (2023), has revealed in the report of Statista Research Department that in the year 2022, the worldwide revenue generated by Unilever Group amounted to around 60.07 billion Euros which was an increase of around 8 billion Euros in comparison to 2021.  
The weaknesses have been recognised that are linked with over-dependency on the retailers as both brand reputation and performance depend on the performance of the retailer. The organisation has a network of more than 25 million retailers for selling its products internationally in the FMCG sector (Pioneer, 2021). The analysis suggests that there is a lack of forward integration abilities since the retailers have a considerable amount of control over the sales. Other retailers have developed private label brands thereby competing against the products offered by Unilever (Naidu, 2024). The report of Pioneer (2021), has revealed that the turnover of Unilever in the year 2020 was around €51 billion but gained 58% of the total turnover from the emerging markets. 81% of Unilever's brands have attained the position of top two in these markets. 
The opportunities lie in maximising on the opportunities presented by e-commerce and online shopping. Unilever has been exploring the prospects of direct-to-customer sales allowing it to gain improved control over distribution and pricing. As stated by Pham (2021), the FMCG giant disclosed that e-commerce sales surged resulting in 9% of total sales in the year 2020 when the business grew rapidly since it was capable of capitalising on the online demand for products due to the nationwide lockdown. The threats are linked with the exposure to alterations in currency exchange rates as currency fluctuations affect costs, revenue and profitability (Unilever, 2023). The organisation has been formulating strategies to manage currency-related risks through price optimisation, hedging and cost management. Currency exposure is also managed within the prescribed limits and by utilising forward foreign exchange contracts allowing the company to conduct its business successfully. 
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It has been concluded that Brexit has restricted Unilever in trading at cross-border regions in European Union. This has resulted in increasing the prices of 10% on the top selling products. Moreover, the COVID-19 pandemic outbreak has created economic turmoil in the global economy, which affected Unilever's operation and sales dropped by €25.7 billion. However, technological development assured Unilever in assessing consumer purchase behaviour for minimising customer churn over rate. In addition, the key strength of Unilever is to invest capital in R&D team constantly for meeting consumer needs. This has benefitted brand in increasing e-commerce and online shopping experiences.
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