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1.0 Introduction
Culture is an ambiguous term which refers to an abstract concept; culture is an integrated set of the customs, beliefs, norms, values and practices by a community which comprise the people from the same cultural sphere (Martins & Terblanche, 2018). However, organisational culture is simply the culture of an organisation where the organisation is deemed as a single community and the people, practices, norms, values and customs of the organisation forms the culture for that particular organisation. Understanding the organisational culture is very important for effective and efficient management; besides, every employee should know the organisational culture to be an integrated part of the organisation. 
In this report, the culture of a selected organisation will be analysed from a critical point of view to present a clear understanding of the term organisational culture from a real-life context. For this report, Unilever is selected as the organisation and the report will be composed from its milieu because the writer has familiarity with this organisation and presumably knows the organisational culture of Unilever to some extent. Unilever is a British-Dutch transnational conglomerate which has its headquarters both in the UK and the Netherland. The company was founded 88 years ago back in 1930 and currently has its operations in 190 countries across the world. It is one of the oldest multinational companies in the world and approximately has 169,000 employees which implies that the organisational culture of Unilever is vibrant, dynamic and diversified (Murphy & Murphy, 2018). In this report, apart from assessing Unilever’s organisational culture, the broader environment of the Unilever plc is also analysed by applying various theories and tools. However, ethics and core values are also some important components of the organisational cultures; henceforth, the ethical stance of the Unilever and its core values will also be evaluated along with the individual evaluation of how the organisation might have influenced the writer as well. 



[bookmark: _Toc520749812]2.0 Critical Assessment of the Workplace Culture of Unilever
Organisational culture or the workplace culture is an intangible concept but its portrayal is very visible amongst the employees, their behaviours, actions etc. Organisational culture varies from organisation to organisation and the culture in any particuar organisation develops slowly. Unilever’s organisational culture will be different from many other organisations and may have some similarities with the others. But, no matter what, the organisational culture of Unilever can be assessed. 
[bookmark: _Toc520749813]2.1 Onion Model of Organisational Culture
For assessing the workplace culture, an American pedagogue Edgar Schein who teaches management in Sloan Business School of MIT has developed a model where he divided the organisational culture in three different levels. These are as follows: 
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Figure 1: Onion Model of Organisational Culture
Source: Schein, 2010
Artefacts and Symbols: Artefacts and symbols falls into the outer surface of the organisational culture and these are only visible components of an organisational culture. Not only the internal stakeholders such as employees can see this sphere of the cultural model but also the external parties can see that sphere as well. Almost every organisation has a workplace setting where the employees work for the organisation and the way this setting is arranged i.e. the exterior design and the interior design is the part of the organisational culture which is visible (Schein, 2010). The way employees dress in Unilever is also another artefact which resembles the company’s culture. For instance, in Unilever the employees are not forced to wear formal dress everyday rather they can wear flexible dresses as per the weather which seems decent. But, when a formal meeting or the presentation is due, then the employees are told to wear formal. The registered logo, trademark etc can be deemed as the symbols which also reflect the organisational culture to some extent. The work setting of the Unilever is quite colorful as there are paintings and the photographs of the teams working together are hung in the wall of the office. Moreover, there are greeneries which brings a serene environment in the office and please the eyes of the employees and the visitors in the work setting as well. 
Espoused Values: Espoused values is the middle sphere of the organisational culture model and it is intangible in nature. Espoused value refers to the strategies an organisation make and implement, core values which the company believes in and the principles which it sticks to. Unilever is a multinational company and its strategies are quite universal in nature and which can be applied in the international arena as well. However, strategies in different countries may differ as per the policy and state of the business (de Chernatony & Cottam, 2012). Core values are the major concepts about which a company is devoted and core values differentiate a company from another. As Unilever is a FMCG brand, its core value is to always work with integrity for making continuous improvement and to enhance the lives of the people related with Unilever. In the workplace, every employee is keen to give their best efforts to ensure the highest quality so that the values of the company get uplifted and the lives revolving around the company such as suppliers’ or the consumers’ ones get enhanced. Another core value of the company is to make positive impacts on the peoples’ lives and thus Unilever also make their employees aspirant to the long-term goal of the company.  
Assumptions: Assumptions are somewhat critical component of the organisational culture and cannot be seen or even felt in the conscious behaviour. The employees of an organisation and the way they interact between each other and with the external people sometimes reflect the embedded assumptions of an organisation which is deeply rooted in the heart of the employees and the ones related with the organisation (Johnson et al., 2016). The way a visitor is greeted in the organisation is the assumption component of the Unilever’s organisational culture. The way teams are formed and interact between each other is the assumption of Unilever’s organisational culture. 
[bookmark: _Toc520749814]2.2 Hofstede’s Organisational Cultural Dimensions Model
The Unilever’s organisational culture can also be critically analysed through the organisational culture model devised by Leon Hofstede. 
Process vs Result: Unilever’s organisational culture values getting the job done more than the keeping the processes right. It implies that Unilever emphasizes more on effectiveness of their operations than the efficiency. Sometimes, ensuring the processes are right cannot get the surety of making the end result right as well. Unilever values more on getting the best end result whatever the processes are (Hofstede, 2012). Therefore, there are flexibility in the work setting of Unilever which defines their organisational culture as well. 
Employee vs Job: Unilever is quite employee oriented and very empathetic to the employees. The organisation pays remuneration above the minimum standards according to any country’s legislation and also treat their employees better through intrinsic and extrinsic motivations. The mid-level and upper level managers try to motivate the subordinates and peers rather than dictate them for getting the jobs done. 
Parochial vs Professional: Unilever’s culture falls into the professional type in Hofstede’s dimension because there is enough scope for keeping the work-life balance for the employees. The employees can have their identity from the outside of their organisations which implies that job is not their only focus. 
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Figure 2: Hofstede’s six dimension of organisational culture
Source: Hofstede, 2016
Open system vs Closed system: The system of Unilever is not closed rather open enough as the communication flow is quite frequent between the different levels and departments as well. Unilever already has more than 169,000 employees across the world and lots of new employees are getting in every year (Hofstede, 2016). If the system was closed and very rigid, then it would be quite difficult for those employees to get along. 
Loose vs Tight Control: The culture of the Unilever cannot deemed as the loose control and neither be called as the tight control. Rather, the Unilever’s culture falls somewhere in between where the employees are trained and developed to be controlled in their behaviour and actions as they are representing the organisational as well. 
Normative vs Pragmatic: Once, Unilever’s culture was pragmatic as they were solely customer and market focused. But, now they have their long-term visions and missions to achieve and also have core values and principles on which they depend quite a lot. Therefore, the culture of Unilever is quite normative now-a-days than being pragmatic. 
[bookmark: _Toc520749815]3.0 Critical Evaluation of Unilever and the Broader Environment in Which it Operates 
Environment refers to the surroundings and anything belonging to it which have direct or indirect impact on an object or an individual. Businesses are also a part of environment and no business can exist without environment. The environment in which the business belongs to is called business environment and this environment can be classified into broader or macro environment and narrower or micro environment (Ambler & Barrow, 2016). Macro environment comprise of some environmental factors which are generic in nature and affect every business to some extent. As Unilever is a multinational company and have widespread operations of its own, therefore, it gets affected by the environmental factors more than its other smaller counterparts. However, in this section, the broader environment of Unilever will be evaluated from a critical point of view by using two academic models named as PESTEL analysis framework and SWOT analysis model. 
[bookmark: _Toc520749816]3.1 PESTEL analysis of Unilever
PESTEL analysis is a very popular yet handy framework for analysing the external environment of a business by which it gets affected to a great extent. PESTEL analysis is named by the initials of the environmental factors which are: Political, Economic, Social, Technological, Environmental and Legal. Here are these external factors of environment and how these affects Unilever’s operations and organisational culture: 
Political: Political factors play an important role in the course of doing business for every organisations across the world. Political affairs such as general elections, government policy making etc. are the main issues which work as catalysts for the businesses. Unilever is co-headquartered in both the UK and the Netherlands; henceforth, the political issues of these organisations affect the business performance and the organisational culture of Unilever to a great extent. The UK is going through a political transition due to the Brexit and thus the Unilever has already decided to cease the operations of its UK headquarter (Oliver, 2018). When the Brexit will take place finally, the number of EU employees will get decreased in Unilever plc and the diversification will be reduced to a great extent which will followed by a cultural change in the organisation as well. However, different policies taken by the government can also affect the operations and culture of Unilever; such as the Netherlands government has increased the Value Added Tax (VAT) three times since 2010 which also affect the business of Unilever and its strategic decision making as well. 
Economic: Economy is heavily interlinked with the businesses of organisations; henceforth, any economic events have great implications on the performance of a business and its organisational culture as well. The Europe has faced a haunting economic recession a decade ago which is the biggest after the post-war period and the household consumption has drastically plummeted. Therefore, the performance of Unilever also got affected to a great extent. Unilever had to downsize a lot of employees and the organisational culture also changed a bit as the customary flexibility had to be ceased (Collier & Esteban, 2017). The employees had to work more and the productivity had to increase to face the economic depression.   
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Figure 3: PESTEL Analysis Framework
Source: Johnson et al., 2016
Social: Socio-cultural factors affect a business’ performance and its organisational culture to a great extent. The culture in the UK has been changing as the average age of the population is increasing and the life-expectancy rate is getting higher proportionately. As Unilever is a FMCG company the values and norms of the society have to be prioritised by the organisation. For example, the ‘Sara Lee’ brands product had to be modified to meet the unique demands of the ageing segments of the customers. Furthermore, the ageing population also imply that the number of employees is in shortage which can be a potential problem for Unilever. 
Technological: The technology of the world has been developing at an exponential rate and new innovations are taking place almost every day. Thus, the business and organisational culture is getting affected by the technological changes to a great extent. The rise of the social media has changed the perception of the customers and the advertisement or impression policy of a company drastically. Moreover, the cloud computing, wireless connections etc. has made the works easier for the employees; hence, employees can work from far away of the office. Due to technology, supply chain management, procurement and distribution around the world etc. has been made easier as well (Schaltegger & Burritt, 2018). 
Environmental: With the advancement of business, the environmental effects are getting more significant day by day. The ecological environment of the world is getting vulnerable due to the byproducts of the production and farming. Therefore, Unilever’s operations are subject to the environmental change as well. However, Unilever is showing rising interest in environmentalism and protecting the environment is one of the core principle of the company. One of the major supply location of Unilever is Africa and the company has started providing environment knowledge to the farmers of that area so that the environment remains protected and balanced. Besides, Unilever has to comply with the European Union Emissions Trading System (EU ETS) which has been established for reducing the carbon emission by the manufacturing and production of the companies (Murphy & Murphy, 2018). 
Legal: There are various legislations and legal issues under a legal framework within which the business has to be operated as well. Unilever has to comply with numerous legislations and these legislations vary from country to country. If there is any breach or violation of law, then the company has to compensate or be penalized which is injurious to the performance and organisational culture of the company as it jeopardizes the goodwill of  Unilever  plc has to comply with both the legislations of the UK and the European Union as well. But, as the UK has been stepping out from the EU belt, therefore, the company can now get rid from the legal pressures of the EU. 
[bookmark: _Toc520749817]3.2 SWOT Analysis of Unilever
SWOT analysis framework basically analyse the internal environment of a business and here is the SWOT analysis of Unilever: 
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Figure 4: Unilever’s Logo
Source: Unilever Global Company Website, 2018
Strengths: One of the major strength of the Unilever plc is the global presence of the company which makes it an acclaimed brand to the customers. A huge number of employees from a diversified background and a vibrant organisational culture is also another strength of Unilever by which it can get strategic competitive advantages over the competitors (Ivancevich et al., 2010). 
Weaknesses: According to Murphy and Murphy (2018), the widespread product portfolio comprising an array of diversified product is a weakness for Unilever as the marketing and strategic efforts can get dispersed. Unilever has mainly four broad category of products- food, cleaning agents, toiletries and beverages and under these four categories they have more than 400 brands of their own. Therefore, they can divest some products in future to consolidate their efforts. 
Opportunities: The technological advancement has been offering greater opportunities for organisations like Unilever. Now-a-days Unilever can exploit the presence of social media for managing their advertisements, marketing and promotions. The company can also get the ‘big data’ and use analytics to predict and track the pattern of the consumer interests and demands and thus work in developing their product and market as well. 
Threats: Major threats for Unilever includes the competitive advantages of the competitors like Nestle, Proctor and Gamble etc. Besides, there are lots of innovations are taking places and if the company cannot keep up the pace and be dynamic, then it will be vulnerable in their business and performance. The scope for farming across the world is getting narrowed day by day and the environment is also getting affected by the operations of the conglomerates. Therefore, keeping the nature protected and maintaining all the operational activities is also another threat for the company (de Chernatony & Cottam, 2012). The consequences of the Brexit can also pose as a threat for the Unilever plc as the economic and political condition will be shaky after the Brexit. 
Due to Unilever plc’s global presence it gets affected by the environmental factors to a great extent. The influence of the external and internal environmental factors cannot be denied and therefore Unilever plc should adapt some strategic actions which might wane off the adverse effects of the environment and capitalise the opportunities that the environment brings in. 
As the political situation is a bit complex now and the effect of Brexit is ongoing Unilever should avoid any risky and uncertain circumstances. Although, Unilever has shifted its headquarter in the Netherlands already but the organisation should be aware of the other consequences such as shortage of competent employees in the UK and opportunities created by the decrease of legislation imposed upon the company by the EU. However, the economic condition is getting increased again after the great depression and thus the consumption rate has been increasing as well. Henceforth, Unilever should target more customers and run effective marketing efforts and strategic efforts to grab more targeted customers and increase its profitability. The technological advancement has provided immense opportunity for the business and Unilever should embrace those such as: social media marketing, advanced supply chain system, analytics for tracking and monitoring the demand and sales etc. Unilever should also put more effort in environmentalism to keep the environment of the world more favorable for the human race and that is why they should aim to sustainable business and supply solutions. And, finally the legislations applicable to them should be complied strictly to avoid any unwanted circumstances.  
[bookmark: _Toc520749818]4.0 Critical evaluation of the cultural and ethical behaviour present in Unilever and evaluation of my own cultural and ethical behaviour in relation to Unilever’s. 
Unilever is a prominent company which is being operated all over the world in more than 190 countries. According to Forbes, Unilever is amongst the top 3 FMCG brand which undertakes huge manufacturing and production every day. But, along with these heavyweights manufacturing and production processes, there is a strong organisational culture which is practiced in the company and strong ethical values as well. Unilever’s core principles include many issues which clear the company’s ethical stances in the business. The company has been actively participating in Corporate Social Responsibility which is one of their major sustainable business goals also. And, the company put emphasizes on workplace ethics and legal compliance as well. 
[bookmark: _Toc520749819]4.1 Corporate Social Responsibility
Unilever’s CSR activities are very reputed and well known throughout the world as the company has been actively engaged in CSR activities for many years. Although, there is still an arguable debate whether a company should undertake CSR activities or not, but Unilever takes these activities as one of their part of business. For instance, Unilever has been practicing Ethical Farming in Africa where the crops produced as the raw materials for Unilever are farmed in an ethical way which does not harm the environment and the community (Unilever global company website, 2018). Even, there are supervising teams recruited by Unilever to teach and manage the proper way of farming to the farmers of Congo, Ivory Coast, Senegal, Djibouti etc. This initiative is one of their sustainable business plan which is introduced to the stakeholders and investors as sustainable sourcing. Unilever has been introducing and arranging many awareness programs across the world such as ‘Global Hand Washing Day’, ‘World Brush Your Teeth Day’ etc. to create awareness amongst the children and the adults of the least developed countries or developing countries where people are still get affected by the unawareness to the cleanliness and all (Lindgreen & Swaen, 2010). A major portion of Unilever’s operating countries include underdeveloped or least developed countries; in these countries people tend to be less educated and aware about the health and civic sense. Therefore, Unilever starts promoting the concern of health and run many campaigns which might make the people of those countries more sincere about environment and their health. Unilever believes that the development of business is not just increasing the profitability and growth of sales; rather the actual development of business also depends upon the enhancement of the communities and the stakeholders related with the organisation and business (Martins & Terblanche, 2013). Therefore, Unilever has been working for establishing schools and clean water and energy sources in the locations where it has its supply sources or consumers but the community lacks the basic needs of life. Unilever is creating new employments for the communities they are operating in and by prioritizing the local peoples they try to contribute to enhance the livelihoods of the people out there. 
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Figure 5: Core Issues in Unilever’s Sustainable Business Plan
Source: Murphy & Murphy, 2018
[bookmark: _Toc520749820]4.2 Ethical Practices
Apart from CSR activities, Unilever also focuses much on workplace ethics and ethical practices in business. Unilever prioritise its customers highly and therefore they try to maintain the highest ethical standards for their customers. Thus, every employee is taught in the training that customers should be approached with utmost generosity and no compromise should be allowed in the quality. However, employees are also expected to maintain ethics in the office and amongst the employees no discrimination is accepted (Ambler & Barrow, 2016). Unilever is trying to reducing the environmental impact as their ethical duty and try to reduce the carbon footprint which occurs due to manufacturing and production. Unilever is also working for limiting the wastes which are produced as the byproduct of the manufacturing or production process as the wastes are degrading the environment to a great extent. 
[bookmark: _Toc520749821]4.3 Legal Compliance
Unilever has been operating under many legislations and legal compliances which keeps its organisational culture strong and strict as a result. For instance, Unilever strictly maintains Equality Act 2010 while recruiting new employees in the organisation. According to this act, the company does not do any discrimination to the job seekers as per the nine attributes stated in the act which are: age, race, religion, marital status, gender etc (Ivancevich et al., 2010). Besides, the company also has to operate within The Consumer Rights Act 2015 which states that the consumers cannot be deceived or deprived. The UK consumers law is very strict and was enacted to protect the rights of the customers which Unilever must oblige to be an acceptabel brand to the customers. Unilever also strictly follows the minimum standards of pay in the UK as per the act which was enacted to ensure that every organisation pays the employees properly and in a right way. Unilever also has to oblige the legislations regarding the work hour in the UK which is The Working Time Regulations 1998 (Lindgreen & Swaen, 2010). As per these regulations, no workers can be obliged to work for more than 48 hours in a week and more than that should be overpaid by the company. 
[bookmark: _Toc520749822]4.4 Self Cultural Evaluation
An organisation’s culture have a great impact on the employees of that organisation by transforming the cultural practices, ethics, norms and values of that individual employee. However, as an employee of Unilever plc the ethical and cultural behaviour of the writer has been transformed to a great extent by the influence of the organisation. The moral or ethical standard on basis of which he works has uplifted and become stronger than the past. For instance, the writer has become more customer-oriented and work towards building a better future for the community the company serves. The writer believes now that enhancing the livelihood of the customer can bring business success and personal satisfaction as well which is valueless in terms of money.
Unilever has been emphasizing so much on corporate social responsibility which is one of the major elements of sustainable business plan. The writer has been attached with the corporate social activities of Unilever and from that the value of working towards human and the communities which are lagging behind from the basic necessities has developed. The writer has gained a lot of insights regarding the sustainable business of the organisations and developed a great interest in social entrepreneurship. The culture of Unilever has inscribed the mentality of working as a team and put collaborative efforts to solve problems in the writer’s mindset. Along with that, the writer has developed the sense of working in a diversified team, and started to value the variation and different thinking in the organisation. According to the writer, the multi-lingual and multi-diversified culture of Unilever has made the writer more insightful about different cultures and backgrounds and instilled some quality and attributes such as leadership, conflict resolution etc. 
















[bookmark: _Toc520749823]5.0 Conclusion
Organisational culture plays a pivotal rule in the business performance and strategic growth of a business. A culture which is not built upon strong ethics, morals, norms and values cannot thrive a company towards achieving its organisational goals. Unilever is a multinational organisation and its organisational culture is quite vibrant and dynamic and the managers at middle level and top tiers are very aware of maintaining a unique organisational culture which steers optimum output. The Unilever’s organisational culture can be explained by the onion model which depicts that the outer surface of the culture comprise the visible materials and outlooks and the inner surfaces are values, practices and assumptions. However, culture is heavily interlinked with the external and internal environment and the factors of business environment influences the culture of Unilever to a great extent. Therefore, Unilever should be aware of the changes which take place in external environment and the attributes and the factors that Unilever possesses in its internal environment. The ethical stance of the Unilever and its sustainable business plan is highly remarkable all around the world and the company should capitalise more on those and put more efforts towards a better humanity and future. Thus, its organisational culture will be shaped as well in a unique manner. 
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