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[bookmark: _Toc58993433]Introduction
The world is still suffering from the COVID-19 pandemic, and vaccines will take years to control the situation. Many business organisations have faced tremendous losses and difficulties, whereas organisations like Reckitt Benckiser have utilised opportunities and increased their profit growth. In this assignment, the changes in Reckitt Benckiser have been explained using the PESTEL analysis and Porter’s Five Forces Model. Besides, the sustainability of changes is assessed using the product life cycle.
[bookmark: _Toc58993434]Overview of the Situation
The world is now under severe pandemic, and everything is changed. All sorts of activities have become simplified, and people hardly go to outsides. Generally, gatherings are discouraged, and people also try to move less. Therefore, business activities are also hampered and changed. Business organisations are looking for online sells, and delivery systems and people are also getting used to purchasing from home (A pandemic atlas: How COVID-19 took over the world in 2020, 2020). The e-commerce industry has grown to a great extent, and different restaurants and other service providers also ensure online delivery or purchasing facility. The COVID-19 pandemic has modified the lifestyle of the UK people to a large extent.
[bookmark: _Toc58993435]Overview of the Company
Reckitt Benckiser is a reputed British company which sells health and hygiene product all over the world. It has many popular brands which are market leaders in the respective fields. Approximately 40,000 employees are working for this company. Besides, it had 12.8 billion GBP in the year 2019. However, the company has faced severe problems and challenges in the last nine months of the pandemic. A lot of changes have occurred in production, distribution and selling processes (Coronavirus information | rb.com, 2020). Besides, the change in consumers’ purchasing patterns has reshaped all sorts of forecasting as well as assumptions.
[bookmark: _Toc58993436]Analysing the Changes in Reckitt Benckiser during the Pandemic
The pandemic has changed the business activities of Reckitt Benckiser, which can be assessed from different perspectives. Here, the PESTEL analysis, Porter’s Five Forces Model and the Product Life Cycle, have been utilised. 
[bookmark: _Toc58993437]PESTEL Analysis
This analysis assesses the external forces of the environment to a great extent. As a result, the company can make significant changes to cope with it. The COVID-19 pandemic has modified the macro-environment factors to a large extent.
Political Drivers: The Government of the UK has changed many decisions and processes due to COVID-19 pandemic. First of all, it imposed lockdown all over the country, and people had less opportunity to visit shops and other places (Taylor & Weerapana, 2016). As a result, customers begin to purchase online. It led Reckitt Benckiser to prioritise online selling and positioning in different e-commerce sites.
Economic Drivers: Due to the pandemic, the economy of the country is hampered to a large extent. The purchasing power of a good number of people have been decreased, and many people became jobless. As a result, the sales of some brands in Reckitt Benckiser have been decreased. The chain of supply and distribution is also modified to a great extent.
Social Drivers: Most of the people in the country are aware of COVID-19, and they keep themselves away from visiting crowded places. Besides, people have become more health-conscious than before. They are prioritising cleanness in every daily activity (Taylor & Weerapana, 2016). As a result, many products of Reckitt Benckiser has been increased rapidly, including Dettol, Lysol, Airborne, Nurofen, etc., to a great extent. Besides, the use of these products in restaurants and other business areas is also increasing day by day for the pandemic.
Technological Drivers: The businesses are more dependent on technology for the pandemic. Due to the lockdown, people had no option to visit shops and e-commerce sites, and delivery apps helped Reckitt Benckiser to sell their products. Again, no physical campaign was conducted, and billboards were nor effective (Samuelson, Nordhaus & Chaudhuri, 2017). Therefore, Reckitt Benckiser conducted their promotions and operations using internet technology and social media to a large extent.
Environmental Drivers: The world is also aware of pollution in the pandemic as well. Some products of Reckitt Benckiser use plastic and polythene, which are not environment friendly. However, the company is shifting and prioritising reusing plastics and recycling other materials as well.
Legal Drivers: During the pandemic, Reckitt Benckiser overserved different legal instructions for ensuring social distances. As a result, the company cannot conduct their usual activities, and they have to shift in online communication and controlling system (Samuelson, Nordhaus & Chaudhuri, 2017). Besides, it made it difficult for frontline employees to visit places and venues for business growth.
[bookmark: _Toc58993438]Porter’s Five Forces Model
This model is generally utilised for measuring the competitive environment to a large extent. It is illustrated from the viewpoint of Reckitt Benckiser.
The Threat of New Entrants: Reckitt Benckiser is conducting their businesses on the health and hygiene sectors to a large extent. However, the COVID-19 pandemic has increased the demand for such products as people are more health-conscious. Therefore, the market is increased, and different companies are attracted. Many companies have switched to producing health products, including sanitisers, cleaners, cleaning materials, etc. (Mankiw, 2020). On the contrary, the UK government always encourages new investments and business activities as the country is facing an economic recession for the pandemic as well as the BREXIT. As a result, it will be difficult to grab the new market for Reckitt Benckiser in the UK.
The Threat of Substitutes: In this era of technology and sciences, new products may come at any time. Besides, the UK business organisations and companies have a lot of investment in research and development to bring out new health and hygiene products. Therefore, Reckitt Benckiser has significant threats of substitutes. The design of the toilet decreased the use of toilet cleaner like Harpic of Reckitt Benckiser in many countries. Besides, the COVID-19 vaccine may decrease the use of hygiene products like Lysol or Dettol to a large extent (Dettol, 2020). The use of sanitiser is definitely a great threat to the market of Dettol in the UK.
Bargaining Power of Buyers: In the very beginning of the pandemic, the demand for health and hygiene products has been increased tremendously. As a result, the products were not available in many places, and the lockdown made the availability more challenge. However, now customers are aware of different alternatives, and they can switch one to another at any time (Michaux, Cadiat & Probert, 2015). Here, the customers have supreme bargaining power over Reckitt Benckiser. Therefore, the company needs to ensure its quality and standard properly. The increasing number of substitute products is also increasing bargaining power.
Bargaining Power of Suppliers: Reckitt Benckiser depends on some specific raw materials and chemicals for their hygiene products. However, the supply was restricted and difficult in the COVID-19, and many raw materials are imported. Some companies also started producing hygiene products to fulfil the emergency needs. As a result, the bargaining power of suppliers is extreme against Reckitt Benckiser. However, the company may find alternatives as it buys in bulk amount. Again, it will not be wise to shift one supplier to another frequent in this pandemic.
Rivalry Among Existing Competitors: The UK is one the most suitable place for business activities, and it practices the market economy to a great extent. As a result, there are many organisations conducting businesses in the same field. Therefore, the competition is extreme in almost every industry. Reckitt Benckiser also faces challenges from different rivals (Michaux, Cadiat & Probert, 2015). Johnson & Johnson, Mcbride, Procter & Gamble, Henkel, etc. are the top competitors of Reckitt Benckiser. Besides, Unilever is also launching different health and hygiene product and competing against Reckitt Benckiser to a large extent. As a result, it is becoming more challenging for Reckitt Benckiser to survive. It leads the company to effective promotions and positioning into customer minds.
[bookmark: _Toc58993439]Explaining the Sustainable Changes in Reckitt Benckiser
Reckitt Benckiser has a few brands and mostly deal with health and hygiene products. Due to the pandemic, the company has made significant changes which can be illustrated using the Product Life Cycle. Generally, a product life cycle refers to different stages of a product’s lifespan (Wang & Gupta, 2018). It helps to understand how different products of different stages have been influenced by the pandemic and what changes Reckitt Benckiser made to cope with it effectively. 
Introduction: As the pandemic times are uncertain, Reckitt Benckiser did not introduce new products. Any new product needs more advertisements and promotions to reach customers. However, the pandemic closed physical interactions and campaigns to a great extent. Direct customer interaction is also difficult. Again, all sorts of raw materials are not available. Reckitt Benckiser introduced different channels to reach customers (REJUVENATING SUSTAINABLE GROWTH, 2020). It raised awareness through social media and online platforms. Besides, it has ensured that online platforms deliver and sell their products. 
Growth: The COVID-19 pandemic was the summertime for many organisations like Reckitt Benckiser which deal with hygiene and health products. Most of the brands of Reckitt Benckiser have seen growth in the pandemic because of the increase in awareness. People are more health-conscious than before. The sale of Dettol, Airborne and Lysol was high all over the year in the UK (Dettol, 2020). People started to purchase more Harpic and Veet when the lockdowns were uplifted. The sale of Dettol hand wash was tremendous in the pandemic. On the contrary, the company has also increased the productivity to fulfil the additional needs and demands. The delivery and distribution systems are also reshaped to tackle the crisis.
Maturity: Many products of Reckitt Benckiser have already reached the maturity stage, including Lysol, Harpic, Dettol, Durex, etc., to a large extent. These products are purchasing by the maximum possible number of customers of the UK. However, the COVID-19 pandemic influenced the products, but these are capable of surviving by their brand image (Wang & Gupta, 2018). As a result, most of the products of Reckitt Benckiser have more sale than the previous year in the UK.
Product Extension:  The COVID-10 pandemic has assisted different Reckitt Benckiser brands to extend their product or market. Both the sales of Lysol and Dettol have been increased for many time in the pandemic. These broke all previous records. However, Dettol also increased the sale of its Hand Wash (Dominguez, 2016). The promotion of the brands was also extended to online platforms to a large extent.
Decline: All brands or products do not have the same performance for the perpetual time. At a certain time, it becomes to decline for the drawbacks and the lack of innovations. Reckitt Benckiser also faces the same to a large extent. Due to the COVID-19, the need of Car Air Wick is decreased, and the sales of this product are also very low. Besides, other available products also cut the market share (Wiersema, 2016). The sale of Scholl is not up to the mark as people outside less. Again, the pandemic also decreased the purchasing power and people have decreased the use of personal beauty products.
[bookmark: _Toc58993440]Why these changes are sustainable
In this age of the competitive business world, no business can run without making changes. Besides, the demands for any products will not be the same for perpetual time. As a result, like many great business organisations, Reckitt Benckiser needs changes to cope with the demands and needs (Management Association, 2019). The pandemic has reshaped the demands to a great extent. Now customers have more demand for hygiene and health products. Besides, purchasing from home has become popular all over the UK, which requires connections with e-commerce sites or online. On the contrary, technology and the internet systems in the UK is highly improved, which indicates that the technology will rule the future business. Finally, the impact of COVID-19 will sustain for the long-run and practices of the society will not be changed overnight. Therefore, modifications and changes considering the pandemic are sustainable.
[bookmark: _Toc58993441]Conclusion
Undoubtedly, the COVID-19 pandemic has a severe impact on the lifestyles of people and practices of the people across the globe. Many business organisations have faced tremendous losses and difficulties, whereas organisations like Reckitt Benckiser have utilised opportunities and increased their profit growth. In this assignment, the changes in Reckitt Benckiser have been explained using the PESTEL analysis and Porter’s Five Forces Model. Besides, the sustainability of changes is assessed using the product life cycle. 
[bookmark: _Toc58993442]Recommendations
Reckitt Benckiser needs to prioritise essential health and hygiene products considering the competitions as well as the market demands. Besides, it also needs to utilise the technology-dependent activities including online delivery, social media marketing, online public relationships, etc., to a great extent.
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