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There are possible ways to define community engagement, in general, community engagement is the mutual exchange of aspirations, ideas and concerns between institutions and the community or stakeholders to help on future decision making that will benefit all parts involved. Also, empowering the community and straighten partnerships (Stuart, 2011). 

The purpose of this report is to generate an investigation of Unilever PLC, supported by primary and secondary data. Unilever is one of the top hundred companies in the UK, founded on 2 September 1929 by an association between Lever Brothers and Dutch Margarine Unie (Unilever,2021). Unilever’s products are used by 2.5 billion people in 190 countries; it owns more than 400 brands; and the company employs over 100,000 people worldwide – Unilever’s main purpose is to make a difference with their products in people’s life (Unilever, 2020a). 

This report will start by exploring Unilever’s company structure, its goals and mission; what are their target customers and what they aim to offer? Next, it will be explored the micro and macroeconomic analysis of the business; the importance of providing training to their employees, choose a role and understand why is important for the organisation. 
[bookmark: _Toc64582682][bookmark: _Toc64583073][bookmark: _Toc64586479]About Unilever
Unilever is one of the biggest companies that sell goods and work with different sectors such as food and refreshment (Bryers, Knorr, Magnum); beauty and personal care (Dove, Rexona, Smile); and home care brands (Cif, Comfort, Omo) (Unilever, 2018). It is estimated that the total of Unilever’s worldwide revenue in 2019 was 51.98 million euros (Statista, 2020) and the net income of 6.1 billion euros (Jope and Pitkethly, 2020). 

[bookmark: _Hlk64410798][bookmark: _Hlk64137246]Also, to become a successful company Unilever believes truly in their purpose of committing to deliver the greatest corporate standard behaviour towards partners, communities involved and to the environment. Therefore, Unilever has introduced four fundamental values which are respect, responsibility, integrity and pioneering (Unilever, 2018e). First, to introduce the respect value, the Code of Business Principles established in 1995 and supported by 24 internal Code Policies proposed that everyone at Unilever must follow it (Unilever, 2018e) encouraging everyone to treat each other with dignity, fairness, and honesty whilst celebrating culturalism (Unilever, 2018c). Secondly, Unilever is committed to working with responsible distributors, agents, business partners and suppliers which share the same standards as Unilever. Moreover, integrity helps the company to make a good decision and follow the right direction to succeed (Unilever, 2018e). Finally, they are committed to always be the leading industry by innovating and apply intelligent risk-taking (Unilever, 2018c). 

To grow as a successful company Unilever not only cares about internal factors such as cutting business cost or reducing risks but also external factors for instance climate change, plastic pollution, inequality, and lack of sanitation which are big problems faced by the society. In response to those issues in 2010, it was created the Unilever Sustainable Living Plan (USLP) which aims to make a difference in people’s life and the planet (Unilever, 2018d).

The company has set three goals within their plan one of them is to improve more than 1 billion people’s health and wellbeings such as nutrition and sanitation. Secondly, by 2030 they hope to reduce environmental impact by halves such as improve packaging by using sustainable options; reducing water usage in agriculture; and reduce greenhouse gases through carbon emissions via transportation or refrigeration. Lastly, in 2020 they aimed to improve livelihoods for millions of people one example is fairness in the workplace, also create a gender-balanced work providing more opportunity for women (Unilever, 2018d).

This company main strategy is to become a sustainable business and always provide a long-term value to its stakeholders (2018c). Likewise, customers are taking mindful decisions when buying Unilever products. Research suggests that people are not only looking for product performance, for example, shampoos leaving your hair healthier and shinier but 33% of people admitted choosing sustainable products and expect that from Unilever. A report made in 2018 revealed that Unilever’s 28 sustainable living brands grew 69% faster than the rest of the business (Unilever, 2018b).
[bookmark: _Toc64582683][bookmark: _Toc64583074][bookmark: _Toc64586480]Unilever business environment analysis 
Before exploring Unilever’s business environment, it is crucial to understand what microeconomic and macroeconomic environment is and techniques used to analyse it – the macroeconomic environment is social, political, and economic conditions that affect the company’s decision-making, mission, or future strategies. This can be analysed by the PESTEL technique which will be discussed further (Clarke, 2021). 

Additionally, within a business environment, four factors influence the microeconomic environment that deals with internal company matters – SWOT analysis. The external factors are opportunities that a company have by creating a competitive advantage; and threats which are challenges faced upon customers’ needs and want, the first has a positive and the other a negative impact on a business. The other two are internal factors weakness which is the failure to achieve innovation or a goal and strength which is the ability to reach the company’s objectives and mission (Clarke, 2021). 
[bookmark: _Toc64582684][bookmark: _Toc64583075][bookmark: _Toc64586481]PESTEL analysis 
[bookmark: _Toc64583076][bookmark: _Toc64586482]Political and Economic
For Unilever tax contributions are an important commitment to have a positive impact on the social and economical development of a country, allowing the company’s growth in a responsible, sustainable, and socially inclusive manner. Similarly, the Code of Business Principle has a section dedicated to taxation in each country the company is based on, avoiding any misconduct, and encouraging all employees to comply with the laws of the respective country regarding tax contributions (Unilever, 2018f)
[bookmark: _Toc64583077][bookmark: _Toc64586483]Social-cultural
Like CEO Alan Jope said ‘Diversity & Inclusion is one of the three things that we want Unilever to be famous for’ that is why Unilever is proud to announce that 50% of managerial roles are now represented by women to fulfil their initiative set in 2010 which aims to promote gender balance in the workplace. To achieve it, a few changes were necessary to support women from their recruitment stage until development. For instance, having a Global Diversity Board comprised of senior leaders from across Unilever which meet to establish the company’s Diversity and Inclusion Strategy which urges all members to take an action (Unilever, 2020c). 
[bookmark: _Toc64583078][bookmark: _Toc64586484]Technological
In 2017, only 14% of plastic packaging was recycled globally. Therefore, in response to the global issue of plastic sachet waste Unilever and Fraunhofer Institute for Process and Packaging IVV in Germany developed a technology to tackle the recycling of sachet waste. The approach would be recycling the sachet waste and reintroduced it back again into the supply chain through CreaSolv® process technology which is a technique used to separate electronic and electrical polymers from brominated flame retardants. In this process, the plastic is extracted from the sachet and used to originate more sachets within the company’s production.
[bookmark: _Toc64583079][bookmark: _Toc64586485]Environmental 
Unilever cares about sustainability and their environmental impact therefore there is a section in their Code of Business Principles about the importance of being a sustainable business and comply with terms and regulations by avoiding exploitation of the environment and produce safety products to consumers (Unilever, 2020b). As referred above, the company set a Unilever Sustainable Living Plan (USLP) goal to reduce the environmental impact and supporting that mission Unilever aims to be more eco-efficient in its operations. Therefore, to comply with that the company implemented an environmental management system which was set to support continual improvement of offices and manufacturing sites (Unilever, 2020b). 

In 1990 it was developed the Unilever SHE Framework Standards which was applied to all organisations within the company: Environmental Care; Occupational Health and Safety; and Consumer Safety. The SHE Framework Standard recommended that organisations must identify and evaluate its operations, activities, products, and services to analyse what environmental impact it may have, and this must be reviewed regularly. The Unilever framework standard is based on the international ISO 14001 in which operation sites must comply (Unilever, 2020b). The company sets regular environmental audits to encourage improvements around 25% of its operation site each year. Additionally, annual training is provided to ensure all health, safety and environmental professionals are reminded about ISO 14001 standards and requirements (Unilever, 2020b).
[bookmark: _Toc64583080][bookmark: _Toc64586486]Legal
Unilever praises good corporate governance with “Unilever Code of Business Principles” under consistent evaluation of those laws and regulation following the good practice just to meet the needs of employees, stakeholders, and countries where they operate (Unilever, 2020d). Therefore, Unilever cares about their employees, their rights if needed support and advice if they do not follow the Code Policies, this code allows an employee to recognise how and when is necessary to seek further legal advice from Unilever Legal Group. Some laws may be different in each country and must be followed accordingly, and regulations implemented in the company nationally and internationally, also follow “must” and “must not” of Unilever code of conduct (Unilever, 2020f).
[bookmark: _Toc64582685][bookmark: _Toc64583081][bookmark: _Toc64586487]SWOT analysis 
Over to SWOT analysis, the biggest strengths of Unilever is to be a pioneering leading company and be present in 190 countries (Unilever, 2020a) this is a massive advantage over other competitors and their brands are known and recommended from generation to generation. However, one inevitable weakness of this company like many others is their competitors such as P&G which is also a well-known company founded over 180 years ago (P&G, 2018b) providing the consumer with different personal, baby and beauty care brands (P&G, 2018a) and expanding internationally (P&G, 2018b). 

Moreover, a good opportunity for a company to be recognised and innovate is during world crisis, for instance, in response to COVID19 Unilever in partnership with Microbac laboratories discovered that mouthwash containing CPC technology is efficient in lowering the SARS-CoV-2 quantity in the mouth by 99.9% if used for at least 30 seconds (Unilever, 2020e) this is a great way to show how engaged the company is with world issues which boost the company’s reputation. As a company, Unilever seeks to act in response to the increasing world population to provide crops to all consumers, consequently most of those crops as genetically modified a controversial matter which most are against. Even though Unilever states using science and technology in agriculture in a responsible way (Unilever, 2016) this may have an impact on the number of consumers. 
[bookmark: _Toc64582686][bookmark: _Toc64583082][bookmark: _Toc64586488]Unilever’s training and development 
As suggested by Jehanzeb and Bashir (2013) the success of an organisation depend upon their employees’ workforce. Nowadays, companies are investing in their staff training and development to promptly respond to their competitors as well as the market. Also, these programs are useful to improve their employees’ skills and abilities. 

The role chosen is one of the most important for Unilever’s future presence – farmers, which is a role mainly represented by the senior population and it receives a lack of interest amongst future generations. The role of farmers can be as important as an office role, farmers place a lot of care and dedication to what they do and consumer benefit from that. The key skills to be a farmer is farm management skills, which is a farmer daily duties and performance; crop and animal management this is a skill which will allow the farmer to harvest crops or and raise animals; and it is essential to have great interpersonal skills this will help a farmer interact with other such as sales, supply chain and marketing people (Serem, 2016).
Back in 2000, Unilever in partnership with the Gadja Mada University, Indonesia, has taught a community of farmers about how to increase the production of black soybeans, consequently increasing their income via technical and financial training (Unilever, 2021b). 
[bookmark: _Toc64583083][bookmark: _Toc64586489]Conclusion
Unilever has shown to be a company which truly believes that a successful business must encourage sustainability, equality, and great future strategy. The company believes in providing training to its employees and have a strong business environment. This company values its customer, stakeholders, and partners because they always take mindful decisions and promote innovative approaches to always be a leading company. 
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