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[bookmark: _Toc89258333]Assignment 1: Blogging to communicate
[bookmark: _Toc89258334]Historical background of the company
Unilever Plc is one of the leading “multinational consumer goods companies” which has its headquarters in London. 
[image: ]Founding history
[image: ]William Hesketh Lever and James Darcy Lever were well known as the Lever brothers who started a manufacturing company in the name of “lever brothers' ' in 1885 (unilever.co.uk, 2021). The Lever brothers promoted the soap making process by utilizing the invention process of William Hough Watson. Margarine Unie was a “Dutch company” established after the merger of four Dutch companies. In 1929, Unilever was formed by merging of Margarine Unie and Lever brothers. 
Unilever’s first step…
[image: ]In the 1930s, new ventures of Unilever were launched in Latin America and Africa. In this time, it has acquired a lot of companies in both these places. This was the time of “Second World War” and Unilever was unable to reinvesting in European market due to Nazi occupation. Hence, it started acquiring in the US. 

Successful business venture is continuing
Unilever grew its business rapidly from its very beginning and at the end of 1970s, it gained 30% of the ice cream market in Western Europe. Afterwards, in 2001, it split its business into food and personal care (unilever.co.uk, 2021). It has acquired tea companies, toothpaste companies, Chinese “water purification companies”, “skincare brands” and many more. It also kept its footprint in sports field also. During the pandemic, it contributed more than €100m for donating sanitizer, soaps and so on. 
[image: Diagram, text

Description automatically generated]Mission and vision statement
[image: Logo, company name

Description automatically generated]Unilever always focuses on mission and vision statements and considers it as the “basic foundation of a company's success”. Mission statement is “to add vitality to life. We meet every day needs for nutrition, hygiene and personal care with brands that help people feel good, look good and get more out of life” (unilever.co.uk, 2021). Vision statement in this case is “to make sustainable living commonplace. We believe this is the best long-term way for our business to grow” (unilever.co.uk, 2021). 

[bookmark: _Toc89258335][image: A picture containing text, kitchen appliance

Description automatically generated]Product
Till now this company has acquired 400 global brands and we are on “a global mission” to do good by adding sustainability to customer’s daily life. They have made it their goal for over a hundred years. Unilever believes that we have a lot of things to do and all together, they can achieve a sustainable commonplace.
In terms of considering the range of products, it can be seen that it covers, soap, perfume, food products, toilet cleaner, ice cream, daily hygiene products, beauty products and many more. Major brands in this case are Dove, Lifebuoy, Knorr, magnum, Vaseline, Axe, and all these brands are popular and there is high demand in the market for products of these brands. Lieu et al. (2016) opined that Among all these, “personal care products” are bestselling and demand is the highest in this case. Hence, it can be stated that Unilever is capable of detecting the life cycle of these products. Since the quality of all these products are very good, customers are satisfied.[image: ]
[image: ]In terms of considering the global position of the brands sold by Unilever, it can be seen that it has featured 13 times in the top 50 “most chosen global brands' ' in 2017. Lifebuoy is at global rank 3 in terms of quality of its soap and hygiene products. Dove, Lux, Knorr are among the top 20 positions globally. In 2017, Brooke Bond was capable of positioning itself in the top 50 position in global rank. As stated by van Doorn, Verhoef and Risselada (2020), Customers usually attracted to these brands as these are sustainable and Unilever claimed in its annual report, that their most sustainable brands are growing 50% after as compared to rest companies. [image: Diagram
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[image: ]





[bookmark: _Toc89258336]Price
[image: ]Unilever possess “market oriented pricing strategy” that entails set up of price points dependent on consumer goods and “market factors”. Price is the important component that can drive customers. That is why, marketers of every company need to understand the purchasing power of customers in the country it is operating. Price is needed to be linked with real as well as perceived value of actual products. As opined by Lieu et al. (2016), Since Unilever follows a market oriented strategy; products are affordable to a large fraction of this company. Unilever focuses on “competitor’s pricing policy” so that the most suitable price can be set up. Since, quality is good and prices are affordable, customers have a large acceptance of products of this company. 

In specific to products, Unilever follows a pricing strategy which varies from country to country. In Spain, it sells “surf detergent” five packs as one package. In Greece, people love mayonnaise and so they sell “mashed potatoes' ' and mayonnaise with surf there. Keeping in mind the lower purchasing power of people, it sells “low cost tea” and olive oil in some Euro market. This strategy helps in earning reliability on Unilever products and people can purchase at very low cost. Hence, the majority of the market is gained by Unilever following these strategies. 
[image: ]
[bookmark: _Toc89258337]Place
[image: ][image: ]UN registered countries are 194 at present and Unilever operates in 190 countries globally. It discloses the vastness of this company. Major countries among them are Australia, China, Hong Kong, India, Japan, Indonesia, Korea, US and many more. Hence, the “global operation of Unilever” possesses the reflection regarding “extensive reach” of the business within “consumer goods market”. The paces and locations, where this company engages in transaction “with its customers”, “target audience” and “customers” are identified. In terms of selecting locations, some factors need to be followed. According to Bakopoulos, Baronello and Briggs (2017), Unilever always goes through extensive research by its R&D department before venturing into a country. Examining legal regulations, tax rates, purchasing power, political and economical conditions are determined by it. Based on these results, further marketing strategies are identified by the marketing department and “Unilever Foundation”. 
Three strategies that are selected by this company to reach its consumers are retailers”, ''kiosks and stores”. Among these, retailers are considered as “primary places of distribution” for products of Unilever. In this case, Walmart plays an important role for distribution of consumer goods of Unilever. Unilever uses kiosks occasionally for introducing products to customers directly (unilever.co.uk, 2021). This is conducted by utilizing “personal skills”. Collaborating with retailers, this company promotes “limited selection of products'' through these kiosks. Sometimes, it is seen that Unilever offers “selected products” through stores including its subsidiaries of “Ben &Jerry’s”. This place component is agreed with “generic strategy” of Unilever and “product development intensive growth strategy”. 
[bookmark: _Toc89258338]Promotion
[image: ]In terms of analyzing the global “consumer goods market”, it can be seen that Unilever operates in a highly competitive market and so it needs to emphasize its promotional strategies. Major tactics and strategies are followed by the marketing department of Unilever so that its products can attract its target consumers. Major factors that are followed here are advertising, public relations, sales promotion, direct marketing and personal skills (Bakopoulos, Baronello and Briggs, 2017).  In previous timing, Unilever followed advertising through television and now it utilizes “online media ''. 

Product bundles and discount offers are followed in some cases. For example, Dove soap is of every good quality and so it is higher priced than average soaps. In order to promote its sales, it sometimes provides 4th soap free if three are bought together. In order to develop “public relation”, “Unilever Foundation” always researches and incorporates strategies to enhance its “corporate sustainability criteria”. Chernev (2019) stated that Unilever always prioritizes “consumers” in [image: ]case of CSR initiative and after that comes employees, investors, suppliers and communities. Unilever is mostly focused on satisfying its consumers. 
[image: ]
In order to make these promotional strategies stronger, it implements “personal selling” collaborating with retailers and possesses “operational kiosks” for any promotional events. This kind of technique helps in direct engagement of clients to the organization for promoting “suitable products' ' (academia.edu, 2021). Hence, Unilever majorly relies on the advertising process to influence customer perception for consumer goods.

[bookmark: _Toc89258339]Distribution strategy
Unilever provides “proper distribution” to brands in terms of working with around “thousand of suppliers' ' throughout this world. It possesses a “massive supply chain” that has purchased around “13 billion ingredients” along with “raw materials” regarding its brands and products. All these products are usually transformed into finished products according to “consumer insights” and these are manufactured in “more than three hundred factories” in around “sixty nine countries”. marketing theory planned behavior is followed in this case as here demand and needs of customers are focused and customer behaviour is examined. 
Unilever possesses this distribution and has direct access to consumers through the network of around “four hundred warehouses” and “25 million retail stores”. “Direct to consumer channels”, “Unilever products” are usually served in “hypermarkets”, “wholesalers and cash carry”, “small convenience stores”, “other fast growing channels such as e-commerce” and “out of home and direct to consumer” (academia.edu, 2021). It is considered that these channels are critical to brands for making them available and displayed properly. 
Distribution strategy is followed by “massive marketing campaigns”. Unilever has developed a “global value chain” and it is some kind adhered to “direct to consumer business model” where it requires “understanding consumer needs” and “demands” in relation to these brands. Strength of Unilever is that it can adapt to “economic scenarios” quickly for purchasing and pushing brands for selling well. 
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