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[bookmark: _Toc122192961]Introduction 
International marketing is an effectively important aspect for a brand to open its products to larger international audiences. In consideration of the brand level, international marketing is found to be an effective opportunity for wider exposure to enhanced sales and product awareness (Agwu and Onwuegbuzie, 2018). Unilever is the selected brand for this particular assessment which sold its products in two different countries called the UK (United Kingdom) as well as India. The selected high-involvement product, in this case, is 'Dove soaps' which are manufactured through this brand. In this specific assignment, each of these countries will be compared and contrasted by considering the marketing strategies such as STP, 4P's and directional developments via determining the differences, similarities present within these chosen countries. 
Background information regarding Unilever 
On 2nd September 1929, Unilever was founded to form through an agreement that merge the operations of Dutch Margarine Unie and also British soap maker called Lever Brothers (Unilever, 2022). This business organisational initially found to aiming for negotiating the arrangements to keep out of each other’s principal interests of margarine and soap production, however, ultimately decided to be an amalgamation instead. Unilever is an effective global consumer goods company that offers personal care products, beauty products, home care products, food as well as refreshments and generates the most profit through its fast-growing nature. The particular firm is having more than 148,000 employees across the world and it also exists in over 190 countries through connecting with more than 400 brands (Unilever, 2022c). About 3.4 billion people apply this organisation’s products on a regular basis and its turnover rate in 2021 was € 52 billion with 58% within emerging markets (Unilever, 2022c).  The interconnected business model that is reflected through this particular brand powers it to create sustainable value for all of its stakeholders (Unilever, 2022b). In order to pursue its strategy to make sustainable living commonplace, this organisation found to have particular strategic choices such as accelerating its portfolio development within high-growing spaces, accelerating its growth in the US, China, and India and leading the channel for future growth (Unilever, 2022a). 
[bookmark: _Toc122192962]The macro environment
Macro environment analysis is a significant part of a company's strategic management and therefore it enables identifying as well as analysing of hazards, and opportunities that can impact the business success (van Bree, 2019). Hofstede's Cultural dimension model effectively helps in determining the socio-cultural differences within countries that help the firms for market analysis prior to or after entry which is going too mentioned below for Unilever in India and UK.  
[bookmark: _Toc122192963]Hofstede's Cultural Dimensions model 
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Figure 1: Hofstede cultural dimension model-based variation within India and UK
(Source: hofstede-insights, 2022)
In general, Hofstede's cultural dimension model is applied to help in explaining certain behaviours that are more or less common within different countries and it also triggered organisations to globalise as it provides significant information regarding the socio-cultural similarities, and differences (Beugelsdijk and Welzel, 2018). Through considering figure 1, it can be stated that only in the long-term orientation, Unilever can find similarities between these two countries (hofstede-insights, 2022). Otherwise, in terms of power distance, individualism and indulgence there are significant differences. Similarly, in the case of masculinity and uncertainty avoidance, the difference is not that much. Along with these positive instances that this particular model is effective enough to compare and contrast two countries' cultures, however, this model is also having a limitation. Since only one organisation was utilised in Hofstede's study, therefore the results depicted through this model are argued to skew more in representing general results (Huang and Crotts, 2019).  
[bookmark: _Toc122192964]Diagram of macro and microenvironment
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Figure 2: Diagram of macro and microenvironment
(Source: Panagiotopoulou, 2020) 
[bookmark: _Toc122192965]The main elements in the macro environment
[bookmark: _Toc122192966]PESTLE model 
	Macro environment elements 
	UK
	India

	Political forces 
	· A relatively fair country that has a larger influence on inner-working (O)
· Proactive government (Transparency International UK, 2022) (O)
· Split into national as well as local administrations (O)
· Political stability that is fruitful for Unilever (O)
· Few well-hidden corruptions (Transparency International UK, 2022) (T)
· Uncertainty regarding Brexit  as having difficulties to stay in the EU or leaving (T) 
	· India is the largest democracy in the world and enjoys an overall politically stable environment (Reardon et al. 2020) (O)
· The disputes of this country with Pakistan over Kashmir grave political uncertainty in its environment (T)
· The recent Citizenship (Amendment) Act leads to mass protests and violence in many states of this country which is also an issue for Unilever (Siddiqui, 2019) (T)
· The effective political culture of tolerance effectively contributes immensely to maintaining a stable political climate in this country that becomes attractive for FDI (Foreign Direct Investment). (O)
· The major concern of India is its high corruption rate that negatively influences Unilever organisation to expand their business in this market (T)  

	Economic forces 
	· UK is having around $2.83 trillion GDP and it provides the sixth-largest economic position for this country in the world (World Population Review, 2022) (O)
· Having a diversified economy with both the large public as well as private sectors is helpful for Unilever-like organisations (O)
· Enhanced FDI (Foreign Direct Investments) also encourages the firm like Unilever to effectively run their business (O)
· As per CPI (Consumer Prices Index), the inflation rate in the UK enhanced by 9.3% within 12 months to November 2022 which positively influences the Unilever brand (ONS, 2022) (O)
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Figure 3: Inflation rate in the UK
(Source: ONS, 2022)
· The unemployment rate in the UK is higher to 3.7% in October 2022 which can be a threat to Unilever as employment development-related pressure can arise (Trading Economics, 2022) (T)
· Slow economic recovery after the Covid-19 pandemic period based on economic fluctuation that negatively impacts Unilever like brand (T)
· Lots of money is spent on providing free public services as well as financial aid (T)
	· India is having one of the largest economies in the world in terms of nominal GDP and in 2021, the worth of India's GDP found around $3.17 trillion (O’Neill, 2022). (O)
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Figure 5: GDP of India
(Source: O’Neill, 2022)
· However, as the consumer's demand has weakened recently, therefore economic slow down becomes a concerning fact (T)
· Due to lockdowns during the Covid-19 pandemic period caused around 122 million people job losses (Siddiqui, 2019) (T)
· The corporate tax rate of 25.17% in India within 2021 which is expected to develop by end of 2022 witnesses a positive aspect for companies like Unilever (Trading Economics, 2022a) (O)
· The domestic market of India offers numerous opportunities for both international and national firms (O)  

	Socio-cultural forces 
	· The high population of the UK which was 6.87 Crores in 2022 allows the business markets to be profitable (Worldometer, 2022) (O)
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Figure 4: UK population 
(Source: Worldometer, 2022)
· Having high standards of consumer living that is beneficial for Unilever-like firm (O)
· Open to migration leading towards  a cosmopolitan environment where around 1 within 8 residents are found to be born abroad and therefore resulting in a large, cheap workforce that is an opportunity for Unilever (O)
· High as well as enhancing dependency ratio (Batel and Devine-Wright, 2018) (T)
· Enhancing the cost of education of the population which is a treat for having skilled labour from this market for Unilever-like brand (T)
· Some social unrest regarding ethnic and migration groups (T)
	· India is having a gigantic consumer market with a total number of population around 1.4 billion which is the main attraction for Unilever to run its business in this market (Worldometer, 2022a) (O)
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Figure 6: India’s population 
(Source: Worldometer, 2022a)
· It offers cheap labour as well as likely to become one of the top 3 global economic giants over the next 10 to 15 years (IBEF, 2022) (O)
· High accessibility and affordability encourage MNCs like Unilever to outsource their business operation to this country (O)
· India is a multi-lingual, multi-ethnic and multi-religious country that is found in common harmony which is its greatest strength. (O)
· However, sometimes tensions can be witnessed in ethnic lines (T)
· India is being an attractive market for MNEs like Unilever as its standard of living is gradually improving through the growing middle-class population through good disposable income. (O)
· However, still, in this country, millions of people suffer from poverty which is not good for business (T) 
· Poor wealth distribution is another issue that can negatively impact Unilever (T)

	Technological forces 
	· Quality innovation and skills existence (O)
· People in this country are expertise in IT and science that are effectively utilised through a firm such as Unilever (Susskind, 2020) (O)
· Effective laws, and regulations with regard to intellectual properties (O)
· Plenty of internal competition that stimulates growth (O)
· Slower technological development as compared to the United States (T)
	· Advanced technological existence (O)
· India is the key destination for outsourcing work in IT and therefore Unilever can take help in this aspect with significance (O)
· Advanced IT infrastructure, highly skilled IT workforce (Janssen and Swinnen, 2019) (O)
· However, IITs (Indian Institutes of Technologies) need to develop their focus on educating the young generation regarding 5G, AI, and biotechnology so that further improvement can be achieved as these aspects are lacking (T)

	Legal forces 
	· Companies such as Unilever operating their businesses in the UK need to follow the Employment Act 1996 (legislation.gov.uk, 2022) (O)
· In terms of employees and company-provided sick pay, holiday pay, minimum wages and maternity or paternity leaves are protected under this legal rights (O)
· Equality Act 2010 protects employees from discrimination in the workplace due to gender, race, age or disability-based diversities (legislation.gov.uk, 2022a). (O)
· Employee disputes through wrongful dismissal, harassment in the workplace (T)
· Out-of-court disputes as well as insurance settlements (T)
	· A high number of environmental challenges like air pollution, water pollution, and resource depletion negatively impact organisations like Unilever (T)
· The enhanced demand for eco-friendly products and processing among consumers has altered the demand-supply model and therefore organisations like Unilever need to adopt the change (Bogoviz et al. 2019) (T)
· The natural beauty attracts people and also it boosts the country's economy, and businesses (O)
· Industrialization is a concerning fact for this country due to rising pollution, negative impacts on health and safety (T)

	Environmental forces 
	· Each industrial development where Unilever also belongs faces serious environmental issues as the economy cannot forward without industrialization (T)
· Pollution and other environmental issues come with it (Tonini et al. 2018) (T)
· Government, charity organisations, and private corporations taking steps to spread information regarding recycling, eco-friendly products use and services, and less plastic waste development. (O)
	· The constitution of India protects the people from discrimination (O)
· However, the report through Outlook India (2022) has questions regarding rampant corruption in lower courts of the country (T)
· Companies such as Unilever requires to abide by rules and laws exclusive to each country or region where they operate (O)
· Recent changes within some employability, recycling and discrimination law can affect the companies like Unilever in its labour cost and product pricing. (T) 


Table 1: Macro-environment analysis through PESTLE model implication for Unilever in the market of the UK and India
[bookmark: _Toc122192967]Porter’s 5 force model 
Porter's 5 force frameworks effectively help in analysing the environment of an industry to the identification of the attractiveness in terms of five competitive forces such as the extent of rivalry within existing competitors, the threat of entry, the threat of substitutes, the power of suppliers and power of buyers (Bruijl and Gerard, 2018). 
	Competitive rivalry or competition (High)
	· UK
	· A high number of competitive firms presence (Unilever, 2021)
· High aggressiveness of the firms 
· Lower switching costs 
· FMCG firms are providing high competition 
· Consumers are having ease in switching from one to another 
· The key competitors of Unilever who are present in the UK market are P&G, GSK and Nestle (Unilever, 2019). 

	
	· India
	· Unilever in India is mainly business as HUL (Hindustan Unilever Limited) that has to face a strong level of competition in the market of India from its competitors present in the FMCG industry which is similar to the UK (HUL, 2021)
· The lowest cost of switching products and diversified portfolios enhances the rivalry impact which is also existing for Unilever in the UK market as well 
· HUL is mainly found to face competitive rivalry from Proctor & Gamble, Patanjali, and Colgate Palmolive (HUL, 2021). 

	Bargaining power of buyers (High)
	· UK
	· High quality of information regarding consumer goods, make it easier for UK consumers to decide when transferring from Unilever to another brand that provides similar kind of products (Jope and Pitkethly, 2021)
· Lower switching costs 
· Small sizes of the individual buyers 

	
	· India
	· Indian consumers are observed to be prone to substitutes and too sensitive towards products prices which provides more difficulties for Unilever to sustain in business as compared to the UK
· The number of customers is moderate
· The size of each order is in bulk quantity (HUL, 2020) 
· Tie-ups with local contemporary product manufacturers so that get the required product at cheaper and minimal rates (HUL, 2021)
· The high availability of substitutes and lower switching costs similar to those in the UK makes the situation difficult for the firm to sustain itself in the market with its brands. 
· HUL get preferences from Indian consumers due to its personal and home care products especially. 

	Bargaining power of suppliers (Moderate)
	· UK
	· Medium size of individual suppliers imposes moderate intensity forces on consumer goods for Unilever in its industrial environment
· The medium population of suppliers provided significant, however limited influences on firms such as Unilever (Jope and Pitkethly, 2021)
· A moderate level of overall supply also added limited significance of suppliers in UK-based Unilever

	
	· India
	· As in India, Unilever is having local buying and manufacturing units, therefore suppliers are very moderate concern as like in the UK while coming to discussing the distributional channel system (HUL, 2021)
· The number of suppliers is less
· The ability to change is flexible
· The cost of change is lower 
· Along with the minimum cost and medium size of individual suppliers similar to in the UK, it becomes easy for Unilever to create competitive advantages within the Indian market. 

	The threat of substitution (Low)
	· UK
	· Lower substitute availability results in a weakening overall impact of substitution
· The lower performance-to-price ratio for substitutes like comparing consumer goods that are readily available within the UK market (Unilever, 2019)
· Lower switching cost enables the consumers of Unilever to easily use substitutes of Unilever's products in the UK market

	
	· India
	· Currently, there is less availability of Unilever's products substitutes in India therefore situation is kind similar (HUL, 2020)
· However, in near future, it can be different as ITC is  going to launch 30-40 products to win Unilever's position in the Indian market for being a fastest and biggest FMCG company
· In the upcoming financial years, Britannia, and Dabur also announced a high investment in their product diversification as well as Indian domestic market access which can be a concern for Unilever.  

	The threat of new market entry (Low)
	· UK
	· Higher financial support is required to develop a brand like Unilever in the UK market and this external fact weakens the intensity of the threat of new entrants against the organisation
· Unilever takes advantage of high economies of scale in the UK market that supports its competitive pricing strategy with high organisational efficiencies that the new firms typically absent (Unilever, 2019)
· However, lower switching cost enables the new entrants to impose strong forces against Unilever within the UK market

	
	· India
	· Unilever like company from the FMCG industry is having a minor concern in Indian market entry as it has 40 brands in segments that help in coping with market situation (HUL, 2021)
· However, it is challenging for new entrants to coping up with high economies of scale, higher brand development costs and maintain a good image 
· In difference with the UK market, Unilever found to have some concerns within the Indian business market such as Space constraints, time and cost disadvantages that provides difficulties to this brand for having a sustainable position in the FMCG industry (HUL, 2020). 


Table 2: Porter's 5 forces for Unilever in consideration of India and the UK market
[bookmark: _Toc122192968]SWOT analysis
The SWOT analysis effectively combines the previously analysed external opportunities and threats along with internal strengths and weaknesses that are mentioned here for Unilever in the following way:  
	Strengths 
	· UK 
	· Deep, broad and diversified brand portfolio with uniqueness to changing consumers preferences
· A highly funded R&D sector exists in the UK not like in India (Unilever, 2019)
· Flexible pricing and expatriation in distribution channel also make it different from existing in the Indian market

	
	· India
	· Stronger parentage as well as R&D
· Healthy cash offers to support innovation
· Strong position in most categories of its presence
· Unmatched distribution networks  
· Healthy shareholders returns (HUL, 2020)
· Native knows how
· The presence of price points straddles within entire income pyramid

	Weaknesses 
	· UK
	· Operates in an urban competitive market where high competitors are present as like the situation present in the Indian market (Unilever, 2021)
· Its products in the UK market cannot easily be replaced with other company products which are quite different from the Indian market.  

	
	· India
	· A major part of the sales for this brand in India comes from personal wash like Dove soaps or detergents rather than other products (HUL. 2021)
· Enhancing spending on Ads can affect the profit margins 

	Opportunities 
	· UK
	· People in the UK are aspiring to a western lifestyle that gives the  high opportunity to Unilever for joining the league of westerners in preferences and taste (Unilever, 2019)
· Whereas the capturing strategy of 'Newly affluent trillion dollar consumers' in India is not applied in this country by this organisation as it leverages a huge growing customer base, however, it tries to mimic and imitate consumerist preferences of material west like Dove soaps. 
· This brand has good track records in social and environmental aspects with emerging consumers who check the sustainability and responsibility of the brand (Unilever, 2021). 

	
	· India
	· Growing opportunities within rural India due to changes in income sources, having government focus, presenting future market, massive election spending 
· The consumer sector is on a secular growth trend in India that is favoured through demographic facts, enhanced consumers aspirations, and buoyant top-line for FMCG firms like Unilever (HUL, 2020) 
· Modern retailing-based coverage gaining the opportunity 

	Threats 
	· UK
	· The entrance of the Asian MNCs in the global arena provides the threat to UK Unilever in having a dominant position in the FMCG market segment within the UK which is quite a different scenario from India (Jope and Pitkethly, 2021)
· It is also found to face a threat from smaller local start-ups who can provide more value from lesser financial support without associated cost that UK Unilever incur. 

	
	· India
	· Losing market shares in most categories through HUL requires handling the business in a more mature way with growing chance development (Yadav and Yadav, 2019)
· Receding pricing powers 
· Existence of the stiff competitors from local and MNC level players (HUL, 2020)
· Rural income is still depending on agricultural facts 


Table 3: SWOT analysis of Unilever in the UK and Indian market
[bookmark: _Toc122192969]STP model 
Marketing segmentation that is evaluated through the STP model defines a single market with smaller segments and the basic reasons behind segmentation of the market in small segments are related to making it simple for addressing the needs of the smaller group of consumers and trying to manufacture different products as per consumers habits (Dolnicar et al. 2018). In the case of Unilever, the STP model is applied to determining its UK and Indian market segmentation by considering the high-involvement product called soaps Dove. 
Segmentation 
Demographic segmentation
The demographic segmentation of the market includes the facts such as age, gender, lifestyle, income etc., which are mostly found similar in the case of Dove soaps which is a customer's preferred product from Unilever in both the Indian and UK market. Mostly this product is preferred by a female rather than males, and the age range is found to be between 15 to 50 years (Reza, 2020). It represents different life stages women are the target audience for this brand in UK and India who are also having middle to upper income status. 
Geographic segmentation 
In order to explaining the geographic segmentation in target audience selection for Dove soaps, Unilever found to utilising the urban and sub-urban area of UK and India both countries as the middle class and upper middle class people who can prefer the product can be highly accessible (HUL, 2020). However, in current position, as the rural area of India is being the future market growth area, therefore Unilever also trying to access their customers’ from those geographical segment as well. 
Psychographic segmentation
In the customers’ segmentation, the psychographic characteristics that are needed to consider are in terms of personality, lifestyle, interests, social status, opinion and attitudes. In case of Unilever’s target audiences, the psychographic facts that are mainly found to reflect are being believers, makers, thinkers and strivers and therefore these customers become loyal to its brand in UK as well as in India (Reza, 2020). 
Behavioural segmentation
The behavioural segmentation involves the market segmenting that keeps in mind the beliefs, attitudes and knowledge of consumers. In case of Unilever, it has been found that the target audiences of this firm are mainly focuses on own benefits like low cost products with high quality such as Dove soaps, high usage rates and having continuous buying pattern which are similar in UK and India (HUL, 2021).   
Targeting 
Concentrated marketing
Dove soaps target is the female customers and therefore these products always try to attracting women through determining their expectations, needs.  Dove is being promoted through normal women rather any celebrities so that it can attract more attention of common women. This product gives commitment to women for getting the experience the ‘real’ Dove difference through the Face Test Campaign (Kulkarni, 2022). In this analysis, the core of success for Unilever in UK and India is found to illustrating its ability to relating to contemporary women as a beauty care expert. 
Positioning 
 Unilever is positioned as a personal care expert brand in UK as well as India through promoting its Dove soap products. The secret of this product longevity in market is its consistent evolution, packaging of the new variants and the brand has illustrated its innovation to keep its youthful images in an intact way (Unilever, 2019). The use of attractive tag lines and face test Champaign secure this product based FMCG Company called Unilever in Indian and UK market with a competitive position. 
In order to illustrating the effective position of Unilever’s product called Dove soaps present in UK and Indian market the Perceptual Map is depicted below:
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Figure 7: Perceptual map of Unilever
(Source: Unilever, 2021)
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Marketing mix strategies must be developed in order to achieve the desired outcomes within the market that it serves.  The following is a study of the seven aspects of the marketing mix and suggested methods for each:
Product
A product is any item or service that a firm makes available for purchase by end users or by other businesses. To put it another way, a product is any tangible good that is marketed toward end users as a purchase option. A wide variety of foods and drinks, as well as cleaning supplies, personal care products, and cleaning solutions, are all available for purchase from Unilever. It is generally agreed upon in the UK that Unilever provides products of a higher quality than its competitors. As a result of this, customers are willing to pay a much higher premium for them (Gulia and Marwah, 2022). Provides things that have been around for some time and are well-known for their traditional appearance as well as the utility they provide. On the other hand, in India, the cross-marketing technique would be used in order to interact with clients on a more personal level.
Price
Pricing strategy is a powerful tool that can be used to attract clients. Research indicates that Unilever's pricing strategy in the UK is "competitive," which, in essence, implies that the corporation charges low prices to consumers in return for supplying products a high quality. The present status of the market is taken into consideration when setting prices for consumers by Unilever. On the other hand, Unilever uses a strategy known as "penetration pricing" while doing business in India. The strategy of offering a new product or service at a reduced price in the hope of drawing in customers is known as penetration pricing strategy (Zhang et al. 2022)
Place
There are two different marketing channels that Unilever uses to offer its goods. The first is via the company's official internet shop, which enables transactions between the company and its customers. The second point of distribution is via wholesalers, who then distribute it to retailers nationwide. The ultimate objective is to sell them to clients of the firm. In addition to this, the firm uses an Omni-channel distribution strategy in India. This means that it has combined its physical and online shops in order to provide consumers with convenient access to the company's goods (Shastri, 2021).In this scenario, it is recommended that the business place its primary emphasis on enhancing the user-friendliness and operability of its website, which can be accessed over the internet.
Promotion
Advertising is crucial to every company's success because it leaves a lasting impact on customers. In order to get a competitive edge in the UK market, Unilever Plc believes that promotion is a vital need that must be met in order to promote its varied variety of products (Unilever, 2022d). The advertising strategies that Unilever employs in order to reach its demographic of choice are outlined in this aspect of the marketing mix. When it comes to promotion in the global market, Unilever utilises a broad range of tactics, such as sales promotion, public relations, personal selling, and digital marketing.
The country of India is responsible for up to 18% of Unilever's total expenditures and contributes significantly to the company's revenue. Through television and other forms of social marketing, they have already set their standard for advertising in India's diverse cultural landscape. To help rural people in India and to promote the use of environmentally friendly products, Unilever has taken a sustainable strategy. In India, some of Unilever's marketing techniques include the Lifebuoy Swasthya Chetana programme, the Project Bharat initiative, and the Shakti marketing campaign (CaseCentre, 2022). There are also many other forms of advertising that are employed, such as the newspaper, the internet, private and direct sales, and a lot of other methods.
People
People working under Unilever's sales division play an important part in the company's marketing activities. These people have been trained to be respectful of the company's clients and to take their preferences into consideration when making decisions. Humans are employed by the company to provide customer support. When consumers have questions or issues with a product, they may reach out to this team for help. Staff members like these have been taught to treat customers with dignity and do whatever it takes to resolve issues.
Unilever employs around 21000 people in India. People play an important role in the supply of products and services. Distributors are missionaries at Unilever. They aid in the marketing of goods and the development of goodwill. Distributors cover India's diverse culture. These distributors interact with retailers across the world, allowing Unilever products to be widely accessible to consumers. Even media workers would be among those who will play a distinctive role in dissemination.
Process
The company must set up methods to alert retailers when their stock is running low in order to ensure that its items are always accessible for purchase. Supplies, customers with more items while ordering manufacturers to replenish inventories. This guarantees that consumers can always get their hands on the products they need (Kumar and Almoula, 2020).The United Kingdom and India both have their own version of an online delivery method. In India's version, orders are entered into a computer system, where they are processed, and the relevant items are then pulled from inventory and sent to the delivery service provider based on these orders. On the other hand, it never stops doing market research in order to have a deeper understanding of what consumers’ desire. In addition to this, it heightens client awareness by collecting feedback either in-store, through its hotline, or via social media platforms.
Physical evidence 
In both the UK and India, the company distributes its wares in distinctively coloured packaging that makes the items simple to spot on store shelves. These are then placed on the company-provided specialised shelving. The colour and design of these racks are very distinctive. Because of this modification, shoppers will have an easier time identifying these shelves even in very busy stores (Li et al. 2020). Clients may inspect high-resolution images of the company's products from several angles, and the site is straightforward to use.
[bookmark: _Toc122192971]Providing a definition of directional development strategy 
The directional development strategy keeps the organisations being focused in their most strategic ways that possibly continuing to growing both products and services, revenue through offering consumers (Mody et al. 2020). In order to perform this Unilever like organisation required to make sure that their individuals departments in UK as well as in UK which work together towards corporate goals working effectively rather than pursuing their individual goals. 
[bookmark: _Toc122192972]Ansoff matrix 
Unilever was established in England in 1890 with the intention of serving the country's consumers with premium products. The business expanded its product line and the number of markets it served. Company growth and success may be better comprehended via Ansoff matrix analysis. Strategic planning has benefited greatly from a comparison of the UK and Indian markets using the Ansoff matrix. It is characterised by four distinct features: market expansion, product innovation, market penetration, and diversity.
Market penetration
The Unilever Corporation has grown steadily throughout the years by penetrating new markets in the United Kingdom. With the launch of a new product, a company often aims to break into that market (Young, 2017). On the other side, in India, the market penetration approach has been employed to enhance the manufacturing capacity to reach more clients within the present market. At the same time, it would help the corporation spread its message and expand its customer base. Products such as Magnum, manufactured by the firm, are widely available in many regions. A staggering 2.6 billion consumers throughout the globe regularly utilise Unilever goods, attesting to the company's global influence in the modern era.
Product Development
In India, Unilever Company fosters product development through a variety of methods, including modifying current items to provide customers with new and improved products. Research and development are an additional strategy for remaining competitive via creative thinking and innovation in product releases and other operational areas, such as promotion, administration, and finances (Unilever, 2022e). The Unilever Company in the UK recognises the significance of enhancing the product range and generating new items to attract a diverse client base. Unilever's continued success may be attributed in large part to the company's commitment to continually introducing new products to the market.
[image: ]
Figure 8: Ansoff matrix 
(Source: Hashai et al. 2021)
Market development
Unilever uses a cross-market strategy to win customers away from its competitors in the United Kingdom. To achieve this goal, they sell their products at subsidised rates, which are often lower than those of other businesses. Unilever's strategy for growing its business in India includes testing the waters in untapped niches of the existing market. Brand recognition is a key part of Unilever's strategy for expanding into new markets (Unilever, 2022d). The company's ability to expand into new markets and get more exposure depends on the strength of its brands.
Diversification
The term "diversification" is used to describe the process by which a company increases its size and scope via the introduction of new goods into other markets. Unilever can maintain its competence, creativity, and competitiveness in India thanks to its strategy of diversification. Unilever may become a conglomerate in India by branching out into an unrelated industry there. In addition, Unilever may become a conglomerate if it were to enter a new market. By contrast, Unilever, a British company, uses related diversification namely, a continually expanding product range to its advantage. Associated diversification is achieved via the gradual development of other business lines, such as those dealing with food distribution, dairy goods, and beverage brands (Hashai et al., 2021).
[bookmark: _Toc122192973]Conclusion 
It can be concluded from this assignment that Unilever is having a successful position in Indian as well as UK market. The macro environmental model like Hofstede cultural dimension model effectively demonstrates the socio-cultural differences that are present within UK and India which are needed to consider by Unilever in running their business in both countries. The PESTLE analysis model helps in determining all the political, economic, social, legal, technical and environmental factors that vary as per country environment and impact on company. In order to representing the industrial analysis, Porter’s 5 Force model is applied which is found to kind of similar for both the countries. The micro elements associated to business success of Unilever within UK and Indian market get evaluated through SWOT and STP, marketing mix, Ansoff model. The selected product all Dove soaps are found to having a significant position in UK as well as Indian market through illustrating its feature of high quality product with reasonable pricing. In order to gaining further improvement, this brand called Unilever needs to strengthening its weaknesses, area of threats.  
[bookmark: _Toc122192974]Recommendations 
The recommendations that are possible to provide on sustainable business progress of Unilever in UK as well as India are as following:
· Creating value in data economy through data insights services, data privacy connected to products that can develop holistic ecosystem for Unilever products (Tien and Nhi, 2019)
· Use of CAD and 3D printing can help to implicating automation in manufacturing that can help Unilever in UK to overcome labour shortage related issue
· Application of Bitcoin and other crypto-currencies for transactions within personal care products selling, manufacturing (Patjoshi and Nandini, 2019)
· Having better consumer reach through expanding 5G networking that can help Unilever for effective market reach can be helpful for Unilever in both UK and Indian market.   
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