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1. [bookmark: _Toc190787867]Introduction 
Unilever is a consumer goods multinational business that has a wide global footprint in food, home care, and personal care markets. It was formally created in 1930 by the coming together of Lever Brothers and Margarine Unie to become one of Europe's largest industrial merges (Unilever, 2025). Its roots were laid in obtaining raw materials for margarine and soap manufacturing, and early expansion in Africa, Europe, and the US. Unilever's focus on innovation saw it bring in products such as Vim scouring powder in 1904 and Pears Soap in 1917 through acquisition, expanding its market reach (Unilever, 2025). The firm also played an important part in public health campaigns, for example, Lifebuoy's ‘clean hands’ campaign in 1926 which encouraged hygiene awareness among school students. 
Regardless of its achievements, Unilever has a highly dynamic operating business environment based on economic trends, regulatory policy changes, and consumers' purchasing preferences. Its initial competitors like Procter & Gamble joined the business scene in 1930 representing the highlight that made the business's competition harder. In responding to these demands, Unilever has activated its ‘Growth Action Plan’, building stronger 30 Power Brands, increasing productivity, and advancing digitalization (Unilever, 2024). On the other hand, such adaptive strategic planning needs to be carried out in the face of supply chain disruptions, inflation, and sustainability issues. Preservation of this report will use PESTEL and Porter's Five Forces to evaluate the external business environment for Unilever, focusing on identifying opportunities and threats for the business. It will further analyze the company segmentation-targeting-positioning (STP) strategy and marketing mix (4Ps) and ultimate competitive positioning. Thus, a strategic recommendation will be made with consideration for sustained growth. Unilever needs to be well-informed about the exterior market forces for it to continue competing and keep pace with changing industry patterns in a competitive global market.
2. [bookmark: _Toc190787868]Marketing and situational analysis models 
The external analysis of the contemporary business environment of Unilever and the marketing strategies thereof involve a number of important models that can provide vital marketing insight into market trends, the competition, and consumer behavior. The models will assist Unilever in crafting successful strategies to neutralize threats and complement opportunities in their favor.
[bookmark: _Toc190787869]2.1. Key marketing concepts and external analysis models
First, market analysis, segmentation, targeting, positioning, and strategy development form the marketing process. These phases allow companies to see what consumers want, identify their target groups, and design strategies to build their market strength further. The formalized process that Unilever follows helps in trend spotting and adaptation to regional variations in market changes. The PESTEL model analyzes the political, economic, socio-cultural, technological, environmental, and legal boundaries that influence Unilever's business. It helps the company to anticipate regulatory changes, inflation, and sustainability trends as challenges while taking advantage of the developments in technology and trends in the market for its own advantage. SWOT studies the other side of the scale where Unilever examines its strengths and weaknesses, opportunities, and threats. Its strength, such as a wide brand portfolio and global reach, may be capitalized upon whereas weaknesses like the high cost of production would need to be mitigated. The discovery of opportunities for growth and realization of threats offers Unilever the best strategic choices. Through segmentation, targeting, and positioning, or STP, Unilever will be able to craft more-specific strategies for particular demographics, lifestyles, and purchase behaviors. Since Unilever operates in different markets, this model helps Unilever position its brands efficiently and meet consumers' expectations. Unilever's marketing strategy rests on the 4Ps-product, price, place, and promotion (Mba Skool, 2023). This model helps the company to identify the relevant product offering, set the right price, select the appropriate distribution, and develop the right promotional strategy to gain customer loyalty and market share.
[bookmark: _Toc190787870]2.2. Justification for using these models in analyzing Unilever
There are many models which are essential in the analysis of the external environments of Unilever as well as formulating strategies about it. The PESTEL analysis helps in measuring threats from various macroeconomic situations; Porter's Five Forces is helpful in understanding competition; the SWOT analysis measures the internal strengths and weaknesses and the external opportunities and threats; and the STP model helps measure segmentation in markets. The brand hopper (2023). Lastly, the 4Ps maximize product creation and promotion so that Unilever can be competitive in the fast-moving consumer goods market. The models individually give an elaborate measurement of Unilever's market standing and external factors.
[bookmark: _Toc190787871][bookmark: _Toc190782915]3. External Business Environment Analysis 
[bookmark: _Toc190787872][bookmark: _Toc190782916]3.1 PESTEL Analysis: Macro-Environmental Factors 
Unilever is a global consumer goods company in more than 190 countries with the influence of several macro-environmental aspects. A PESTEL analysis examines the political, economic, social, technological, environmental, and legislative factors to which Unilever may be subjected in terms of its business strategy.
Political Factors
With geographical diversity, Unilever's operations are inclined towards different government policies. Unilever is affected by trade policies, tariffs, import, and export restrictions because these factors heavily influence the supply chain and pricing strategies (Hermanses et al., 2024). Such laws concerning sustainability like the EU Green Deal require Unilever's earnings in the reduction of carbon emissions and improvements in its environmental practice terms. Different countries' corporate tax policies impact profitability, while the laws regarding labour determine the employment structure. The impact of political instability trade wars or regulations related to Brexit can bring disruptions in the operational process, thereby making the company adjust according to the scenarios of the geopolitical landscape.
Economic Factors
Economic movement fluctuations affect Unilever directly concerning profitability and market representation. Due to inflation, costs of raw materials and production increase, eventually leading to increases in product prices or a decrease in profit margins. Currency changes have been particularly unstable in emerging markets and thus affect financial stability and revenue conversion. Simply put, the purchasing power of consumers can shape everything—economic downturns shatter demand for premium products, whereas economic growth and improvement within developing nations bring expansion opportunities. Changes in interest rates affect Unilever's borrowing costs in the name of investments towards innovation and infrastructure.
Social Factors
Changing consumer preferences as well as social trends determine Unilever's product portfolio. Sustainability and ethical sourcing are increasingly important to the customer; as a result, Unilever is navigating through eco-friendly packages and forms of sustainable products. The consumption of plant-based and organic products is on the rise among health-conscious consumers, which informs acquisitions and innovation in Unilever's product line. Changes in the demographics (for example, the ageing populations in developed markets) and those in emerging economies that have an expanding middle class change the demand for products, as well as marketing strategies for those products. Activism regarding diversity, inclusion, and fair trade also shapes Unilever's CSR initiatives.
Technological Factors
Unilever invests in technology to create more efficiencies and better customer engagements (Hu and Zeng, 2024). The organization digitizes itself with AI into big data analytics to enhance the efficiency of market research, supply-chain management, and personalized marketing. The increasing upsurge in e-commerce has called for Unilever to strengthen its presence online and direct-to-consumer sales channels. Automation in the manufacturing platform increases and is supposed to put efficiency in production and thus reduce cost and augment its sustainability efforts. Also, its investment in research and development enables Unilever to develop new inventions such as biodegradable packaging and smart labelling. Keeping pace with technological advancements is essential to maintaining its competitive advantage.
Environmental Factors
Environmental sustainability is at the heart of Unilever's strategy as governments through environmental regulations and climate change policies stipulate the business model to be undertaken to reduce carbon footprint. This covers a broader scope of plastic waste, reduction of water consumption, and greenhouse gas emissions (Hermanses et all., 2024). However, the ethical sourcing of raw materials such as sustainable palm oil is being challenged by environmental and societal concerns. Consumers prefer brands associated with sustainability; thus, marketing through Unilever's activities on the environment and carbon is a significant competitive advantage. All the more, these are among the push factors that drive Unilever to go green anywhere possible in its supply chain through government-imposed laws.
Legal Factors
Unilever has to operate under different legal frameworks within the world, where advertising laws regulate marketing claims for fair competition and consumer protection. The various employment laws prescribe labour rights, wages, and safety in the workplace. Product safety regulations stipulate stringent quality controls and compliance with international standards. Data protection laws, such as GDPR, affect how Unilever engages in consumer data marketing and business intelligence. Besides, Unilever must adhere to the laws that prohibit anti-competition to prevent monopolization in the market.
[bookmark: _Toc190787873][bookmark: _Toc190782917]3.2 Porter’s Five Forces Analysis: Industry Competition 
Porter's five-forces framework analyzes the competitive forces shaping the industry and the variables that affect the market position of Unilever. Below, each of these forces has been discussed concerning the intensity of those forces in the Unilever industry.
Threat of New Entrants: Low
In Uniliver's industry, the threat from new entrants is low owing to high barriers to entry. Unilever operates globally, having the full benefit of economies of scale which reduces production costs in making it possible for Unilever to compete on price (Ahmed, 2024). Meanwhile, distribution networks and brand power mostly weigh against competitive entry with extremely popular brands such as Dove, Knorr, and Lipton. Newly found entrants would also need sustained capital investments to hire marketing teams, researchers, and product developers. Environmental laws and safety regulations also act as a hindrance for new entrants. While there is slight easing from e-commerce and digital platforms in entering the market for niche brands, in a broad sense the threat remains low. 
Bargaining Power of Suppliers: Moderate
The bargaining power of suppliers is moderate. Unilever sources raw materials from a diversified range of suppliers worldwide which reduces reliance on any one supplier. However, supply price volatility of some key materials such as palm oil, cocoa, and some agricultural products may give suppliers some leverage. Besides, suppliers who meet Unilever's sustainability standards form a small group of sourcing partners who may, in some cases, limit Unilever's sources of supply. Unilever's great bargaining power keeps supplier margins under control, but fluctuations in commodity prices and climate change-induced disruptions to supply chains will affect Unilever's operating costs. 
Bargaining Power of Buyers: High
The bargaining power belongs to buyers in Unilever's industry. Consumers have many substitute goods for Unilever's products, and price sensitivity is an important factor in their purchasing decisions (Turopova and Buriyev, 2024). A proliferation of many private-label brands and increased competition with niche and eco-friendly brands, providing similar quality at cheaper prices, do increase buyer power. Digital platforms have empowered consumers with the ability to compare prices and buy with the highest value. This buyer power has been moderated somewhat by Unilever through strong brand loyalty and sustainability initiatives in addition to diversifying its product line to meet different consumer needs. 
Threat of Substitutes: High
Above-average substitution threats prevail in Unilever's case. Strong competition is provided by private-label brands and alternatives within various product categories. Store and retail brands provide the same products at reduced prices to appeal to cost-conscious consumers (Turopova and Buriyev, 2024). A flood of substitutes has also emerged in recent years due to increasing consumer preference for organic, locally sourced, or plant-based products. Unilever is responding to such threats by innovating with plant-based foods, natural beauty products, and biodegradable packaging. The presence of substitutes in the fast-moving consumer goods segment is rampant, thus Unilever's constant innovation is again over time becoming a vital mechanism to outwit its competitors. 
Industry Rivalry: High
Competition in the FMCG sector is high, and within that environment, Unilever operates with intense rivalry from multinational giants like Procter & Gamble, Nestlé, and Colgate-Palmolive. They engage in aggressive marketing, innovativeness, and price competition as a means of gaining or maintaining market share (Ahmed, 2024). The FMCG industry is saturated, and companies mainly compete based on branding, where advertising plays a huge role alongside product differentiation and innovation. Digital marketing, influencer collaboration, and direct-to-consumer brands fuel competitive rivalry. Nevertheless, Unilever capitalizes on its international power, broad product portfolio, and sustainability to find a competitive advantage.
[bookmark: _Toc190787874][bookmark: _Toc190782918]3.3 SWOT Analysis: Strengths, Weaknesses, Opportunities, and Threats 
	Strength
	Weakness

	Strong Brand Portfolio: Unilever owns a large portfolio with well-approved and trusted brands such as Dove, Knorr, Lipton, and Hellmann's which guarantees brand loyalty from consumers in a diversity of regions and product categories. Brand equity is an important asset that lifts Unilever as a leader in the market and customer loyalty. 
Global Footprint: Unilever's presence extends to 190 countries(Ahmed, 2024). That global footprint creates a quite wider space for revenue diversification thereby absorbing the shocks from a regional economic downturn. 
Innovation: Unilever devotes its career extensively to research and development, innovating and putting new products forward to fulfil the ever-changing needs of consumers. Innovations in plant-based foods, natural beauty products, and even sustainable packaging fortify Unilever's competitive edge over other companies. 
Sustainability Leadership: Along this line, Unilever can claim to be the first company in terms of progress made towards environmental and social sustainability (Ahmed, 2024). The company has also progressed significantly in ethical sourcing, carbon reduction, and sustainable product design. Therefore, consumers would find this attractive and relevant to global sustainable trends.

	Highly Competitive: The consumer goods industry is of very high competition, with Procter & Gamble, Nestlé, and Colgate-Palmolive as very strong competitors. A constant urge for innovation and differentiation of products in a crowded market constantly faces the company Unilever.
Emerging Market Dependency: A large part of the phenomenal growth of Unilever comes from emerging economies, where today it has to deal with economic volatility and political instability. Such variations can greatly affect consumer demand in these countries, which would then reflect on the overall business performance. 
Supply Chain Risks: Disruption caused by natural disasters and political unrest, as well as changes in the trade policy or any other market force affecting the movement of commodities globally, can affect Unilever's very wide supply chain (Ahmed, 2024). For example, palm oil products might depend on sourcing from multiple areas and processes regarding price fixation and differences in ethical sourcing.


	Opportunities
	Threats

	Growth of Digital Marketing: E-commerce and Digital Marketing opportunities are coming to enable Unilever to empower its consumers directly. Being more present on the Internet through social media and influencers can help Unilever reach out even more to its potential customers, especially in the emerging digital markets.
Eco-Friendly and Plant-based Products: More and more consumers want plant-based and sustainable products. Unilever can extend plant-based foods as well as eco-friendly personal care lines even more(Ahmed, 2024). Both categories are in line with what is being concerned about more than ever today: health, environmentalism, and ethics in consumption, especially with consumers. The opportunity for growth is tremendous. 
Sustainability Initiatives: Continuously developing today along the consumer's ever-changing preferences, Unilever can gain leverage in this area of consumer proclivity growing toward ethical products. More investments in green packaging, renewable energy, and responsible sourcing shall build a competitive advantage for Unilever in this segment of the eco-conscious market.

	Changes in Regulation: The changing spectrum of regulations, especially with an eye toward environmental measures and consumer protection laws, has become a cause for concern. Trade tariffs or changes in taxes and regulatory aspects regarding packaging waste and carbon emissions have a mechanism in place to hike operational costs and resultantly in the pricing strategy for products. 
Economic Downturns: Economically sliding nations pose economic risks to consumer spending into discretionary disbursements. Unilever being a household name in markets both developed and emerging, has to bear the brunt of any variation in purchasing power as mirrored through economic conditions. 
Increased Competition: Private label brands will continuously increase in FMCG, as well as niche products, and many local competitors. Incumbent competition faced by Unilever is part and parcel of that line, although most case studies juxtapose it against those cost-sensitive sections of the market(Ahmed, 2024). Besides, new entrants who could start with a particular focus on green activity or innovation could also pose a challenge to Unilever's title in particular categories.



[bookmark: _Toc190787875]4. Market Strategy Evaluation 
[bookmark: _Toc190787876]4.1 Segmentation, Targeting, and Positioning (STP) 
Unilever's market strategy rests on a deep global reach, differentiation through brands, and innovation in response to sustainability needs. Unilever is present in 190 nations, touching billions of consumers with its broad range of brands (Unilever, 2024). Through a strategy that concentrates on growth markets, digital technology, and a strong supply chain, Unilever maintains its market growth momentum and competitive standing.
Segmentation: 
Unilever uses a complicated segmentation strategy across demographics, geography, psychographics, and behaviour (The Brand Hopper, 2023). Demographically, it offers its products to all age groups, genders, and different levels of income. Geographically, it has both developed and developing market presence and adapts offerings to local tastes. Psychographic segmentation is toward consumer values of sustainability, well-being, and convenience. Behaviorally, it appeals to differing consumer behaviour from those looking for premium offerings to price-sensitive customers.
Targeting:
Unilever's strategy of targeting is aimed at major consumer segments through a twin strategy: premium and mass-market. In emerging markets, where 58% of its turnover comes from, the company balances affordability with product quality. Meanwhile, Unilever targets high-income consumers with its premium brands like Magnum and Dove. The digital growth of the company also enables it to access e-commerce and direct-to-consumer segments, especially in urban centres.
Positioning:
Unilever is differentiated on the basis of sustainability, price, and innovation. The firm's strong environmental and social responsibility credentials, reflected in its high CDP scores and lower carbon footprint, positively contribute to its brand image. Additionally, its pricing model makes it accessible while not compromising on quality. Innovation continues to be an integral part of Unilever's positioning, as it spends €949 million on research and development and has more than 20,000 patents to ensure it stays ahead in the market.
[image: ]
Figure 1 Quarterly sales of Unilever worldwide from 3rd quarter 2022 to 2nd quarter 2024, by segment
 Source: (Statista, 2024)
Unilever's quarterly sales figures from the third quarter of 2022 to the second quarter of 2024 indicate stable performance across its five business sectors. Personal Care is always in the lead in terms of revenue, with a high of €3.6 billion in the third quarter of 2023 (Statista, 2024). Ice Cream shows instability depending on the season earning about €1.2 billion in the last quarter of 2022. Overall, the figures indicate a stable or upward trend across all sectors, illustrating Unilever's market power and resilience.
[bookmark: _Toc190787877]4.2 Marketing Mix (4Ps) 
Product:
Unilever has a diversified product range in five business groups such as beauty and wellbeing, personal care, home care, foods, and ice cream. Its product development is centred on sustainability and innovation with initiatives such as ‘Clean Future for Home Care’ and ‘Positive Beauty for Beauty & Wellbeing’ (Unilever, 2025). It follows a science-based approach to research, thereby fulfilling changing consumer needs.
Price:
Unilever has a combination of competitive, value-based, and premium pricing. In mass markets, it focuses on making products affordable to encourage volume sales, especially in developing economies. Its premium brands like Ben & Jerry's and Vaseline, however, use higher pricing models that focus on quality and brand status.
Place:
The firm has a massive international distribution network, catering to 4.4 million retail outlets via its supply chain. Its online and e-commerce growth has also enhanced reachability, especially in emerging markets. Unilever also focuses on direct-to-consumer models for enhancing interaction and optimizing supply chain efficiencies.
Promotion:  
Unilever's marketing strategy integrates digital and traditional advertising methods (Mba Skool, 2023). With €9.5 billion spent on brand and marketing investment, the company prioritizes consumer engagement through online platforms and social media. Sustainability-driven campaigns play a key role in Unilever’s promotions, reinforcing its commitment to environmental responsibility while resonating with modern consumers. By combining strategic segmentation, targeted approaches, and a strong marketing mix, Unilever continues to maintain its leadership position in the global consumer goods industry.
[bookmark: _Toc190787878]5. Strategic Recommendations for Unilever’s Future Growth 
Improving Sustainable Practices
Complementing Unilever's focus on environmental sustainability is important to support long-term growth. The firm needs to further its efforts in minimizing its carbon footprint through the implementation of more energy-efficient operations and using more renewable energy throughout its supply chain. The ethical sourcing of raw materials might be given priority by Uniliver while further transparency might be attained in its supply chain. Install should also put AI system in place for monitoring energy and optimizing it, similar to their counterpart in the building management, thus reducing the emissions and costs even further.
Growing Digital and E-commerce Capabilities
Through AI from Uniliver, there is better communication with their consumers and a more progressive marketing strategy. Artificial intelligence fosters the development of customized product recommendations that optimize customer experiences, conducts green behaviours among consumers, and is utilized in several applications across numerous industries. Unilever should invest in analyzing data to know and track consumer behaviour and using predictive algorithms to optimise marketing campaigns (Zhou, et al., 2024). The same coincides with the growing e-commerce segment and matches the increasing demands for custom-fit and digital-first shopping experiences, as well as their sustainability recommender systems encouraging consumers toward environmentally friendly product options and reduced waste by better targeting accuracy.
Building Strategic Alliances
Unilever must make much effort in establishing partnerships with technology companies and retail partners in the future to make innovations and efficiencies. Joining forces with AI companies can help Unilever improve its personalized marketing and sustainable operations capabilities. Joining hands with large retailers to adopt sustainable packaging practices and supply chain optimization can minimize waste and enhance efficiency. These alliances will enable Unilever to exchange technology resources for success and best practices, speeding up the company's journey towards its sustainability objectives. Through adopting these strategic suggestions, Unilever can reinforce its place in the competitive marketplace, create sustainable value, and influence long-term development while reacting to growing consumer and regulatory attention on environmental stewardship.
Strengthening Market Penetration in Developing Economies
Products must be modified by Unilever in tandem with the provisions that emerging markets offer, developing affordable quality lines in the same manner as local marketing practices would be able to increase market share by factoring aspects of local tastes and economic realities. Partnerships can be established with local distributors for direct-to-consumer digital media relationships to increase access and brand affinity. Further, by developing sustainable and healthy products at competitive price points, the growing green consciousness can be tapped in these markets as well as increased availability of eco-friendly products to a good percentage of the consumer base.
Adjusting to Consumer Trends
These days, consumers are looking at plant-based and healthful products. Unilever should have diversity in its portfolio and invest even more in plant-based and low carbon footprints. Product sustainability will be able to win the trust and loyalty by transparency through labelling. Using sustainable recommender systems, Unilever can persuade consumers towards these healthier and greener options- meeting consumer demand, while fulfilling the higher goals of environmentalism by minimizing resource use and waste.
[bookmark: _Toc190787879]6. Conclusion 
The external analysis of Unilever concludes with the necessity for appropriate business strategies concerning needs arising in the market as well as sustainability needs. Digital platforms in the ascendance, rising consumer demand for green products, and the growing importance of developing markets, offer stumbling blocks and business opportunities for Unilever in its quest for future growth. From the above-discussed findings, one could conclude that advanced digital technology, including AI-based recommendation engines, really can enhance customer engagement and promote decisions in favor of the environment. Good practices towards sustaining moral sourcing and minimizing carbon footprints shall have to be continued to meet both regulatory requirements and consumer preferences. Value-for-money products targeted at fast-moving consumer goods marketed with an emphasis on local execution would greatly increase Unilever's presence in the market. A trend towards more transparency on plant-based and health-centered products would also increase consumer trust in the brand. In direct partnership with technology companies and retail allies, innovations and operational efficiencies would accelerate further in cementing Unilever's cemented leadership in sustainability. The focus of Unilever's future should be to integrate cutting-edge digital capabilities with sustainability and more importantly evolve with consumer preferences, while their global footprint grows. These elements would guarantee Unilever long-term growth and be on track with environmental promises and continue providing value to consumers and stakeholders.
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