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[bookmark: _Toc92187747]ASSESSMENT 2: MARKETING FUNDAMENTALS ANALYSIS AND EVALUATION 
[bookmark: _Toc92187748]Task 1: Individual Report 
Executive summary
In this report, the processes and stages of marketing have been discussed and analysed and various roles of marketing environment including internal and external both have also been interpreted from the perspectives of different situational models. Besides, the STP analysis and marketing mix have also been thoroughly analysed of the company, Unilever. Likewise, the overall impacts of Covid-19 pandemic have also discussed and analysed on the basis of the organisation, Unilever. Apart from STP and marketing mix, several internal and external environmental models have also been described from the aspect of Unilever and its marketing that includes the models named, SWOT, Porter’s five forces, PESTEL analysis and VRIO analysis respectively. 
[bookmark: _Toc92187749]Introduction 
The coronavirus has majorly impacted all the businesses across the globe, and it is being felt that the leaders tend to navigate a broad reputation of the interrelated issues relating to this pandemic issue that also expands its span for preventing it from entering and also keeping the people safe and secure. Besides, by shorting up the liquidity and cash along with the reorientation of the operations, it is required to navigate the support programmes implemented by the complicated government. As the chosen organisation is Unilever, the UK that comes under the industry named 'consumer goods'; hence, the overall external and internal analysis need to be accomplished from the perspectives of several situational models. 
[bookmark: _Toc92187750]External and internal analysis of the chosen organisation 
The external and internal analysis of Unilever can be conducted effectively based on some application of models relating to this. 
SWOT analysis 
Strengths 
Unilever contains a broad portfolio of some renowned brands that also carry a diversified range of products for making the market unique and customer-preferred. Hence, several initiatives have been taken for funding heavily within this organisational domain for bringing the overall market to the innovative conditions to cut the edge of the products. As it has a distinct feature of flexible pricing and expertise in distribution thus, the overall product distribution channel has already reached global customers (L, 2022). It has also leveraged its production and delivery among a total approx. Two hundred seventy locations in over 190 countries internationally; thus, the global strategies associated with it tend to win the hearts and minds of the organisation by retaining the distinct flavour of the food products. 
Weakness 
As it operates its business in the 'Uber competitive market' thus, the other global marketers such as P&G and Nestle tend to host the local and global players to challenge Unilever and keep it in the dominant position. Alongside, the available products of Unilever can also be replaced with substitutes, especially within the two continents, including Asia and Africa. In these two continents, the consumers also are prone to use the national and traditional alternatives instead of the products of Unilever. 
Opportunities 
With the advent of globalisation, the proliferated growth of the international media is being observed. Besides, due to the acquisition of western lifestyles, Unilever has searched for a tremendous opportunity to make a diversified customer base according to their preferences. As the customers are more health-conscious thus, Unilever has developed enough of the opportunity in the market for launching the new product ranges for them (L, 2022). Likewise, as Unilever carries a good track record in taking social and environmental responsibility hence, they feel the emergence of the ethical behaviour of the customers who mainly purchase the branded products based on sustainability. 
Threats 
The awareness has increased enough of the global customers where each and every strategic move of this company is being criticised due to the inability to sustain and maintain the focus and spotlight on it. Henceforth, as Unilever operates business in a particular market domain thus, the alternatives of the local products have created a threat to the overall available goods of Unilever. Besides, as the entrance of Asian multinationals tends to raise the stakes for Unilever in the international name and brand thus, the dominance of being observed within the market segment of FMCG. Hence, Unilever has faced a lot of threats relating to the upcoming battle for emerging the new ages and competition internationally from the starting of spreading its branches all over the world. 
Analysis of Porter’s five forces 
Buyers’ Purchasing power (Low)
As the entire business of Unilever depends on the responses of the customers along with its products thus, the buyers have already made an influence based on the performance of the buyers for addressing the customers for directing towards low switching costs, gaining high quality of information. 
Competitive rivalry (High)
As Unilever has numerous buyers and it has already flourished its business throughout the whole world thus, the other supermarket giants like Nestle and P&G have made the products to make the customers attractive for switching from one brand to another easily (Porter Analysis, 2022). There are also a high number of firms and also high aggressiveness of the forms that also carry low switching costs. 
Threats of substitutes (Moderate) 
The threats relating to the substitutes carry low switching costs and low availability of the substitutes within the concerned company domain. Hence, the availability of the low substitutes and low performance of them is being noticed as the price ratio of the available goods. Likewise, this force also carries a strong ability to make an entire impact on Unilever because of the lower availability of substitutes. 
Threats of the new entry (Moderate) 
The threats relating to the new entries carry the low switching cost and high cost of the brand development of the available products and services. Hence, the high economic force is also observed as the weak force in it. Thus, the consumers can easily decide for trying new or innovative products; henceforth, it supports the competitive pricing strategy and the higher organisational efficiencies within the respective firm segment. 
Suppliers’ powers (Low)
As the suppliers of Unilever are moderate in size, hence they are moderate in supplying the goods and services also. Besides, it imposes forces that are moderately intense. Thus, the consumer goods are associated with the respective industry for enabling the suppliers and also making the limited influence on the firm named Unilever (Porter Analysis, 2022).
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Impacts of the Covid-19 pandemic on Unilever 
Unilever is a consumer goods-oriented organisation that delivers regular-based products like snacks and soaps to customers. Besides, it is considered as one of the oldest multinational organisations that distribute its overall products in more than 190 countries. Hence, due to the Covid-19 pandemic, the demands of the delivered products and services of Unilever have been greatly affected, and the growth has also decreased throughout (Pandey et al., 2021). At the time of this pandemic, the purchasing behaviour of the customers has changed, and the sales and deliveries of the primary-care products have also been affected majorly. Likewise, as the customers are more health-conscious thus, they have already left buying the products to prevent themselves from getting infected by this deadly virus. Henceforth, as Unilever has already got affected by these pandemic issues, it is still encountering a big turnaround amid this massive outbreak worldwide, where a variety of products of Unilever has faced the damaged condition during the usage of flexibility and achieving the brand revenues. Likewise, the brand sales of the food products have lost almost due to this issue. 
[bookmark: _Toc92187752]Understanding the processes and stages of marketing 
At Unilever, advertising has helped the company inform the customers about the benefits of the innovation and products of the company. Advertising as well as marketing for Unilever is the way to engage themselves with the customers on issues that matter to them. Unilever is dedicated to ethical advertising as well as marketing (Unilever, 2021). As a prominent worldwide consumer goods corporation, it promotes the products' benefits using a variety of brand communication methods. Marketing and advertising have the potential to sway people's opinions. They help to educate the public on the benefits of new goods and technological breakthroughs. It's also a way to communicate with customers about issues that matter to them. Consider the case below:
1. Dove's Real Beauty Campaign challenges current beauty norms.
2. Persil's ad as "Dirt is Good," promotes children to become filthy as a natural and optimistic part of growing up.
3. “Comfort One Rinse's” marketing voices customers that they need only one bucket of water to rinse the clothes, saving time and money (Unilever, 2021).
However, the Covid-19 outbreak has already characterised the year 2020 for around millions of people. It has had a huge impact on Unilever's business, personnel, and the international communities that the firm serves (Unilever, 2021). As a result, Unilever has evolved in tandem with the globe.
Contributions of products were made as part of the company's efforts. In March, Unilever said that it will donate roughly €100 million in supplies to help underprivileged communities cope with the epidemic (Unilever, 2021). Using our scale and supply chain, Unilever employees worked closely with that of the World Economic Forum's Action Platform of Covid as well as a range of NGO partners to make sure that things reached those in utmost need throughout the world. In mid-December, the final cargo of disinfectant, soap, sanitiser, as well as food supplies arrived.
Campaigns with a goal that is both creative and effective
Lifebuoy isn't a stranger to promoting handwashing as a method of preventing illness. With its handwashing education programmes, the brand celebrated reaching 1 billion people in 2019. During the outbreak, Lifebuoy enhanced the communication by running real-time public service announcements in around 17 key locations and cooperating with almost 200 global influencers who shared handwashing instructions across several social media platforms, that has reached millions of followers (unilever, 2021).
As during shutdown, Knorr's Foods & Refreshment developed Knorr at Home content on social media, offering customers store-cupboard recipe ideas and advice for cooking easy restaurant-style meals at home (unilever, 2021). Ben & Jerry's has given around €2 million to aid small business franchises across the US, as well as communities around its Vermont headquarters. Hellmann's has also launched its “Stay-In(spired) campaign”, which offers tips as well as methods to extend the life of food as well as repurposing leftovers into delectable lunches and dinners.
[bookmark: _Toc92187753]Role of marketing environment and the situational analysis models
For marketers like Unilever, it is crucial to understand the marketing environment and its role. This helps a company like Unilever to recognise as well as identify what its customers need and want. Without understanding the marketing environment, the situation for any company can become complicated (Cosgrove, 2016). Therefore, the marketing environment is crucial as it guides the marketers to identify the needs of the customers specifically regarding in what ways the customers will make the decisions while they purchase the products. 
PESTLE analysis of Unilever
Political factors 
Unilever's product portfolio is huge and the company works mainly with divisions including personal care, beauty, home care, food and refreshment as well as a water purifier. As a result, the maximum revenues that the company generates from this fast-moving consumer goods industry (Smithson, 2017). Therefore, Unilever abides by those regulations that Food and Drug administration sets. However, Covid-19 has had some strong effects on the business of Unilever.
Economic factors 
Since Unilever deals with fast-moving consumer goods, the state of the economy should always be its prime important aspect. The stronger the economy is, the more revenues and profits Unilever will generate. Apart from that, Unilever seemed to have chances of growth in developing Asian countries such as China and India (Smithson, 2017). However, there can be possible risks that may come along with it. The reason behind this is that employees cannot be ignored while the company decides its prospects in a particular country. If there is more rate of unemployment, it will help the company to cut down its costs. However, this can on the other hand be detrimental as there will be fewer customers to buy its products. 
Social factors
Unilever has its presence in around 100 nations and has launched its products along with marketing them in such a way that appeals to the social demographics (Smithson, 2017). Apart from that, Unilever is very much aware of the fact that all of the advertisements come in varied languages across the world, for instance since India is a multicultural country, the lifebuoy soap's advertisement came in varied languages such as Tamil, Malayalam, Telugu, and Hindi. Apart from that, the company can find a huge scope in the care and beauty division.
Technological factors
In order to thrive in the market and compete with others, Unilever needs to keep up to date with technology (mba, 2019). It needs to bring about a constant improvement in its operating processes that can help it in increasing efficiency as well as cutting down the costs.
Legal factors 
As has been mentioned Unilever's portfolio is huge with around 400 brands. This is the reason why the company needs to take care of all the rules and regulations. It should protect the patent.
Environmental factors 
Unilever has set itself as a company that is environment friendly and has shown its customers that it supports and follow a sustainable path (mba, 2019). The company dedicatedly works towards the UN sustainability goals which can, in turn, enhance the business as well as the image of Unilever.
[bookmark: _Toc92187754]


The analysis of STP and marketing mix based on Unilever 
STP analysis 
Segmenting  
Unilever carries four types of segmentation such as demographic, geographic, age and income segmentation. 
Demographic segmentation 
The shampoo brand, Sunsilk, is the product of Unilever that is specifically made for women only. Hence, it symbolises the brand named 'hair and care' with the endorsements and goodness of it over the generations. 
[bookmark: _eequorpjn792]Geographic segmentation 
Both the urban and the suburban areas, including the upper and the lower-middle-class individuals, grab several products from Unilever (Unilever, 2022). 
Income segmentation 
As the middle income-based people carry the essential characteristics of FMCG products thus, it is so significant in meeting the demands of the customers as they highly depend on the products for buying a minipack instead of buying a large product. 
Age segmentation 
The 16-25 age group of people get attracted by the products of Unilever, hence, as Sunsilk has also come up with new and attractive variants with nourishing conditioners, straight and sleek shampoo and so on.
Targeting 
Like the product, Sunsilk is for females only; thus, the core success of this particular brand is to gain the ability to relate to the women who are also experts in hair & care and beauty-oriented products. Thus, as this shampoo tends to target young women mostly thus, it carries the opportunities to share its own stories with one another for stating the caution of not violating this. 
Positioning 
The secret of getting attracted to the people is the longevity of the products of Unilever that are also associated with the consistent evolution along with delivering several variants while packaging actually (Unilever, 2022). Henceforth, it is also required to play with beauty care products. Thus, Unilever has decided to convey the message regarding illustrating the needs and demands of the customers who have started their careers by relating their lives to the endorsements of several products of Unilever on the TV screen along with their favourite idols. 
The marketing mix (4ps) 
Product 
The product range of Unilever is home care and refreshment products and personal care products. The turnover of the homecare products acquired a total of €10 billion that accounted for one-fifth of the turnover of Unilever. Magnum and Lipton tea are products that focus on the delivery and innovation of delivering a great brand experience (A, 2022). Hence, Unilever carried a large category of the products, around €1 billion. 
Price 
As the immense competition is being observed in Unilever thus, it needs to understand the whole competition of the FMCG market worldwide. Hence, Unilever tends to follow the competitive pricing strategy that changes the overall marketing conditions; henceforth, Unilever contains a wide range of products to cater for the segments of the cost for creating a prestigious division while making the premium sales of the personal care products. The marketing ethics of Unilever is defined with the 'standard of behaviour' along with the moral decisions observed in the marketing practice, whereas the overall ethics of this company regarding products have encountered a question relating to the moral challenge (Tjokrosaputro, 2021). 
Place 
The product distribution strategy of the marketing mix of Unilever has also been explained with the thousands of distributors along with the millions of worldwide retailers. The company Unilever contains the advantages of the global manufacturing and distribution that reduce the product costs. Thus, Unilever also contains a huge product distribution network that includes retail products with direct outlets. 
Promotion 
Unilever is one of the largest money-spending companies that relates the marketing to e-commerce and digital media for increasing the integration of it with digital marketing for driving sales along with the rapid growth of e-commerce. Moreover, as Unilever has already spent nearly €8 billion in a year, thus, the utilisation of digital marketing properly helps in including self-esteem based projects within the domain of the other marketing campaign (A, 2022). 
[bookmark: _Toc92187755]Conclusion 
It can be concluded that fundamental analysis of marketing also includes the evaluation of the intrinsic value of the sticks for finding out the long-term as well as the investment opportunities. Additionally, it also assists the marketers in considering the overall conditions by carrying out several economic elements, including the rate of interests, production, employment, manufacturing and management of the marketing. As the fundamental analysis itself is a method of determining the ultimate value of the real stick or the fair market. Thus, this entire analysis helps the marketers to find out the stocks which are trading recently. Likewise, the stock prices are sometimes lower or greater than that of the real stock values.

[bookmark: _Toc92187756]




























Reference list
A, L. (2022).  Marketing mix of Unilever 2021. [online] Vesseldatabase.com. Available at: <http://vesseldatabase.com/dtzq/unilever-strategy-2021.html> [Accessed 4 January 2022]. 
Cosgrove, L. (2016). Importance of Marketing Environment to a Marketer. [online] Medium. Available at: https://lilycosgrove.medium.com/importance-of-marketing-environment-to-a-marketer-112f80e14f9 [Accessed 4 Jan. 2022].
L, A. (2022). SWOT Analysis by ManagementStudyGuide - [PDF Document]. [online] vdocuments.mx. Available at: <https://vdocuments.mx/swot-analysis-by-managementstudyguide.html> [Accessed 4 January 2022]. 
mba (2019). Unilever PESTLE Analysis | PESTEL Analysis of Unilever. [online] MBA Skool-Study.Learn.Share. Available at: https://www.mbaskool.com/pestle-analysis/companies/17992-unilever.html [Accessed 4 Jan. 2022].
Pandey. R., Teja. V., Massand. A., Hung Kee. M, D. (2021). The impacts of Covid-19 on Unilever. Available at: The_Impacts_of_Covid-19_on_Unilever.pdf [Accessed on 4 January 2022]. 
Porter Analysis (2022). Porter’s Five Forces Model of Unilever-Porter Analysis. [online] Available at: <https://www.porteranalysis.com/porters-five-forces-model-of-unilever/> [Accessed 4 January 2022].
Smithson, N. (2017). Unilever’s PESTEL/PESTLE Analysis & Recommendations - Panmore Institute. [online] Panmore Institute. Available at: http://panmore.com/unilever-pestel-pestle-analysis-recommendations [Accessed 4 Jan. 2022].
Tjokrosaputro, M. (2021, May). The Roles of CSR and Marketing Ethics in FMCG Company’s Reputation During the Covid-19 Pandemic. In Ninth International Conference on Entrepreneurship and Business Management (ICEBM 2020) (pp. 379-385). https://www.atlantis-press.com/article/125956315.pdf
Unilever (2021). Advertising and marketing. [online] Unilever. Available at: https://www.unilever.com/planet-and-society/responsible-business/advertising-and-marketing/ [Accessed 4 Jan. 2022].
unilever (2021). Putting purpose into practice: our Covid-19 response. [online] Unilever. Available at: https://www.unilever.com/news/news-search/2020/putting-purpose-into-practice-our-covid-19-response/ [Accessed 4 Jan. 2022].
Unilever (2022). STP Analysis of Unilever - PHDessay.com. [online] Available at: <https://phdessay.com/stp-analysis-of-unilever/> [Accessed 4 January 2022].

2

