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[bookmark: _Toc89198180]Introduction:
Technological progress way has transformed the dynamics of marketing. Contemporary firms are promoting their brand and products uniquely to attract the target customer segment. Marketing activities aim to attract the target audience, engage with the target audience, and foster brand recognition among target customer segments. Identification of the target audience is necessary for successful marketing. Segmentation, targeting and positioning will allow the newly recruited marketing manager to promote Unilever and its products. By using a marketing mix, the newly recruited marketing manager can prepare the marketing strategy for this British multinational firm. In this paper, Unilever's segmentation, targeting, and positioning will be done. By using the 4P's of the marketing mix, the marketing strategy of Unilever will be recommended. In the end, six blogs will be used as a part of communication activities for Unilever.
[bookmark: _Toc89198181]Discussion:
[bookmark: _Toc89198182]Segmentation:
In order to identify the target audience, the newly recruited marketing manager needs to divide the target audience based on demographic, geographic, behavioural, and psychographic variables. For the demographic segmentation, this organisation needs to assess the age, gender, marital status, occupation, income, race, ethnicity of the target audience (Dolnicar, Grün and Leisch 2018). In the context of Unilever Plc, it can be said that this organisation will target customers irrespective of gender between the age group of 15-70 years from low to high-income groups. It will allow this organisation to offer its wide product line for a wide range of customers segments. Customers can purchase their day-to-day needs from Unilever. For the geographic segmentation, this organisation needs to assess urban and rural areas, country, pin code (Camilleri 2018). In the context of Unilever Plc, it can be said that this organisation should target customers from both urban and rural areas. For the behavioural segmentation, this British multinational firm needs to assess online purchasing habits, benefits sought, brand loyalty, actions taken on the website, and usage rate (Liu et al. 2019). It can be said that Unilever Plc needs to focus on the benefits sought. This organisation will target loyal customers, as well as situationally loyal customers. For the psychographic segmentation, this organisation needs to assess personalities, lifestyles, interests, values, and preferences (Ernst and Dolnicar 2018). It can be recommended that this British multinational company needs to target customers who aspire to live simple lifestyles to customers who want to live lavish lifestyles. 
[bookmark: _Toc89198183]Targeting:
In order to achieve competitive edges over its counterparts, the management of Unilever Plc needs to focus on the most potential customer segments. This organisation will target customers irrespective of gender between the age group of 15-70 years from low to high-income groups. In order to maximise its sales and amplify its reach across the world, this organisation needs to target customers from both urban and rural areas.  
[bookmark: _Toc89198184]Positioning:
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[bookmark: _Toc89198185]Marketing mix:
By using the 4p's of the marketing mix, a marketing strategy for Unilever will be recommended. In order to dominate its counterparts and competition, this organisation needs to follow the proposed marketing strategy. 
[bookmark: _Toc89198186]Product:
The diverse product line of Unilever includes food, supplements, condiments, ice cream, pet food,  toothpaste, tea, tobacco, coffee, beauty products, breakfast cereal, wellbeing vitamins,  water and air purifiers, and personal care (Unilever.com 2021). By offering the best quality products to its target customer segments, this organisation can satisfy them and transform them into loyal customers. During this pandemic situation, the demand for household products has increased drastically. This organisation needs to capitalise on this emerging opportunity.  
[bookmark: _Toc89198187]Price:
Implementation of an effective pricing strategy, this British multinational firm can accomplish a competitive edge over its rival business entities. In the context of Unilever, it can be said that this company follows a flexible pricing strategy (Sushma and Naveen 2020). Unilever can become the lowest-cost producer by using its financial strength, highly skilled workforce, which consists of 14900 employees, advanced technology, and economies of scale. This organisation can set high product prices in developed countries to maintain a high-profit margin. This organisation can set lower product prices and sell its products at a low-profit margin in the under-developed and developing countries (Leung et al. 2019). The objective of this firm is to enhance its sales and market share. By using the flexible pricing strategy, Unilever Plc can accomplish that objective. 
[bookmark: _Toc89198188]Place: 
The products of Unilever Plc are available in 190 countries (Unilever.com 2021). By utilising advanced technology, this organisation has developed an effective distribution channel. It is beneficial for this organisation to generate revenues across the world. Compared to online presence, the offline presence of Unilever is strong. It can be recommended that Unilever should optimise its online platform and transform it into a user-friendly online platform (Melacini et al. 2018). During this pandemic situation, customers are using online platforms to purchase their household products. An omnichannel distribution strategy will allow Unilever to maximise consumer convenience (Larke, Kilgour and O'Connor 2018). It will allow this British multinational firm to compete with leading e-commerce Amazon and others. 
[bookmark: _Toc89198189]Promotion:
Implementation of an effective promotion strategy and the way the marketing team of Unilever will communicate with the target audience must be identified. It will allow this organisation to interact, communicate and engage with the target customer segments. It can be recommended that the marketing team of Unilever needs to use a traditional marketing strategy. By using print media, hoarding, television, radio, this organisation needs to promote the brand and its products for its target audience (Kayumovich and Annamuradovna 2020). Along with that, the marketing team of this British multinational needs to utilise social media platforms. By using social media platforms such as Facebook, Twitter, Instagram, Pinterest, YouTube, the marketing team of Unilever Plc needs to share creative, informative, and engaging content for the target audience. By using professional content writers, the marketing team of this firm needs to develop the promotional activities. Appropriate utilisation of social media platforms, which is cost-effective marketing, will allow this British multinational firm to accomplish sustainable competitive advantages (Bala and Verma 2018). 
[bookmark: _Toc89198190]Blogs:
Blog 1:
[image: ]

The target customer segment of Unilever for this blog post is customers who prefer beauty care products. The management of Unilever intends to attract beauty product lovers and offer a diverse range of quality beauty care products for its target audience. Successful promotion will allow this company to maximise the sales of its beauty care products across the world.
Blog 2:
[image: ]
The product line of Unilever consists of premium quality ice cream. The target customer segment of Unilever for this blog post is customers who have cravings for premium quality ice cream. The tagline for its premium quality ice cream should highlight the happiness that the ice cream of Unilever can bring to the consumer. 
Blog 3:
		[image: ]
The product line of Unilever consists of tea and coffee. This organisation intends to attract tea and coffee lovers. Consumers who have cravings for tea and coffee are the target customers segments. In order to attract and engage the target customer segment, the marketing team of Unilever needs to highlight the perfect scenario for consuming tea and coffee. 
Blog 4:
		[image: ]
The number of health-conscious consumers across the world is increasing gradually. That is why the management of Unilever has included Matcha Green Tea in its product portfolio. The target customer segment of this business entity is to attract health-conscious consumers. It will allow this organisation to attract the target customer segment through its organic and healthy drinks. It will allow Unilever to maximise its market share and customer base.
Blog 5:
		[image: ]
Unilever has aligned its portfolio actions with its long-term vision. That is why this organisation maintains a diversified product line for its target customer segments. Unilever Plc offers a wide range of healthy drinks for its target audience so that customers remain healthy by consuming healthy drinks. 
Blog 6:
		[image: ]
To make a greener food future, Unilever started inspiring its consumers to eat for good. More plant-based products and recipes might allow Unilever to attract the target audience. Through an omni-channel distribution strategy, this organisation can cater to the demand of its target audience. 
[bookmark: _Toc89198191]Conclusion:
Thus, it can be concluded that Unilever needs to maintain its diverse product line, which consists of food, supplements, condiments, ice cream, pet food,  toothpaste, tea, tobacco, coffee, beauty products, breakfast cereal, wellbeing vitamins,  water and air purifiers, and personal care. This organisation will target customers irrespective of gender between the age group of 15-70 years from low to high-income groups and strengthen its presence in both the urban and rural areas. By using an omnichannel distribution strategy, this organisation addresses the needs of consumers from 190 countries. The utilisation of a flexible pricing strategy will allow Unilever to accomplish competitive edges. This company needs to use both digital marketing strategy and traditional marketing strategy.
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