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[bookmark: _Toc164226963]1. Introduction 
In this assignment, the author will play the role of an external consultant who is hired by Unilever in order to critically analyse the internal and external drivers regarding environmental marketing. After that, the marketing operations of this company will be analysed, and a few viable suggestions will be provided.   
[bookmark: _Toc164226964]2. Company Overview 
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Figure 1: Unilever’s revenue 
(Source: Statista, 2023)

For this assignment, the British multinational FMCG (fast-moving consumer goods) company Unilever has been considered, which deals in baby food, beauty products, cleaning agents, ice cream, instant coffee and soft drinks. This company was established in the year 1929 by the Liver Bothers and Margarine Unie line, it currently operates in more than 190 nations. Unilever is known for effective digital marketing interventions; the marketing of its brand, such as Dover and Axe, usually resonate with the customers and leads to viable outcomes (Unilever, 2023). As a result, for the financial year 2020, this FMCG brand has reported a revenue of 60.07 billion pounds and a net income of 10.75 billion pounds (Statista, 2023). Around the world, Unilever employs more than 148000 employees; because of this viable marketing, this brand has maintained its leadership position in most of the nations. This company use traditional marketing approaches such as billboard and newspaper advertisement, but in recent years, Unilever has mainly focused on digital marketing. Unilever uses social media marketing, search engine optimisation as well and email marketing in order to stay one step ahead of its main competitors, namely Nestle and P&G (Unilever, 2023).             
[bookmark: _Toc164226965]3. Environmental Marketing Analysis 
Environmental marketing analysis mainly refers to the systematic assessment of environmental factors and their impact on the firm's marketing activities and overall operations. By assessing the environmental trends, the customer's attitude towards sustainability and the firm’s environmental footprint can addressed.        
[bookmark: _Toc164226966]External Environment Analysis (PESTLE) 
Political
The British FMCG brand Unilever is subjected to multiple governmental regulations linked with environmental protection, waste disposal and emission standards. This company have to follow these regulations to avoid any negative publicity and legal penalties. As this company operates in the majority of the nations worldwide, it has to follow different international agreements (Ullah 2021).      
Economic 
In the developed nations, the demands for sustainable goods are increasing; Unilever has the opportunity to capitalise on this opportunity, develop a wide portfolio of green products and use marketing to increase sales. This FMCG brand is also investing in renewable energy technologies to reduce the dependency on traditional energy (Unilever, 2023).  
Social
A large portion of the global population is becoming more concerned about sustainably, and they do not hesitate to pay premium prices to purchase green products. Unilever is using its marketing intervention to raise awareness by communicating the benefits of green products (Vajir 2021).  
Technological
Unilever is reducing its environmental impact with the help of modern technologies; it has invested in technologies that lower its energy consumption and waste. This FMCG brand is also attaining emerging technologies to improve the transparency of its supply chain and use data analytics to develop personalised marketing programs (Unilever, 2023).    
Legal
Unilever is using intellectual property laws to protect their green innovation and invention and following the laws regarding honest marketing, avoiding greenwashing.  
Environmental    
Unilever is investing a significant portion of its revenue in research and development to lower its environmental footprint. This FMCG business is reducing waste generation by using recyclable packages and solar and wind energy to minimise the carbon footprint (Unilever, 2023).  
[bookmark: _Toc164226967]External Environment Analysis (Porter’s 5 Force)
Bargaining Power of Suppliers
As Unilever is one of the largest FMCG brand of the entire world, the suppliers have moderate bargaining power, since it can change suppliers without much issue (LADIA 2019). 
Bargaining Power of Buyers
The general customer have less bargaining power, but the supermarket chain which give bulk orders have moderate bargaining power (Unilever, 2023).   
Threat of New Entrants
Entering the global FMCG market is challenging, hence the threat of new entrants in low (Iyadi and Itimi 2023).  
Threat of Substitute Products
As this company sale the daily use products such as soap, baby food and perfumes the threat of substitute is low.  
Competitive Rivalry
Unilever face competition from other large scale FMCG company like Nestle and P&G (Unilever, 2023).     

[bookmark: _Toc164226968]Internal Environmental Analysis (SOWT analysis)
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Figure 2: SWOT analysis
(Source: Benzaghta, et al. 2021)
Strength
Global presences
Unilever operates in more than 180 countries around the world, which can be considered as their strength because it reach a wider customer base (Unilever, 2023). 
Vast product offerings
Unilever possess multiply famous brands such as Lux and Axe, giving them an edge again the rivals.  
Effective brand name
Unilever is one of the most popular FMCG brand of the entire world. 
Sustainable approach   
This company is no focusing on sustainability to attract more customers (Unilever, 2023). 
Weakness 
Supply chain issues 
In the post pandemic landscape, Unilever is facing difficulties in maintaining their global supply chain. 
Increment in competition
This company is facing huge competition from brands like Nestle and P&G (Unilever, 2023).
Opportunities
Focusing on the emerging nation in Asia 
This company have the scope of emphasizing on the Asian countries which are still in the growing phase for better sales. 
Merger and acquisition
Unilever have the scope of acquiring smaller businesses to increase their market reach (Unilever, 2023).     
Threat
Risk of recession in global economy
After the pandemic and the Russia Ukraine conflicts, the entire global economy is facing the risk of recession. 
Changes in customer behaviour 
The customers behaviour are changing at a rapid pace, which can created issues for Unilever (Unilever, 2023).  
[bookmark: _Toc164226969]Analysis of marketing operations
In the present business landscape, marketing has become crucial for the success of a business organisation; in this sub-section, the STP analysis and 4P analysis will be performed in order to understand its impact on Unilever’s success.    
STP analysis 
Segmentation
The global FMCG brand Unilever targets a wide range of customers since their products are generally used by customers of all ages, genders as well and income levels. However, this company mainly targets women and millennials for their products. Unilever also segments the customers based on customer interests and preferences. This FMCG brand segments customers based on their interest in health and wellness along with sustainability. This company also segment the customer based on their lifestyle, which involves urban and rural (Cheng, et al. 2021).   
Targeting
Unilever uses different targeting tactics in order to reach the targeted segments of customers, and this multinational brand uses mass marketing to reach a large audience with its main brands, namely Dove and Lipton. This FMCG brand also uses niche marketing to reach a specific customer base for its beauty brand, such as The Body Shop. In the present business era, Unilever mainly uses digital marketing platforms such as social media and email marketing to target the customer and positively influence their buying behaviour (Unilever, 2023). 
Positioning
The international brand uses positioning in order to position its product as high quality, sustainable and innovative. Dove is positioned as a brand which good for women’s self-esteem, due to which it appeals to female customers irrespective of their age and background. Dove uses social media ads to effectively target potential customers. On the other hand, Unilever positions Lipton as a brand which is refreshing as well as healthy; it targets men and women of all ages (Unilever, 2023).              
4PS analysis 
Product
Unilever has a strong portfolio of over 400 products, which includes some of the biggest names such as Dove, Lifebuoy and Lipton. The products of this company are largely known for their high quality, innovation as well and sustainability, which is the customers around the world prefer its products (Karim, et al. 2021). 
Pricing
This international FMCG brand uses a value-based pricing tactic, which indicates that the prices of its products are usually based on the perceived value these bring to the customers. This company mostly sell their products at the medium price point, but some of its products also fall under the premium category, such as Ren and Tatcha (Unilever, 2023). 
Process
Unilever has a robust international distribution network, which helps it reach consumers in more than 190 nations without many issues. Due to the robust network, this brand was able to supply its products during the pandemic period. This brand’s products are distributed to the end customers with the help of different distribution networks that include retail stores and e-commerce platforms (Unilever, 2023).  
Promotion
Unilever uses different forms of marketing channels in order to promote its products and enhance brand awareness. This company uses traditional advertisements, public relations as well and social media platforms in order to promote its brands (Unilever, 2023). Unilever uses data analytics in order to personalise its marketing, which leads to a better return on investment (ROI). This company is taking completely different promotional activities, which makes their product stand out from the rest of the competition. As Unilever’s majority of the revenue share came from their wellness product offering in 2007, this brand has issued global guidelines to prevent only the use of “size zero” actor in their advertisement to eliminate the obsession with unhealthy slimness (Unilever, 2023). Due to this, Unilever receives the support of the general customers, leading to positive promotions. Additionally, this company highlights their environmental commitment regarding net zero emissions and achievements regarding renewable energy to attract the attention of the target customers and increase conversion. 
The critical assessment of the STP and 4Ps analysis of Unilever has indicated that this company have well well-defined target market and effective brand positioning that contributes to its success. The marketing mix of this brand is aligned with their STP, due to which it can be mentioned that Unilever’s marketing has played a vital role in the organisation regarding growth and prosperity.       
[bookmark: _Toc164226970]4. Suggestions 
The assessment has indicated that Unilever has an effective marketing program, which highlights all of this environmental commitment, still, there is room for growth. This global FMCG brand has to continuously invest in the development of sustainable packaging since a large section of the customers is becoming more aware of sustainability. Unilever has to highlight the benefits of this green packaging to draw the attention of these customers (Nekmahmud and Fekete-Farkas 2020). 
This company have to make an alliance with suitable suppliers as well as NGOs that work for environmental sustainability, which can help this brand improve its brand image. Unilever have the opportunity to highlight the fact that they are working with a popular non-profit organisation which are making real-life improvement in the world, saving wild lives and countering pollution through their marketing. This global FMCG brand can also create a dedicated team of experts who have the responsibility of focusing on environmental marketing. This team will make sure that all the marketing claims are honest; otherwise, it can be considered greenwashing, which is hazardous for the brand name (Papadas, et al. 2019).                
[bookmark: _Toc164226971]5. Conclusion 
Based on this assignment, it can be summarised that Unilever is one of the largest FMCG brands in the entire world, which is known for its out-of-the-box marketing programs. The external and internal analysis of the company has indicated that Unilever has the opportunity to use its brand name and sustainable commitments to influence the target customers. The implementation of STP and 4Ps has highlighted that this company have the scope of implementing sustainability in their marketing to improve their sales and profitability.     
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