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[bookmark: _Toc151739566]Introduction 
The main purpose of the study is to focus on writing an individual blog providing a critical analysis of the business model. This study mainly focuses on market segmentation to meet the fast-changing competitive and global business criteria. This study will discuss the business operation of Unilever company. Univer is a global consumer brand. The customers prefer a wide range of variety in the company's products or services. Focusing on this demand the sturdy will critically discuss the STP analysis of the specific company, Unilever. Along with that, there will be a brief analysis and evaluation of the current marketing mix strategies of the organisation. Through these strategies, it will understand the present market position and competitive advantage of the selective business. 
Unilever has continued its business operation for 100 years and gained huge success with its variety of products and pricing range. 3.4 billion people regularly use this brand and it is available in 190 countries (Unilever PLC, 2023). 
[bookmark: _Toc151739567]STP Analysis of Unilever 
STP is a powerful marketing tool that involves reaching the potential audience with the appropriate message. STP proposes the principle of marketing which helps marketers effectively target the right audience with their messaging of business (Kumar, 2023). Additionally, they can ensure that the message is conveyed in a way that compels the audience to respond to a call to action. Based on the STP analysis organisations can make decisions on product development and expanding distribution channels. 
Segmentation
Demographic Segmentation: Being a leading consumer goods brand Unilever focuses on demographic segmentation. Based on gender, occupation, income and age the company produces their products. Due to their wide range of product strategies, Unilever fulfils the demographic criteria. According to the consumer income statement Uniliover set their product pricing structure. In that case, all levels of consumers purchase its products.  Due to targeting all ageing people and producing their products the company easily attracts the consumers. It is said that the segmentation framework plays a significant role in increasing the sales of Unilever products to global consumers. 

Geographic Segmentation: Being a multinational consumer goods brand Unilever sets their product price by analysing geographical segmentation. Based on the geographical segmentation Unilever focuses on the cost of transportation and the cost of value proposition in their international delivery and supply operation. Staying in the international market Unilever prefers the multicultural business operation and follows the international administrative system to flow the business in the global consumer goods market (Embapro, 2023). 
Targeting: Unilever sells consumer goods products worldwide so they target all ageing groups of people. The company mainly focuses on small children to elderly people.  who prefers the target The marketing campaigns can meet the needs and demands of the customers because the company can target the right customers. This is the way that Unilever can effectively draw them in purchasing their products. This is indicative of the company's growing market share and sustainability. When selecting the appropriate target market, Unilever makes sure that several factors, including size, cost, and accessibility, are taken into consideration. For Unilever to generate a substantial amount of traffic, the management makes sure that the targeting is large enough. They also guarantee that the company's investment is profitable. The company spent 7.8 billion euros on its brand and marketing advertisement (Unilever PLC, 2023). The company uses multiple channels of communication to target their global consumers.  
Positioning: Unilever set its business plan with appropriate targeting and segmented areas. Analysing the segmentation and targeting it successfully acquired a great position in the market. Being a leading seller of consumer goods products in the world Unilever deals with a variety of products and premium pricing strategy. The company highly focuses on its products' quality and changes and develops its products according to consumer needs. Unilever offers a 48% positive nutrition portfolio and spent 818 million euros on a diverse business strategy (Unilever PLC, 2023). In this way, the company gains high value in product innovation regarding research and development strategy. Maintaining a high quality and high pricing strategy Unilever holds a strong position in the market. For this reason, the company leads the best position among the other consumer goods brands in the global market. Along with that, the company maintains sustainability and uses modern technology which is the key aspect of the market positioning. 
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Picture: Brand positioning map of Unilever
(Source: Tumblr, 2023)
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A marketing mix is a setting of a business structure consisting of several basic components such as products, price, place and promotion. It is a strategic instrument to understand the marketing variables (Wichmann et al. 2022). Based on the several P's any organisation detects their sales and marketing technique to focus on the higher level of customer satisfaction. It provides a new conceptual marketing framework for the specific business (Batat, 2019). 
Product: Unilever sells consumer goods products including beauty, wellbeing, home care and personal care products. 400 other brands available in this company. Unilever provides a wide variety of their products to satisfy the market demand. Highly diversified brand popularity increases the growth of the business. In that case, companies gain a good position in the market which helps to continue the business for 100 years in the consumer goods industry. The company commits to providing high-quality products to its regular potential customers. The company invested 1 billion euros to choose the 14 global brands and increase the turnover rate of their business. 
Price: Pricing is an important component of the marketing mix. Based on the marketing preference, the organisation sets a pricing structure for its products. Unilever follows a wide range of pricing strategies regarding its diversity of products. Analysing the market condition and consumer demand the company follows appropriate pricing strategies. Applying the premium pricing strategies the company gains competitive advantages. Along with that Unilever applies higher prices for the premium quality of the brand. The company occasionally provides offers on their products and discount vouchers on the marketing pricing of products. Based on the competitive consumer products brand the company follows the market-oriented pricing concept. It provides a beneficial pricing structure and meets consumer preferences. 
Place: As a global consumer goods brand Unilever sells their products online and offline. Unilever uses digital kiosks to introduce their products directly to customers on the social media platform. The company has expanded their brands in 190 countries. Coordinates with various retail organisations the company sells their product in traditional marketing ways. Exploring their various e-commerce channels Unilever promotes their new products to global customers. Through their e-commerce marketing strategy, the company analyses the current market trends and consumer needs. In this way, the company takes the initiative to innovate and develop their products standards and quality. The company sells their products in their own brick-and-mortar stores. Along with that it merges with online retailers and increases the value of retailer brands (Kissinger, 2023). 
Promotions: Unilever promotes its products focusing the competitive rivalry in the global consumer goods market. The company uses various advertising channels to promote brand advertisements. It also spreads consumer leaflets to be aware of their wide range of products. Being a leading consumer goods company Unilever provides brand campaigning to be aware of their products in the global market (Unilever PLC, 2023). Marketing and advertising are highly responsible for the innovation and development of its products. The company uses sales promotion to set appropriate product ranges and discounts. The business invested 7.8 billion euros in marketing and advertising for its brand. The company hires social media influencers and models who help to promote their products on various social media platforms like youtube, Instagram Facebook and other media platforms. By involving the social media platform the company creates a strong relationship with the public and gets ideas about the product's satisfaction. In modern day social media is a useful way of promoting the products of Unilever. In this way, the company gained a better position in the global consumer goods market. 
[bookmark: _Toc151739569]Conclusion 
To sum up the whole study it has analysed the business condition of Unilever Plc. The study has briefly described the segmentation, targeting and positioning of the business. Through the STP analysis, the marketer targets the appropriate audience and changes the development of products. The company spent 7.8 billion euros on promoting its brand and marketing investment. With a strong marketing portfolio, the company holds a leading marketing position. The company holds the best market position by selling stand quality products. Their wide range of products and premium pricing strategy create a large customer base in the global consumer brand industry. The company merged with retailer brands to sell their products. Along with that using digital kiosks Unilever directly connects with their potential customers and sells its products. The annual turnover rate of this company is 60.1 billion euros in the global market. 
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