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[bookmark: _Toc79254342][bookmark: _Toc81152772]1. Introduction 
The global marketing is very competitive and implement the ideas of innovate new business operation and develop the strategic option to those countries. To analyse the business within the right way, Unilever within the UK and HUL (Hindustan Unilever Limited) is developed to improve operation and service for  the company. When the company makes different types of design, decision and strategy it analyses both internal and external environmental factors to be with enhancing the operation for the business (Gomez-Mejia, 2017). The operation within the business needs to be developed by making appropriate decision within the external and analysis for the organisation. 

















[bookmark: _Toc79254343][bookmark: _Toc81152773]2. Background introduction of the company 
Rationale for choosing Unilever: Unilever is the world largest multinational consumer goods company and diversify the product variant based within the foods and refreshment, home care and personal care. Within the task the guideline is about to develop analyse the marketing and external factors of business specifically two countries. Here Unilever operate the business among 190 countries around the world and take competitive position to all the countries. The rationale of taking the company is to broadness of the company and variety of product and service. The organisational structure for the company is more complex than a government of any third world countries. The more importantly Unilever India is chosen because of large areas of operation and both powerful domestic and international players within the markets (Oxford Analytica, 2021). 
General introduction: Unilever create supply chain like a web that can comparatively express as the internet. Everyday about 2.5 billion people (out of 7.8 billion people) use the product of Unilever to feel good, to look good and increase the life standard within the world. The company has more than 400 brand and give the operation to 190 countries. The divisional product of the company are the home care, beauty and personal care as well as the food and refreshment that lead the company to enhance the operation and development of the company.
Operation within the UK: The operation Unilever is the UK provide various types of opportunities to continue financial gains within the UK and Ireland. As the UK is the home country of Unilever and it able to give opportunity for managing and developing the best practice for the operations within the UK. The recent BREXIT and Covit-19 pandemic situation as a a big impact on the operation within the UK and that has reduced the profitability within the recent years. Within the UK the company has focused on their food department and enrich the management and operation for the company in getting the best  benefits for the business. 
Operation within India: Hindustan Unilever Limited is the corporate gain within India that booming with the development of the income within the India lifestyle. The mission of Hindustan Unilever Limited is to add the utility of life and to ensure that it meet the everyday nutrition, hygiene and personal care for the improvement, skills, knowledge and the ability of completing tasks within the company this will ensure a  better service and will enable the abilities with their staff. The core competency of HUL is to create a good network and supplying a number of chains within the country and to ensure a break service within the business to get the benefits and ability with competing with strong players (Gomez-Mejia, 2017). The company owns 7000 distributors dealers and that helps to redistributes about 1 million retails outlet within India. It is very shocked matter that about 68.8% of the Indian people live on less than 2 dollars a day. So, the company focus on food product that are at the lowest price cost ever. The infrastructure of remote areas is very bad so HUL develop a strong supply chain to reach the maximum number of consumers within India.
Competitors of Unilever within the UK: The top competitors of Unilever within the UK are the P&G, Nestle, Jonson and Jonson, Kimberly Clark, Henkel, Reckitt as well as ESTEE LAUDER. The product of Unilever within the UK is based on high price and premium product within the country. Each and all competitors of Unilever ensure quality and premium look for the product within the UK. 
Competitors of Unilever within India: The top competitors of HUL are the ITC, Marico and café coffee day that create pressure to gain the profits and marketing strategy of HUL. The competitors are the local company but very good position within the operation and strategy to develop the business and operation of the HUL. Marico manufacture and market consumer goods mostly favourable by the people of India. 
[bookmark: _Toc79254344][bookmark: _Toc81152774]3. Macro environment analysis 
[bookmark: _Toc79254345][bookmark: _Toc81152775]PESTEL analysis 
PESTEL analysis is the macro environment analysis that enable to develop the operation of the business to enrich decision making. The macro environment is the external forces of the company that cannot change any factors of environment rather cope with the factors of environment. Here the task is given on the international and global marketing for this reason, macro environment needs to be analysed to enhance the operation and make strategy of environment of the company (Oxford Analytica, 2021). Here the PESTEL analysis focus on the political, economic, social, technological, ecological and legal environment to make the decision and marketing strategy of the company. 
Political: Political environment consist of government policy, political stability, foreign trade, labour law and tax law that helps or create challenges to continue the operation within the foreign markets. Unilever is subjected by the regulation of Commission and the Food and Drug Administration that create a boundary of providing the activities and regulation of the country to enhance the operation and development for the company. If the company is unable to obey the regulation this may create issues of civil and criminal law issues as well as to bear to take the risk giving fine. HUL (Hindustan Unilever Limited) merging with Tata oil mills company that helps to get the opportunities within providing cosmetics, food and oil product to get a better strategic position. But the recent political instability within India has created challenges within coping with the operation and development for the new strategy (Slack, 2018). The political factors within the UK are comparatively well and stable within Indian subcontinent and this helps to manage and the development for the company. The recent BJP government of India is very orthodox with its impact for its life style and economic condition of the country.
Economic: Economic factors consist of board economic elements of the business to ensure a better performance and development of product and service. The GDP, GNP, per capita income, PPP (purchasing power parity) and buy capacity impact on the economic factors of the company. The Consumer affect the operation of the business that directly impacts on the business operation and development of the consumer goods. If the product gets the lower demand that influence on the negative cashflow and profits of the business operation and create pressure and challenges to compete with the large business. The whole world gets negatively impact by the economic crisis from 2009 and crisis from 2020 from the Covit-19 situation that negatively influence on the operation of the business and development. When Unilever losing at all the countries within the world it gets its profits from India due to demand of the good operation within India. The social factors of UK are very liberal and develop the business ideas and new entrepreneurs. The business operation of the company always analyses the political, social, technological, economic and ecological factors to make the decision of the business. 

Social: Social factors consist from the religion, ethnicity, language, behaviours, culture and sexual orientation that needs to focus on by the company to reach most of the consumer within the world. The consumer within the UK is very liberal where the Indian people are Orthodox and focus on religious beliefs strongly. Within the UK the company needs to focus on the personal care product and wellbeing service to uprise the mental and physical health for their consumers. HUL expand various types of social programs that has increase the customer base within India and create the loyal consumer groups. Social factors are favourable for the organisation to make the decision of the organisation and helps to get better benefits of the company. The favourable condition of social factors is the analysing the behaviours of the consumer and it helps to improve the ability to sustain within the development. The UK Unilever Limited develops the ideas of handling the consumer by social factors mechanism. 
Technological: We know Unilever is the world largest multinational company and it needs to develop and focus on the benefits of the operation to maximise customer acquisition. With the development of internet, robotic and automation, Unilever implement the ideas to make the decision and increase the operation for the company. The company produce product around the world and sell the product online. Modern supply chain and customer retention apply the technology for better benefits and profit making for the company. E-commerce creates new horizon for the business and it booms within India and Asian region. The life standards within the UK booms for enabling for good operation. The innovation and new product development allow for the company to make the decision of ideas generation and productivity within both Asian and EU region (Carvalho, 2020). The technological factors give the directors of the company to develop new ideas and product and enhance productivity. The unfavourable condition of the company is to create high competition in the markets. 
Legal: As the consumer goods company Unilever need to subject various types of laws and regulation to ensure better performance and development. Each the brands and store need to follow the rules for domestic and international regulation like copyrights and product safety laws. HUL within the case of Gujarat, after facing high drought and floods for high price for production it needed to low the price according to province laws. The favourable condition of the legal factors is to bound the business in the specific segmentation and helps to create opportunities of the business. The unfavourable condition is the high restriction and import-export laws for the company.
[bookmark: _Toc79254347]Environment: Environment is polluted day by day and it influence on the development of the product and influence on the decision making for the company. HUL (Hindustan Unilever Limited) subjected to the law and provision within the UK and other company focus on the development of the company. Within India HUL had become the top news for breaking the natural laws and damping harmful waste within the river that jeopardise the lives and living of the society and reduce the loyalty of consumers within the competitive markets (Lieu, 2019). The environment factors help to preserve the world in the new way and helps to develop and encourage commitment of the organisation. The favourable condition of the HUL and Unilever UK is responsible to environment and continuous development. 
[bookmark: _Toc81152776]Critical analysis of Model
The external factors are analysed to evaluate the external forces for the business that enable the operation for the company. Unilever operate the business function around the world and analyse the factors like laws regulation, operational excellence for the company, development of the business and ensure good ability of the company. Within the UK Unilever faces challenges for BREXIT and it needs to pay a high amount of taxes and fees to continue the operation. Within India it is the culturally responsible country that need to focus on the culture and religion. The BJP government for India is very conventional and orthodox that need to combine to make the decision of HUL. 
Advantages and disadvantages of the Marco environment.
The advantages of macro environment are the analysis of the environment and helps to understand the evaluation of different kinds of factors of environment that are the political environment, economic environment, social environment, technological environment and legal environment that find the best solution of the company. The main disadvantages of macro environment are the unavailability of information and data of the company. 
[bookmark: _Toc79254346][bookmark: _Toc81152777]Hofstede cultural Dimension 
Hofstede cultural dimension model diversify of six model of culture that find the way of how to develop and analyse cultural factors. The cultural dimension finds the independents factors for culture and enable them with getting a good evaluation for external environment for the culture. 
[image: Hofstede&#39;s Cultural Dimensions EXPLAINED with EXAMPLES | B2U]
Figure: Hofstede cultural dimension (Slack, 2018)
Power distance index (PDI): The power distance index means the power of general people are distributed equally and unequally that enable to enhance the operation for the business. The fundamental issues here are giving the power for handling the general people. Power distance index is very high within India where it is Low within the UK. 
Individualism VS collectivism: Individualism means to think about the personal gains and benefits and collectivism develop the strategy of making decision within a group and family. Within the UK is the individual’s country where India is the collectivism country. The company needs to focus both cultural orientations to make the decision and implementation of they ideas. 
Masculinity VS femininity (MAS): The masculinity refers to the dimension of societies achievement, heroism and assertiveness to making the martials world of development. The femininity stands for cooperation, group world and coordination among the members of the society. Within India is the masculinity country where the UK is the femininity country focus on cooperation. Unilever need to make employees strategy based on this orientation. 
Uncertainty avoidance index: The uncertainty index prefers to avoid the uncertain factors within the society with ensuring a better performance for the company within making decisions. The fundamental issues are the society developing the operation by allowing the deals with operation. The market within the UK and India are both uncertain therefore the companies will need to make the decisions based on this index. 
Long term orientation VS short term orientation: The long-term orientation and short-term orientation develop for managing good performances for the company. The long-term orientation focus on future development and short-term orientation focus on present condition for the culture and society. The short-term orientation focus on value tradition, current social hierarchy and social obligation to continue business operation. 
Indulgence VS restraints (IVR): The indulgence stands for allows relatively free and basic natural life related to enjoying life and gaining funs. The development for the company focusses on life standards and social factors for the consumers. Unilever needs to focus on the Indulgence VS restraints (IVR) to make strategy and development for the company (Slack, 2018). 
[bookmark: _Toc81152778]Include the advantages and disadvantages of the Hofstede model.
The advantages of Hofstede model is where you are able  to learn from persons, behaviours and the different  types of culture. This is very helpful within the understanding of the different culture and their developments.  Hofstede model helps different persons to evaluate the development and enhancement of the company where they can increase their productivity. The Hofstede model is rigorous and helps with the understanding of benefits for the business and operations. Though Hofstede model is a successful model and it helps others to learn about the different culture with  persons who came from specific regions in the world. There are criticism behinds the implication of Hofstede model. According to researcher and manager of different countries that are not accurate mechanism for the organisation.
Comparison
The factors for environment help is within making the critical decision for the company to enrich product and analyse the consumer benefits for the company. The development for the company focusses on the operation and innovate new ideas for products. When the company fails to obtain the profits from the UK, the Indian markets will then obtain the  high number of profits and cashflow.
[bookmark: _Toc79254348][bookmark: _Toc81152779]4. Porter’s five force model 
[bookmark: _Toc79254349][bookmark: _Toc81152780]Porter’s five force model analysis of Unilever UK and Hindustan Unilever Limited 
Porter’s five force model provide the competitive position for the company to learn about the pressure from the competitor’s edge. The porter’s five force model analyse the consumer pressure and suppliers’ pressure within making the right decision for strategic development for the company. The external factors of the company enhance the operation for the company to better learn how to manage the external position for the company. The external factors directly impact on the decision making and marketing strategy development to enhance the operation and to able in meeting the mission, vision and objectives for the company. 
	Unilever UK
	Rating 
	Hindustan Unilever Limited 
	Rating 

	[bookmark: _Hlk79193557]Threat of new entrants
	Low 
	Threat of new entrants
	Low 

	Bargaining power of suppliers
	Moderate 
	Bargaining power of suppliers
	Moderate 

	Bargaining power of buyers
	High 
	Bargaining power of buyers
	High 

	Threat of substitute products
	Low 
	Threat of substitute products
	Low 

	Rivalry among existing competitors
	High 
	Rivalry among existing competitors
	High 


Unilever deals with variety of external factors of the organisation that considers the global operation for the company to manage and develop the business activities for the company. The porter’s five force model analyse the operation of the company to develop better, enrich and cooperation for the company.
Threats of new entrants: The threats of new entrants mean to create pressure for the company to enter into the market of Unilever. The new entrant within the Unclever market is very hard because the company is the largest position around the world that enable to operate within largest operational capacity. Within Unilever UK the development of new company to cope with the competition of Unilever is very hard. We can say that the threats of new entrants within  the UK market is low because of high investment money and operational capacity. The high economic scale of production and high cost of brand development lowering the threats of new entrants within the UK markets. HUL provide the high quality of product at the lowest price that create the hinderance of the new entrant company to development and enter the new markets. 
Bargaining power of suppliers: The most of the product and its raw materials accumulate from the suppliers and it create challenges and pressure to make the decision of the company. The bargaining power of suppliers’ analysis the present influence of suppliers to make the decision and implementation for the company. The right strategy and supply chain systems create the moderate force and pressure of the business to enhance the operation and development for the company. While the Unilever focus on the supply of product within the UK market it needs to take help from the external suppliers that enable the business to get the operation for the company. HUL face the moderate force from the suppliers because of acquisition and merge with suppliers at various types section to implement and enhance development of the company. 
Bargaining power of buyers: The bargaining power of buyers depends on the switching cost, quality of product and size of individual that helps to make the decision of implementation and development for the company. Another important factor behind the bargaining power for the buyers are the competitors and their operational strategy. The competitors of Unilever UK are the P&G, Nestle, Jonson and Jonson, Kimberly Clark, Henkel, Reckitt as well as ESTEE LAUDER that reduce the switching cost of consumers. Hindustan Unilever limited faces the pressure of high bargaining power of consumers that means the consumers get the substitute product within other competitors. The competitors of HUL are the ITC, Marico and café coffee which provide same variant of product within the consumers. 
Threats of substitute product: The substitute product is the alternative products of the company to analyse and development of the company as well as create pressure to make revenue and profits of the business. The substitute product within the UK market is very high as the company needs to develop and analyse the operation and business model for the company. The threats of substitute product enable to make the operation for the company to enhance them in better decision and implement for  a good ability of the company. The treats of substitute help to enhance the operation for the company for better decision making and implementation for the benefit. HUL create threats of operation within the company and better decision making to get the right benefits and development (Brewster, 2018). 
Competitive rivalry: The competitive rivalry of the company helps to develop and ensure the business operation to analyse and develop a better position for the company. The competitive rivalry focusses on the high number of firms and high aggressiveness of the firms to develop the operation and enhance good performance for the company. Low switching cost for the consumer create the rivalry for making decision and business of external environment. The competitive rivalry of the UK and Indian markets is rising that impact on the business operation and decision (Solomon, 2020). 
[bookmark: _Toc79254350][bookmark: _Toc81152781]Comparison
Porter’s five force model analyse the external components of the business and ensure a good performance of the company to better enable them within decision and implementation for new ideas and help them within making better solution for  the company. The market position of Hindustan Unilever limited is better than other company’s for the business to ensure better condition of the company. The bargaining power for buyers are high whereas the bargaining power for suppliers are low to make the decision for the company. 
[bookmark: _Toc79254351][bookmark: _Toc81152782]5. SWOT analysis for Unilever UK and HUL 
SWOT analysis is the important mechanism to analyse the operation of the business and evaluate the market position for the company in making the right decision and implementation for the company. The component of SWOT analysis are the Strength, weakness, opportunities and threats of the company.  Unilever analyse the SWOT to evaluate the position for the company in developing better performance for the company. 
Strength: The strength of Unilever is the operation capacity and it operates more than 190 countries around the globe. The global footprint combined within the operation for the business and good ability to sustain and making revenue and profits. The deep and boarder portfolio of the company to diversification of the product into managing and controlling operation. The research and development wings of Unilever innovate new product, service and areas of development to ensure good performance for the company. The Unilever UK get the competitive advantages with P&G for making good performance of product. HUL produce product at the cheap rate that enable the operation for the company to good performance development and ensure customer service. 
Weakness: The main weakness of the company especially with the UK market, the company invest within the Uber competitive market where the competitors of the business-like P&G and Nestle focus on the consumer good and development of product and service to ensure a better solution for the company. The development of the company focusses on the right strategy and investment policy of the company. Within this sense, the HUL makes better performance and development within the weak market position. 
Opportunities: With the development of technology and globalisation, the company may develop the operation of the business to enhance good performance and enable to get the benefits of development. Within the emerging market of Asian region and Indian subcontinent the consumer adapts the European lifestyle and operate best practice for the business within the markets. Within the market and subcontinent, the consumer gets the opportunities of newly affluent trillion dollars consumer and enable to operate the business and consumer segments. The emergence of new technology and operation within both the UK and Indian markets helps to develop the business practice and get the benefits of the company. 
Threats: The global pressure and economic crisis create the threats for the business to operate within the UK and Indian markets. The UK market doing comparatively well than the Indian market due Delta variant from the  Covit-19 pandemic. The development of the company based on the reduction of threats and operation of the company to continue the business. The development of the company based on the reduction of threats in both markets (Solomon, 2020). 
Product life cycle model: Product life cycle is the circular cycle of product life to enhance the operation of the company. The product life cycle model starts from the introduction, then growth maturity and decline. The product life cycle model analyses the operation of the business to learn about the position of product within the market. The product life cycle model of Dove makes research and development program of prospect markets and introduce the operational position for the company to growth, maturity and decline of the product within the markets. 
[bookmark: _Toc79254352][bookmark: _Toc81152783]6. Marketing strategy 
Marketing strategy is the company’s overall plan to gain the objectives of the business and reaching the customer to enrich business operation and development of the company. The objectives of marketing strategy is to engage and connect the consumer into making and receiving the right benefits from the business and this will enable them to learn about a better productivity and satisfaction for the consumer. Unilever UK make the marketing strategy to reach the maximum number of consumer and enable to operate business operation for the company. 

Geographic segmentation of marketing strategy: Geographic segmentation of marketing strategy develop the operation of the business to divide the location within the geographic and enable to develop operation of the company. Unilever UK segment the areas within London and Ireland within operating the marketing operation of the business. HUL divide the large areas of country to reach the maximum number of consumers within the country (Briscoe, 2012). 
Demographic segmentation: demographic segmentation of the business focus on the customer behaviours based on age, gender, income, occupation and family status that enable the operation of the marketing strategy to good decision making. The demographic segmentation helps them into making their decisions / designs for the right services by ensuring good ability for the company. Unilever UK makes the demographic segmentation to make the product and develop the marketing strategy to enrich success. Here the HUL also focus on middle income family to develop and ensure success (Brewster, 2019). 
Psychographic factors: Psychographic factors is the qualitative methodologies of studying the psychology of the consumer, their behaviours, life style and interest to learn about the success of the business and develop the right  operation for the marketing strategy of the company. The psychographic segmentation focusses on the buyers’ behaviours and this in turn will enable then to have a good perception for development and success. Unilever UK and Unilever India analyse the psychographic factors for consumer into making their decision for the business and marketing. 
[bookmark: _Toc81152784]Targeting and positioning strategies for Unilever in both countries. 
Marketing Targeting 
Evaluate the market strategy for making the business opportunities of targeting the potential consumers. Unilever UK and Hindustan Unilever Limited make different strategies for marketing targeting and potential of the consumer. The targeting of the consumer helps with understanding the consumer within the UK and HUL focus on mid-level consumer and high paid consumer for the consumer. 
Marketing Positioning 
The market positioning is the strategy of make position of the company and product within increase the ability for the company. Unilever UK and Hindustan Unilever Limited make brand proposition and online values proposition and brand life cycle for the company. Lifecycle brand development and proposition messaging for the company to enhance the ability for the company. The positioning for the company helps to make a better development for the company. 
[bookmark: _Toc79254353][bookmark: _Toc81152785]7. Marketing Mix 7Ps analysis of Unilever
Marketing mix is the mechanism of developing the strategy to enrich the operation of marketing and find out the important place of marketing. The factors of marketing mix are the product, price, promotion, place, people, process and physical evidence that helps to make the decision of the company to learn about development and better services. The Unilever UK implement the strategy of 7Ps that helps to find out inner factors of marketing to evaluate and development for the business operations and conditions them to success. Hindustan Unilever Limited regularly evaluate the condition and strategy of marketing mix to enhance the operations of the business and to gain a good position within the markets (Dube, 2019). 
Product: Unilever UK sell the product within the five board categories and all the product sell under the brand name of the company. The company sell the product with lot of variety and select the consumers to produce product and enrich success within the business operation. The company sell the product with highly differentiated consumer groups. HUL also follows the rules of parents’ company but the difference of culture and religion as well as the economic condition it produces diversified product and service. 
Price: The pricing strategy of the company follow the competitive pricing that enable the business to get the good competition capability to sustain within the markets. Both within the UK and Indian market get the high competition within the pricing. The pressure comes from the Indian markets which develop to makes the success of the company. The company from both countries analyse the information and data to make the pricing of the business and operation (Boon, 2018). 
Place: The company sell the product at the two-marketing channel that are the direct sell on online and indirect sells to the wholesaler and retailers. The company has present about 500 dealers in UK and it helps to reduce the burden and pressures of the company to enrich success of the company. The company has a substantial number of sales in both online and offline that helps to manage and develop the operation of the company to provide better position in the markets (Carvalho, 2018).
[bookmark: _Toc81152786] Market Entry Methods
Market entry strategy is the process of how to enter into the new markets and continue the operation of the business. The market entry strategy and analysis of the market and competitors helps to make good decision and better ability to sustain in the development. 
Joint venture
Joint venture is the strategic allies and it is developed to make the temporary allies to build the new venture for entering the new market. Unilever enter the new markets for business development and helps to enable the operation of the company. Joint venture gives the opportunity of accumulation of knowledge, skills and expertise to develop the business. 
Strategic alliance 
The strategic allies are the agreement of two or more companies for obtaining goals and objectives of the business and helps to make the differentiation of the company. When two or more companies form to make decision of gaining objectives but never lose the independence. Unilever make agreement with Nestle to research and development to enhance new product and service. 
People: The employees within the organisations are the most important resource that helps with making the decisions and the operations with enabling a better prediction and implementation of ideas for the company. The training and development process of the Unilever is very attractive because it collects the most talented persons and employees from around the world. The motivation is the process of encouraging the employees within the organisation with motivating them by providing financial benefits and development. 
Promotion: Promotion is the important mechanism to develop the operation and enrich the success to get the benefits of success for the company. With the development of technology and social media, it helps to reach a larger number of consumers both present and real time consumers in making the right decision and implementation for the company. The sales promotions for the business may increase with the benefits of the operations and success. Unilever UK and HUL both use internet and satellite to promote the product and increase the ability to sustain within the development (Brewster, 2018). 
Process: Within the marketing mix strategy the process enables the operation for the company in building a  better option for the company to success and development. The Unilever UIK and HUL create a powerful supply chain and operational methods to develop and enrich the operations of the company. The organisational systems and structure of India is more complex than the UK because of large process of the company’s and enhancement (Rogers, 2018). 
Physical evidence: The physical evidence of the marketing mix enables the operation of the company to visualise the product design, packaging and attractiveness of the product within    the competitive environment that helps into making the decision and implementations of ideas and development. Unilever UK and HUL both try their best develop the ideas and operation of new product design and development. 
[bookmark: _Toc79254354][bookmark: _Toc81152787]8. Directional development strategy 
[bookmark: _Toc79254355][bookmark: _Toc81152788]Ansoff matrix analysis of Unilever UK and HUL 
Ansoff matrix analysis is called the product/market extension grid that helps to analyse the strategy and business plan for the company with better decision making and implementation of the development for the company. The matrix has the four strategy that are the market penetration, product development, market development and diversification of product and service. The matrix is developed to analyse the market position of the company and enrich good services for the business and its operations. 
[image: Ansoff Matrix]
Figure: Ansoff matrix analysis (Brewster, 2018)
 Market penetration: The market penetration focusses on the increasing sales of existing product and sells and evaluate the market position of the company to having a better decision making roll for the business. Unilever UK penetrate the UK market to develop and ensure a better solution and implementation of the company. HUL penetrate on the southern market for India that will assists the company to gain a better competitive position and ability (Rao, 2018). 
Product development: Research and development wings of the company experiment on the product development of the business and enable to operate better solution of the company. The product development introduce helps to manage and controls new ideas and innovation by the development of the company. The product development allows the operation of the company to attract the consumer and make the service of the company. 
Market development: The market development is the process of entering into the new market and allows to make the development of the company. The market development of Unilever creates new areas of operation and develop the business condition to get better benefits and allows to measure service and development (Noe, 2017). 
Diversification: The diversification is the process of diversify the product and service that will attract the consumer to become a satisfy consumers. There are various types of products available within the company chart about 400 brands to compete and cope with strong leaders for the business and it helps when it come to making the decision of the business and operations. 
[bookmark: _Toc79254356][bookmark: _Toc81152789]9. Conclusion 
After the analysis of global marketing, there are external, internal and global factors can be analysed and help to develop better decision and strategy make of the company to get the solution of the company. The external environments are the political factors, economic, legal, social, technological and ecological environment that enable the operation of the business to get strategic priority of the company (Kramar, 2018). The economic crisis and the covit-19 pandemic have created challenges for the company to regular do operation within both the UK and Indian markets. For the pandemic, the company need to change the operational and marketing strategy for build-up congenial factors of the business and develop the operations for the company. The SWOT analysis, 7Ps analysis is given to make the operation for the business and ensure better performance of the company. 
[bookmark: _Toc79254357][bookmark: _Toc81152790]10. Recommendation 
The main problem of Unilever UK and HUL is the dependency of retailers that enable the operation of the company to increase threats for the company and reduce the benefits of the business operation. The diversification of the company is limited compared to other competitors for the business. The limited diversification and some strong and reputed brands with enabling the business and operations into getting the right decisions and services of the company. The company has 400 brand and product which is limited we’re consumer have the power to switch brands. The Unilever UK and India needs to analyse and innovate new product ranges and operations for the best business decisions and implementations of service and product development. The competition and rivalry high and the company needs to cooperate and acquisition with other competitors to make the decisions and marketing strategy (Grayson, 2020).  The strength of Unilever UK and HUL is with the high variety of products and analyse within the new market and customers demands. The company constantly does well within various types of market for enabling operation for the company. The weakness of the companies is the high complexity within the operation where it is  needed for developing the right operations for the company. The opportunity of the company is the new market share of the company with the various types of segment and allows to evaluate the company. The threats can be reduced by developing new products and this can  weak the competitors and helps to business to grow. 
[bookmark: _Toc79254358][bookmark: _Toc81152791]
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