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[bookmark: _Toc70709521]Introduction 
The purpose of this paper is to critically analyse the international marketing strategy and activities undertaken by the Lifebuoy. This study looks at identifying the differences and similarities between the UK and the democratic Republic of Congo in terms of political structure, economic patterns, technological advancement, geographical structure, psychosocial culture, environmental construct, legal party songs. The difference and similarities must be identified considering the case of Lifebuoy. The paper starts with drawing a little profile of life boy that provides an understanding of the marketing activities and strategies undertaken by Lifebuoy to operate out in the UK and the Republic of Congo. The paper uses the most influential marketing analytical tools including STP and 7 Ps of marketing. In addition to these analytical tools, it uses the theoretical assumptions of adaptation or standardization marketing strategies. Followed by the analysis of the difference’s similarities of the Lifebuoy in terms of doing business in the UK and the Republic of Congo, it shows how does country factors influence the marketing strategies and activities of a major International brand.
[bookmark: _Toc70709522]Profile of lifebuoy
Lifebuoy started its journey in 1994 with an aim to take control over cholera disease in England (Lewis et al., 2018). The mission of this brand is to promote hygiene and healthy living of people across the world. The mission statement of Lifebuoy successfully links between the economic and social objectives (Sergeant, 2011). Analyst often assert that the success of Lifebuoy underlies in its mission statement (Sargeant, 2011). The Global handwashing campaign undertaken by Lifebuoy does not only promote its sale but also create a master level Social awareness about hygiene and healthy living. At present life boy is sold more than 60 countries across the world including Asia, Europe, Africa, and the America. Lifebuoy has a top nose marketing team that consistently consider a ranges of country factor while devising new marketing strategies and activities. The pricing strategy of Lifebuoy is a good example to understand how does the marketing strategy of Lifebuoy influence its customers across the world (Lewis et al., 2019). For example, the price of Lifebuoy in the UK is completely different from the pricing strategy in the Republic of Congo.


[bookmark: _Toc70709523]Country analysis: UK versus the Democratic Republic of Congo
The study is made up of considering two important nations in the world including the UK and the Democratic Republic of Congo. UK is a developed nation in terms of better education quality, economic system, technological advancement, communication and infrastructure system, and overall environmental index (Doole & Lowe, 2012). In contrast the Democratic Republic of Congo is open characterized by political instability, high cost of Technology uses, poor living standard of people, multiple number of vulnerable issues issues including mortality rate and Human Development Index (Doole & Lowe, 2012). For example, the cost of using technology in the Democratic Republic of Congo is very high compared to the developed nationals and developing nations. Due to the high cost of Technology and internet uses, open difficult for multinational brands of Lifebuoy to reach every corner of the Democratic Republic of Congo. However, Lifebuoy has International reputation in terms of promoting sustainablity across the world. To celebrate the Global handwashing day, lifebuoy has recently conducted hand washing campaign in the Democratic Republic of Congo (Gilligan & Hird, 2012). In terms of political structure, UK is mass better than the Democratic Republic of Congo. Although the Brexit has had an enormous impact on the UK economic system, UK is far better than the Democratic Republic of Congo in terms of Jurisdiction system and democracy. The political environment of the Democratic Republic of Congo is open characterized by instability in terms of political agenda and political activities (Doole & Lowe, 2012). Considering the current GDP growth and major economic indicators, it is assumed that the economic system of the Democratic Republic of Congo has had a negative impact on the overall Human Development Index. In terms of socio-economic culture, people living in the democratic Republic of Congo open face social issues such as poverty, hunger, and poor social safety measures.









[bookmark: _Toc70709524]Analysis of the STP strategy: UK versus the Democratic Republic of Congo
STP is the most important analytical tool used in marketing to better understand customer requirements, to categorize their needs and demands based on geographies, behavioral, and psychological aspects. This analytical tool plays a critical role in understanding the actual needs and demands of customers to segment, target, and position a brand like Lifebuoy.
[bookmark: _Toc70709525]Segmentation 
According to the Lifebuoy the company sells its product regardless of a gender, sex, ethnicity, income, education, and social identity, of people. However, the different size and shape of Lifebuoy encourages to look at the segmentation strategy of the measures of brand in the world. For example, in the UK the company sells family size Lifebuoy. The family size product is also available at the Democratic Republic of Congo, but there is a difference between these two countries in terms of pricing strategy (Sargeant, 2011). For example, the disposable income of people residing in the UK is far higher than the people in the Democratic Republic of Congo. At present, the brand is available at 60 countries across the world. In terms of segmentation, Lifebuoy mainly focuses on the diversity fight needs and demands according to their affordability. For example, Lifebuoy has different sizes so that people of different needs and demands can afford the product within their budget and discretionary income. The application of behavioral segmentation is very apparent at Lifebuoy (Amankwah et al., 2018). Example people with low discretionary income prefer to purchase mini size Lifebuoy compare the people with discretionary income. Lifebuoy has also differentiated its product in terms of scent, packaging, and distribution. For example, Unilever sales its product through major Supermarket chains and grocery stores in the world (Doole & Lowe, 2012). In the UK, major Supermarket chains have contact with Unilever to sell their goods.
[bookmark: _Toc70709526]Targeting and positioning 
Targeting strategy is often followed by the segmentation strategy. According to the above analysis it is assumed that Lifebuoy focuses on behavioral segmentation rather than Geographic and regiona segmentation. The positioning strategy of Lifebuoy would be characterized by high quality and low price (Doole & Lowe, 2012). Positioning map is used as an important tool to visually represent how a brand position in the market. In this case, Unilever has positioned its brand focusing on providing high quality hygiene products at the cheapest price. This often encourages and motivates people to purchase.
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