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[bookmark: _Toc131362063]Determine the segmentation, targeting and positioning strategies of Unilever 
Unilever is a multinational organisation which is operating within the consumer goods industry. This organisation has about 400 brands and operation in more than 190 countries of this world. This organisation has different products including home care, personal care, food, refreshment and beauty. In order to increase the revenue and profitability this organisation requires to focus on customer attraction and customer participation. If proper measures are not taken by the organisation to manage supply of the products and to manage the customer groups, organisation will not be able to reach its target. It is mandatory for Unilever Plc. to make segmentation of the market and then set the target market which can support the organisation to serve the clients properly and to manage the satisfaction of the customers. Employment of effective positioning strategies can support Unilever Plc. here to ensure high level of customer attraction and customer engagement in this context. 
SEGMENTATION
Demographic segmentation, psychographic segmentation and behaviour segmentation are applied by the management of Unilever to make a proper segmentation of the market. Effective segmentation of the market is supportive to identify the preferences, tastes and needs of the clients so the Unilever can easily supply such products which are expected by the clients. Unilever has become capable to engage high number of clients as this organisation consider age level of the people, income, gender, purchasing pattern and lifestyle of them (Mcdonald and Dunbar, 2012). 
Demographic segmentation- In order to draw the attention of the clients and to increase the sales volume organisation like Unilever focus on demographic segmentation. Location of the clients, age level of them and income level of the clients are the major indicators of the organisation to segment the market demographically. For example, Lifebuoy soap is marketed by Unilever for the senior customers or older customers. This product is anti-bacterial so that this organisation can easily draw the attention of the people who need to keep the germs away from them (Mcdonald and Dunbar, 2012). 
Psychographic segmentation- Personality of the customer has also impact on the buying pattern. Moreover, lifestyle of the clients can also become a determinant for the organisation to segment the market. When Unilever consider personality and lifestyle of the clients in order to make the segmentation of the market, it can be defined as the Psychographic segmentation. For example, this organisation has develop two brands such as Seventh Generation and Ben & Jerry's in order to attract such clients who are environmentally aware. 
Behavioural segmentation- Behavioural factors of the clients including purchase volume, history of purchase, frequency of purchase and loyalty level of the clients are also consider by the marketing management of Unilever in order make segmentation of the market. In order to draw the attention of the clients discount and offer are managed for them by the organisation. For example, personal care products are purchased frequently so that clients are offered with discount which contributes to the promotion of the products and business (Mcdonald and Dunbar, 2012). 
TARGETING
In order to reach the actual target market it is mandatory for an organisation to applied different targeting strategies. The company aims to create products that meet the needs of a diverse range of consumers while tailoring its messaging to specific target markets. In order to manage target market the marketing management of Unilever fist focus on the marketing channels of the organisation. Different communication platforms are also used by this organisation in order to reach the target market (Dibb and Simkin, 2018). 
Mass marketing- In order to reach to the maximum number of clients with the brands Unilever applies mass marketing technique. For example, TV commercial is applied by this organisation to reach a huge number of clients at a time. Using billboards this organisation can also reach to the maximum number of clients. In order to manage mass marketing process the marketing manager of Unilever focus on traditional media and promotional channel which ensures high level of engagement of customers. For example, Lipton and Dove are two popular brand of Unilever which are communicated with the targeted clients using TV commercial (Pinson and Jinnett, 1989). 
Niche marketing- In order to attract the specific customer group niche market is targeted by Unilever which supports the marketing management of the organisation to make specific group of customers loyal to the organisation. For example, Hellmann's vegan mayonnaise and Ben & Jerry's vegan ice cream are two popular brands of Unilever which are marketed consider the niche market of this organisation such as vegan customers. 
Direct marketing- Direct marketing is another important tool which is applied by the marketing management of Unilever with a view to reach its target customers. In order to manager direct marketing Unilever focuses on social media marketing and email marketing. Other digital marketing tools and techniques are also applied by this organisation in order to attract its special and premium customers. For example, consumers of beauty products of this organisation are younger people who are reached by the organisation through social media marketing (Rik Riezebos and van, 2012). 
POSITIONING
Unique value of the products and benefits inherent to the products are applied by Unilever in order to ensure effective positioning of the brands. This organisation has focus on differentiations in order to make its product unique and to get superior competitive advantage. Effective positioning also supports this organisation to develop and maintain a strong brand identity in this case. Brands and category of brands are the major weapons of this organisation to implement its positioning strategy effectively (Hooley et al., 2019). 
Functional positioning- Functional benefits of the products of Unilever is used in order to make effective position of the products and brands. For example, for effective positioning of Axe deodorant Unilever promotes its quality and efficacy such as it can provide a long-lasting protection against the sweat and body odour (Rik Riezebos and van, 2012).  
Emotional positioning- Emotional benefits of the products are also applied by this organisation in order to ensure effective positioning of the brands. For example, self-esteem of the clients are promoted by Dove which one of the core premium products of this organisation under the beauty care brand. 
Value-based positioning- Besides, values of the products are also applied by this organisation in order to ensure effective positioning of the brands. For example, it positions its Ben & Jerry's brand as a socially responsible and environmentally conscious product.
At last, it can be concluded that business organisation has to focus on segmentation, targeting and positioning in order to reach the target consumers and to make them loyal to the organisation. Differentiation is the most effective positioning techniques applied by Unilever which is the major source of competitive advantage of the organisation. Continuous improvement of the products here necessary for the organisation to make the targeted clients loyal to the organisation which can positively contribute to the profitability and growth opportunity of the organisation. 
[bookmark: _Toc131362064]Describe the current marketing mix strategies of Unilever 
Unilever has operation in different parts of this world. Currently, this organisation is operating in more than 190 countries of this world. In order to ensure greater customer engagement and to guarantee sustainable growth of the organisation it requires to ensure effective marketing mix. Here, marketing mix is the combination of four core activities of marketing section of the organisation which includes development of products, setting price of the products, ensuring effective delivery or supply channel and to manage promotion of the products and services effectively. 
PRODUCT
Different products including home care, personal care, food, refreshment and beauty are offered to the clients by Unilever. So, it can be said that this organisation has a diverse range of products which offers it a greater competitive advantage. Products of this organisation are designed and developed considering the tastes and preferences of the clients. Value of the products of this organisation are efficient enough to satisfy the diverse demand and expectation of the clients (Awny, 2016).
Innovation and sustainability are the major product development strategies which are applied by the Unilever in order to develop its products. In order to introduce innovative product this organisation has invested high level of funds for research and development so that products of this organisation are highly efficient to satisfy the needs and expectations of consumers. For example, ingredients which are used to prepare products of Unilever is sustainable and packaging materials of products of this organisation are suitable (Awny, 2016).  
PRICE
Unilever's pricing strategy varies depending on the brand and category. The company uses different pricing strategies to cater to different consumer segments. For example, Unilever uses premium pricing for its high-end brands like Dove, while it uses value pricing for its low-cost brands like Rama (McFarlane, 2012).
Unilever also uses promotional pricing strategies such as discounts and promotional offers to increase sales and attract new customers. For example, the company may offer discounts on its personal care products during the festive season or promotional offers on its food products to increase sales.
PLACE
Unilever has a strong distribution network which has enabled this organisation to reach a wide range of customers. Supermarkets, convenience stores, online stores, and direct sales are some delivery channel of this organisation to supply products to consumers. This organisation also applies partnership strategy in order to supply its products to the clients. A wide number of distributors and retailers have been contributing to make the supply chain and distribution network strong to reach maximum number of customers (Dominici, 2020).  
Distribution network of Unilever is scattered globally so that this organisation is effectively serving a wide range of customer groups on demand. In order serve the clients of specific market this organisation uses the supply channel or distribution network of the local distributors and retailers. Strong brand presence of Unilever is the contribution of different local distributors and retailers. Local retailing organisation and distribution agency have made the products of Unilever easily accessible (Rik Riezebos and van, 2012). 
PROMOTION
Promotional strategy of Unilever is developed with a view to developing a brand identify so that this organisation can ensure the engagement of maximum number of customers. Advertising, public relations, and sales promotion are some effective promotional tools which are applied by Unilever to manage the promotion of the products (Venkatesan et al., 1972). 
Digital marketing, TV advertisement, billboards and email are also applied by this organisation in order to increase the engagement of new clients from the younger community. This organisation also applies influencer marketing in order to increase the attraction and engagement of young consumers. And it is also another effective promotional media to develop and maintain brand awareness (Venkatesan et al., 1972). 
At last it can be concluded that Unilever's marketing mix is based on creating products that meet the needs and preferences of different consumer groups while maintaining a strong brand identity and presence. The company uses various pricing, distribution, and promotional strategies to effectively market its products and reach a wide range of consumers. Unilever's success can be attributed to its ability to innovate, create sustainable products, and effectively market its brands.
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