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[bookmark: _Toc133689062]Introduction
Producing and promoting goods and services to satisfy consumer demand is what marketers call "marketing," and it's essential to the success of any company. Effective advertising requires pinpointing one's ideal clientele, learning what they want and require, creating a fitting offering, and then promoting, selling, and delivering it to them. This research will examine the procedure for marketing along with the way Unilever, a global consumer products corporation, might use it to accomplish its objectives. The firm's PESTLE analysis and a review of the Porter's Five Forces Model will also be included in the assessment. Moreover, the assessment will include suggestions for the continued success of the business.



[bookmark: _Toc133689063]Marketing
Marketing is the procedure through which a company generates worth for its clients and cultivates a loyal customer base in order to reap financial benefits from their participation (Kotler and Armstrong, 2019).
[bookmark: _Toc133689064]The marketing process 
The term "marketing process" is administered to describe the series of actions an organization conducts to evaluate potential markets, focus in on its ideal clientele, and develop a comprehensive plan for interacting with and transforming them into sales-ready prospects (Sánchez and Jörg Freiling, 2015). Marketing's ultimate purpose is to broaden its business income by increasing the number of people who are cognizant of and interested in what a business sells. 
[image: ]
Figure 1: The main stages in the marketing process
Source: Self Designed
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Though the specific steps involved in any given advertising effort will be distinct greatly from one organization and sector to the next, most fall into five broad categories.
Situational analysis: To do a situational assessment, one needs to initially take note of the present the market circumstance, which requires determining who the intended audience is, examining the competitors, and acquiring information about the societal and economic context that exists where the firm functions (Sánchez and Jörg Freiling, 2015).
Objectives: After conducting a thorough examination of the current climate, a company should establish clear and quantifiable goals for its advertising campaigns. The aforementioned objectives ought to be in step with the company's overarching goal and made to accommodate the likes and dislikes of the intended demographic. This step is to establish advertising targets that are particular, measurable, attainable, pertinent, and time-bound. The preceding goals ought to be congruent with the strategic direction of the company as a whole.
Strategy: A plan of action for marketing is formulated by the advertiser in light of the goals, and it details the steps to be done in order to accomplish those goals. This entails doing things like researching the potential customers, developing the product's voice, and settling on a marketing strategy. The tactics they and the business's additional investors settle on should be geared toward developing innovative marketing plans that won't break the bank. In this scenario, the well-known "four P's"—Product, Place, Price, and Promotion—come into action (Shelton and Andrew Shelton Mba, 2015).
Implementation: To put it simply, the implementation stage is where things actually start happening. The time and effort invested in planning will have been for naught if the business is unable to put into effect the strategy developed at the outset (Kotler and Armstrong, 2019). When the plan has been developed, the next step is for the company to put it into action. Some examples of possible actions to take in this regard are coming up with marketing strategies, drafting promotional content, and putting them into action. Estimated sales and a spending strategy will allow the initiative to be implemented, but only if the preparation was thorough and accurate.
Control: The step that involves verification is known as the evaluation phase. Checking sure that the initiative's outcomes correspond to intended objectives is what this procedure is all about. The advertising group, and the supervisor in particular, must remain vigilant to keep an eye out for any alterations from the original strategy and make any necessary adjustments to bring things back on track as soon as possible. If, due to changes in the value of the dollar, fewer of the goods are needed than before, the factory space used to produce it could be reallocated to the manufacture of something else that would sell better (Shelton and Andrew Shelton Mba, 2015). Companies ought to additionally take advantage of the favorable differences; for instance, if sales of particular goods are higher than expected, the corresponding goods are entitled to additional funding for increased manufacturing or marketing.

[bookmark: _Toc133689066]The PESTLE Analysis for Unilever
Every company has to understand its internal and external surroundings to keep up its position in the market. A pestle analysis is provided below for Unilever therefore. 
Political
When discussing the impact of governments on enterprises, the term "political factors" is commonly used. Political issues may possess a considerable effect on Unilever's business activities, including trade pacts, duties, and penalties. the company's capacity to bring in and bring out goods, as well as the company's profitability, are both vulnerable to shifts in trading and tax policy. It all depends on the precise codes of conduct that exist in every country where Unilever works, but overall, politics may be either good or bad for the company (Hosseinzadeh, 2018). Most states' relatively stable political systems provide Unilever with a favorable environment in which to expand its activities. The United States' relatively stable government, in particular, eases the way for the business's tactical plans there.
Economic
Rising buying power among the middle class in emerging economies means greater spending money for Unilever's target demographic. The identical scenario external issue, nevertheless, poses an imminent danger to the corporation in the form of rising expenses, given that a number of its factories are situated in underdeveloped areas (Hosseinzadeh, 2018). However, with the expanding middle classes in nations like these, Unilever may anticipate increased profits. Charges for things like labor and commodities might rise due to rising prices, and changes in the value of a currency can have a negative impact on earnings. Unilever, even so, has shown remarkable flexibility in the face of global economic uncertainty by adopting new, locally-relevant manufacturing techniques and pricing decisions.
Social/cultural
Unilever's expansion can occur as a result of the company's healthier options for food and beverages, which fulfill a growing market need. As customers become more concerned about environmental issues, a business can increase its customer base by reducing its negative effects on the planet (Čepel, 2019). For instance, Unilever can lessen its impact on the natural world by reducing the amount of renewable energy it uses by embracing cutting-edge innovations that are also kinder to the environment. items that are environmentally friendly and manufactured by Unilever, including those sold under the "Sustainable Living" label. Unilever has also been successful in creating items that meet the demands of particular demographics within a market. One example is the company's cosmetics, which are designed with Asian consumers in mind.
Technological
The growing popularity of corporate automation presents Unilever with a chance to better streamline its processes. For instance, modern corporate processing machinery contributes to better tracking of inventory, which in turn promotes more efficient manufacturing and shipping practice (Majidabad, 2014). In contrast, the growing rivalry of other enterprises, especially those with limited resources in local marketplaces, poses a danger due to the same technical outside influence. In order to expand their consumer base and strengthen their brand recognition, the organization has also begun to implement online advertising methods. It is important for Unilever to stay abreast of technical advancements because they can provide challenges to the company's established goods and production methods.
Environmental
Unilever may take leverage of the rising tide of corporate eco-consciousness by bolstering its preservation initiatives, which are sure to appeal to eco-conscious shoppers. Unilever may take leverage of the rising tide of corporate eco-consciousness by bolstering its preservation initiatives, which are sure to appeal to eco-conscious shoppers. The corporation allows for a distinct benefit over rivals in the buyer's products market through enhancing its sustainability initiatives (Čepel, 2019). There needs to be an organized approach to implementing CSR initiatives across Unilever as part of the company's overall social responsibility and sustainability strategy. If the firm is serious about minimizing its negative effects on the ecosystem, its approach has to consider factors like new product development and internal operations. Unilever is committed to minimizing its environmental impact and waste output and has made significant investments in the responsible procurement of its supply chains to that end.
Legal
[bookmark: _heading=h.gjdgxs]If Unilever is able to coordinate its CSR efforts with applicable sustainability rules, it will be able to boost its public profile. Expanding protections for patents around the world is another way to help the business expand (Flammer, 2013). Unilever's problems with patents in the macro or distant environment are eased by, say, newly enacted patent regulations in the developing world. In addition, the corporation can use the chance for growth presented by the expansion of safeguarding customer regulations to raise the bar on its goods and services. Legal issues, such as intellectual property suits and labor problems, have arisen for the corporation on a global scale. To counteract this, Unilever has instituted legal oversight systems to guarantee that all of its business activities are in accordance with the corresponding rules and regulations.

[bookmark: _Toc133689067]The Porters 5 Forces model to Unilever
[bookmark: _heading=h.bi2jykqz14qp]The Porters 5 Forces model is a framework for analysing the competitiveness in an industry for an organisation. The forces are discussed below in the context of Unilever.
The threat of new entrants: LOW
Emerging competitors pose a danger to established businesses by gauging how simple or complex it would be for them to populate the market (Fitzpatrick, Nguyen and Cayan, 2015). When there are fewer obstacles to gaining access, competition from new entrants is greater. Unilever has little competition from upstarts because of its massive size, well-known brands, as well as economies of magnitude. With Unilever's well-established distribution channels, strategic alliances, along with supply chains, new competitors will have a tough time breaking in. The consumer products sector is notoriously difficult to get into because of the high startup costs involved. As a result, new competitors pose little of a danger.
Bargaining power of suppliers: LOW
The bargaining strength of suppliers is analysed by this task execution, with an emphasis on the relationship between the sector and its vendors. When vendors have a lot of influence, they can dictate standard practises and pricing, which can have a significant impact on business success (Barney, 2022). Since Unilever is so large and operates on a worldwide basis, its suppliers have little leverage in negotiations. Because of its extensive network of suppliers, Unilever is able to secure preferential pricing and terms for its business operations. Additionally, Unilever purchases its unprocessed goods from a number of different vendors, spreading out the possibility of reliance on any one vendor. Suppliers have little leverage to negotiate better terms.
Bargaining power of buyers: MEDIUM
According to Fitzpatrick, Nguyen and Cayan (2015), buyers' negotiating leverage is measured by how much influence consumers have over a certain market. Consumers can influence pricing in an industry by increasing their bargaining power. Customers at Unilever have a fair amount of leverage in negotiations. There are a lot of companies like Unilever out there, all selling essentially the same things. Customers can pick from a number of different options, and the effort required to switch is minimal. Nevertheless, Unilever has benefited from over pricing thanks to its well-known brands and dedicated client base. So, the purchasing power of consumers is moderate.
Threat of substitutes: HIGH 
This category assesses the level of competition faced by the goods sold in the sector. When there are plenty of cheaper options available, profits in an industry tend to decline. Competition from cheaper alternatives is a major concern for Unilever. The consumer goods sector, which Unilever works in, is highly competitive because numerous goods in the sector are virtually replaceable. In addition, buyers are growing more diligent of their choices and are always on the lookout for more environmentally and morally responsible options (Barney, 2022). This development could have a negative effect on Unilever's bottom line because it increases the availability of products that compete with its own.
Competitive rivalry: HIGH
The intensity of rivalry between businesses in a certain sector is measured by this driving factor. When there is more competition, profits tend to drop (Sirmon et al., 2016). In the situation involving Unilever, the level associated with the competitive battle is quite strong. Unilever is part of a cutthroat business environment because there are so many competitors selling identical goods. In addition, the market is always changing and expanding to accommodate new competitors and cutting-edge offerings. Unilever faces stiff competition from the likes of, Nestle, and Procter & Gamble among others. Nevertheless, Unilever has an advantage over its competitors due to its well-known brands, extensive product line, and worldwide reach. Unilever might introduce innovative products frequently to safeguard the lead in the market. Given the absence of an entirely novel arrival, the presentation of the product should be revised at least on occasion. Commercials are also vital as they assist in helping buyers picture the item in their heads. specials can also be boosted by offering rebates, having offers or providing other incentives to customers (Sirmon et al., 2016).
[bookmark: _Toc133689068]The advantages and disadvantages of Porters 5 forces model
[bookmark: _Toc133689069]Advantages
· Porter's Five Forces model is a complete structure that takes into consideration all of the fundamental aspects that have an influence on how competitive an organization is. It gives businesses an exhaustive overview of the market, allowing them to better spot possibilities as well as hazards (Rivard, Raymond and Verreault, 2016).
· The model's simplicity and intuitiveness make it suitable for a wide variety of audiences, from business leaders to undergraduates as well.
· The model's simplicity and intuitiveness make it suitable for a wide variety of audiences, from business leaders to undergraduates as well.
· The model establishes a framework for examining the industrial landscape in a methodical way, which may be used by businesses to zero in on strategic priorities (Rivard, Raymond and Verreault, 2016).
· Numerous managers and professionals have likely worked with this model before because it is so popular in academia and the field of consultancy.
[bookmark: _Toc133689070]Disadvantages
· It is possible that the system does not take into account all of the internal aspects that have a bearing on an organization's degree of viability because of its restricted scope.
· The model just delivers a snapshot in time; therefore, it could fail to take into consideration the dynamic nature of the business climate (Mhlanga, 2018).
· The approach oversimplifies rivalries by presuming that the five characteristics it finds are the primary drivers of rivalry when this might not frequently be the situation.
· The framework conducts separate analyses of each conflicting force, which could fail to be able to fully represent their interplay. There may be subtle interplay between competitive factors that isn't accounted for in the framework (Mhlanga, 2018).
Though the benefits and drawbacks of using Porter's Five Forces model are debatable, it is still a useful framework for companies and professionals to examine the state of competition in a given market. It should only be used as a component in a more comprehensive analysis, with its limits clearly understood.
[bookmark: _Toc133689071]Recommended strategy using TWO strategies from the Ansoff Matrix
Unilever deserves to remain creative and expand in order to keep up with the rest of the corporate world, which is moving at a breakneck pace. The Ansoff Matrix provides Unilever with two options, namely market penetration and new product development, that it might implement.
[bookmark: _Toc133689072]Market Penetration
According to Schmeiser and Ricaurte (2019), to penetrate a market means to sell more of a product in that market. By focusing on developing new channels of distribution inside its existing sectors, Unilever can benefit from this tactic. The company can achieve this goal by enhancing the standard of its products, its interaction with consumers, and its marketing efforts with the goal of keeping existing customers happy. Adding new channels of marketing is another option for the business. Unilever, for one, can use e-commerce sites to increase product exposure and sales.
[bookmark: _Toc133689073]Product development
Developing a good or service can entail coming up with a brand-new item or adapting an existing one to suit the requirements of an already established market (Harland and Uddin, 2021). To implement this plan, Unilever may concentrate on developing cutting-edge items that adapt to clients' evolving tastes. To reach eco-conscious customers, Unilever may, in particular, experiment with using recyclable or compostable components for its wrappers. The business can put money into R&D with the goal of creating new items that fit with current tastes, such as vegan foods and all-natural cosmetics (Hansen and Kristensen, 2019).
[bookmark: _Toc133689074]Implementation
When attempting to expand into new markets, Unilever should prioritize strengthening ties with its current clientele. One way to accomplish this is to put resources into loyalty and support schemes for existing customers (Schmeiser and Ricaurte, 2019). To expand its consumer base and boost the effectiveness of its advertisements, the firm can use online advertising platforms.  Unilever may interact with its clientele and build an emotion of belonging for its product lines by leveraging social media.
To put product development plans into action, Unilever ought to devote resources to R&D in order to come up with novel goods that appeal to clients' evolving habits and tastes. To have possession of cutting-edge tools and knowledge, the corporation may also pair collaboratively with other enterprises (Holahan, Sullivan and Markham, 2013). If Unilever wants to win over socially and environmentally conscious shoppers, it needs to give new products a higher priority in the company's R&D pipeline.
[bookmark: _Toc133689075]Justification
According to Khurana (2021), Unilever can capitalize on its unique advantages while also investigating fresh possibilities for expansion by penetrating new markets and developing new products. By concentrating on its current clientele and client base, Unilever has been able to successfully expand its market position and boost its profits. Conversely, thanks to their dedication to product expansion, Unilever possesses the capacity to stand out from the competition and introduce novel, superior goods to consumers. Unilever's goals of bettering people's quality of life and conserving the earth are consistent with the two aforementioned approaches. Unilever can expand its operations and benefit all of its constituents by spending more money on expanding into new markets and developing new products.

[bookmark: _Toc133689076]Conclusion
To sum up, marketing is a crucial part of any successful organization, and there are various steps involved in the method of marketing. Macro factors and Porter's Five Forces analysis both have an impact on Unilever's business. Remaining competitive requires implementing market penetration and product development tactics, both of which are recommended for Unilever's potential achievement by the Ansoff Matrix.
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