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1. [bookmark: _Toc143954885]INTRODUCTION
Marketing is an important aspect of business and requires an in-depth analysis of the target market. It is true that marketing actions taken by a business organization should be customer centric but the strategies are also affected by some important aspects of external environment. Unilever company in the past few years diversify its market segments and became one of the most influential consumer goods companies. The company includes 400 branches in over 190 countries and produces a wide range of products from healthcare to food and beverages. Major historical events like the economic boom, depression, change in lifestyle, and technological advancement have been influential in Unilever’s success (Reza, 2020). This report contains the External environment analysis and competitive analysis for Unilever company to effectively recommend the marketing strategies that should be used by the company to achieve success in the highly competitive market.
2. [bookmark: _Toc143954886]PESTLE Analysis
PESTLE analysis helps identify the political, economic, social, technological, legal, and environmental factors that can have an impact on a business or organization. This report performs a pestle analysis on Unilever, which is as follows:
[bookmark: _Toc143954887]Political
Unilever is a conglomerate multinational company with includes trading, import, export, and manufacturing on a large scale. Political changes like import charges, increased taxes, etc (Niv, 2017). can impact Unilever's operations. In the UK Brexit from the European Union has impacted the sourcing and manufacturing of the company. Consequence of Brexit the company increased the prices of certain products by 10% which affected the brand’s demand. 
[bookmark: _Toc143954888]Economic
The economy worldwide was affected during the Covid-19 pandemic. The UK despite being the sixth largest economy in the world suffered a contraction in the economy during this time. However, the UK’s current economy is recovered and is stronger than ever due to its emergency support measures (Cheng, 2021). Unilever being a large company contributes largely to the world's economy and the current economic stability gives the company potential for growth and opportunities. Despite that, the company must be equipped with emergency measures in times of economic crisis. 
[bookmark: _Toc143954889]Social
Unilever has a wide range of products suitable for all age groups, especially food and beverage products. The UK Government has implemented a ban on HFSS (high saturated fat, salt, and sugar) products to improve the citizens' dietary habits which has affected the company's manufacturing. However, you never have committed to incorporating the no it's HFSS product policy and producing more healthy products (Packer et al, 2022). Moreover, Unilever’s inner organizational culture has fostered significant improvement within the company and among the employees (Jose, 2021). 
[bookmark: _Toc143954890]Technological
Industries are gradually becoming more competent due to technological advancement. Unilever is actively incorporating digital transformation and technology (Cheng, 2021). The company currently uses artificial intelligence to hire suitable candidates. Moreover, like every other company, Unilever has also adopted social media platforms as a means of promotion and brand marketing. Overall, the current advanced technology and digitalization are in favor of the company. 
[bookmark: _Toc143954891]Legal
According to the UK legislation, Unilever must abide by certain laws including consumer rights, product safety, laws related to employee health and safety, and many others. Moreover, the environmental laws expect Unilever to maintain ethical practices. Unilever strictly abides by human rights and believes in conducting operations with honesty and integrity (Unilever, 2023). The company keeps employees' and consumers' best interests in mind and follows national security laws diligently. If the company breaches any of these laws it will be held accountable for the legal consequences. 
[bookmark: _Toc143954892]Environmental
The increased global warming has resulted in expanding environmental issues, companies especially retail industries are responsible for plastic and water pollution. Therefore, Unilever has adopted several sustainable practices to reduce its environmental impact. The company’s heading towards better sustainable solutions in areas like packaging, storing renewable energy, safe drinking water, changing consumer behavior, etc. Unilever is also taking a stand against the rising environmental issues by adopting climate change actions with net zero emissions.
Overall, the PESTLE analysis provides different favorable and unfavorable factors of External environment. These are summarized as follows:

3. [bookmark: _Toc143954893]Porter’s Five Forces Model
This model helps analyze the company’s competitive landscape. This report applies the five-force model to Unilever.
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[bookmark: _Toc143954894]The threat of New Entrants (Low)
Unilever is a legacy brand that includes around 400 brands of products ranging from food & beverages to detergents etc. However, these products can be easily mass-produced by small streamlined companies (Kissinger, 2023). The new entrant can focus on one segment of the first moving consumer goods unlike Unilever, which will give the new entrant benefit of the doubt. 
[bookmark: _Toc143954895]Bargaining Power of Suppliers (Medium to high)
Unilever heavily relies on its supplier for product development. Being a FMCG company the production is ever-changing as per the customer needs therefore suppliers play an important role in providing products quickly, flexibly, and effectively (Newson et al, 2013). So, any change in the speed or productivity of the suppliers will lead to limited but large issues within the company's operations. However, being a conglomerate brand, Unilever can compensate for losses caused by the supply of products. 
[bookmark: _Toc143954896]Rivalry Among Existing Competition (High)
Globalization has increased possibilities and opportunities in business. With the rise of globalization, SMEs have started developing and contributing to the country's economy which is increasing competition and saturating retail markets (Masroor and Asim, 2019). Unilever has several competitors like Nestlé, Dabur, Pepsi, Johnson and Johnson, and many others. Proctor and Gamble are one the main competitor that produces an equally high-quality and wide range of products. 
[bookmark: _Toc143954897]Threat of Substitutes (Medium)
Substitution refers to an alternative product from a different brand that results in customers switching brand preferences. Unilever is leading multiple segments of the FMCG industry making it difficult to compete with brands in every segment. Due to the Covid-19 pandemic, customer preferences have evolved, changed, and become uncertain which makes them vulnerable to new trendy product substitutes (Fithry et al, 2021). To maintain customer retention Unilever must indulge in research and analysis of consumers' needs and the latest trends. 
[bookmark: _Toc143954898]Bargaining Power of Buyers (Medium to High)
Buyers are the most important stakeholder of any company, especially FMCG. Unilever functions or operates based on consumer needs. However, changing consumer behavior and preferences is a threat to Unilever's sales (Newson et al, 2013). The company must work on its stitching cost and provide continuous high-quality and sustainable products to hold customer retention. Due to increased awareness and access to information consumers are becoming environmentally conscious buyers. So, Unilever must meet this requirement to maintain its market position. 
4. [bookmark: _Toc143954899]SWOT ANALYSIS OF UNILEVER
SWOT analysis is a method to understand a company’s strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc143954900]Strengths 
1. Unilever being a multinational fast manufacturing consumer goods company has a great brand image and loyal customer base. Unilever houses 400 brands across 190 countries which gives the company access to a wide range of customers. This global presence has made the company of household name which is one of its greatest strengths (Cheng, 2021)
2. The company's dedication to sustainable and ethical practices is one of the main strengths to attract environmentally conscious consumers. The brand is putting effort into improving corporate social responsibility (CSR) through its sustainable living plan while improving consumer health, environmental impact, and livelihood all around the world (Cheng, 2021).
[bookmark: _Toc143954901]Weaknesses
1. The FMCG market is getting saturated with competitors like Procter and Gamble who can easily imitate and replace Unilever's products with better and higher-quality brands (Cheng, 2021).
2. Unilever also lacks direct control over its consumers while depending highly on the retailers. The lack of influence can cause consumers to switch their preferences and brands. 
3. The constantly changing trends and unprecedented situations like the pandemic have encouraged frequent changes in customer behavior which can lead to losing loyal customers to a trendy alternative.
[bookmark: _Toc143954902]OPPORTUNITIES 
1. The government's initiative to reduce HFSS products can potentially be an opportunity for Unilever to produce healthy substitutes for its products and explore a new market (Packer et al, 2022).
2. The advancement of technology and digitalization opens up a large number of opportunities for growth and reach. The company can invest in marketing on digital platforms to enhance direct customer reach. 
[bookmark: _Toc143954903]Threats
1. Competition: Although Unilever produces products from different segments, it faces extreme competition from brands like Procter and Gamble, Nestle, etc. (Cheng, 2021) The division of segments makes it difficult for Unilever to hold its position in each segment amidst the cut-throat competition. 
2. The new entrants or small-scale businesses (SMEs) focus on one segment of the market and produce high-quality and affordable products (Masroor and Asim, 2019). These companies also have a wider reach in the local areas and attract customers by producing trendy products that meet customer satisfaction. Such companies pose a major threat to Unilever.
5. [bookmark: _Toc143954904]SEGMENTATION, TARGETING AND POSITIONING OF UNILEVER:
[image: ]

[bookmark: _Toc143954905]Segmentation
The segmentation approach is used to break down the target market into smaller segments. The segmentation is done based on three criteria which are as follows:
· Demographic segmentation: One of the main segments of Unilever's mouth kit includes skin and hair care products including soaps shampoos et cetera. The target audience for these products is mostly women. For example, dove is a leading Unilever brand that is marketed as a beauty product for women through advertisements highlighting the same message (Cooper, 2023).
· Age Segmentation: Unilever’s unique selling point is that it houses products for each group therefore its products can be divided based on the customer’s age. Unilever's products like Ben and Jerry's, Cornetto, Magnum, and others, target children as the major consumers.
· Psychographic Segmentation: This segmentation takes consumers’ personal lifestyle choices and preferences into consideration. Some consumers prefer high calory products like ice-creams and others might prefer low HFSS products while some consumers may favor ethical and sustainable products (Cooper, 2023). Unilever’s products like Lipton target health-conscious customers. 
[bookmark: _Toc143954906]Targeting
	Targeting can be concentrated or niche depending on the product. Both types of targeting are conducted through promotion and advertisements. For example, of targets women to purchase the product to gain smooth, glowing skin and nourished hair. This target strategy or niche marketing will attract female customers who are looking to fulfill such requirements. For more generic products like Knorr, mass marketing is used to attract more customers.
[bookmark: _Toc143954907]Positioning 
	Positioning a brand refers to creating a unique identity in the market. Unilever’s position in the market is that of a fast-moving consumer goods producer that houses several high-quality and affordable brands that are required by people of all ages, gender, etc. for everyday use (Cooper, 2023). Of Unilever’s products, Dove has positioned itself as one of the best hair and skin product by using strategic women-centric advertisements that highlights and normalizes taboo issues as shown in the #Stopthebeautytest campaign. 
6. [bookmark: _Toc143954908]UNILEVER’S 4PS MARKETING MIX 
[bookmark: _Toc143954909]Product
Unilever covers 400 brands including segments like food, beverages, home care, and personal care. As discussed above, the brand targets people of all age and gender groups with products like Knorr, Best Foods, Vaseline, etc. (Kissinger, 2023) The wide range of high-quality products is used as a marketing strategy for the promotion of the company. 

[bookmark: _Toc143954910]Place
Unilever does not directly distribute the products but through various retail stores. The company being spread across 190 countries sells its products in almost every main retail store like Walmart, target, etc. The company also includes E-Commerce channels like Amazon to sell its products (Kissinger, 2023). Some countries also use kiosk booths to sell an unlimited range of products. Overall, the distribution channels of Unilever are widely spread and easily accessible to people all around the globe. 
[bookmark: _Toc143954911]Promotion
Unilever uses several different marketing or promotional sources like advertisement, direct marketing, PR, etc. The company uses strong advertising strategies to promote its products. Some of the products like Dove and Sunsilk use strong social messages to attract the audience's attention. The Dove’s #Stopthebeautytest campaign was used to break beauty stereotypes and gained appreciation from female audiences. 
[bookmark: _Toc143954912]Price
Unilever is very strategic in its pricing and uses market-oriented selling prices. For products that have higher competition in the market, the company uses an affordable price range. Whereas for the company’s unique products like Dove, high prices are used to highlight the product's quality (Kissinger, 2023).
7. [bookmark: _Toc143954913]Ansoff Matrix

8. [bookmark: _Toc143954914]Conclusion and Recommendations
[bookmark: _Toc143954915]Conclusion
	Overall Unilever is one of the leading fast-moving consumer goods companies that produce a wide range of products segmented across general ages and choices. The company is slightly affected by the political economic social technology factors but the losses can be compensated and these factors can be used for the company's advancement. The 5-force analysis shows that the company has a threat of replacement but it can be managed by being up to date with the trends and demands. Report for the analysis of the company's SWOT, STP, and 4Ps of marketing which helps analyze the company's current and predict possible future position. 
[bookmark: _Toc143954916]RECOMMENDATION
Unilever is doing decent in terms of its marketing, planning, strategy and distribution. However, in the future, the company can conduct in-depth research on the latest trends and establish a strong digital presence to improve direct customer reach. Keeping track of the latest food laws like the low HFSS products will be useful for creating substitute products. Overall, the company must keep creating innovative high quality sustainable, and affordable products. The recommendations for the company for future marketing strategies are:
1. The company is giving a lot to market its product but it should highlight its efforts to reduce the plastic waste and carbon emission for sustainable environment and promote responsible sourcing for marketing campaign.
1. Investigate new markets with expanding economies to lessen dependence on a particular location in order to lessen the effects of Brexit. This plan will broaden growth opportunities while reducing dangers.
1. Effective use of e-commerce and social media platforms to adapt to shifting consumer shopping patterns.
1. Unilever should keep creating and selling goods that comply with HFSS rules set forth by the government.
1. For Unilever to keep its competitive edge, it will be essential to be able to react quickly to market changes. Maintaining flexibility and being prepared to change marketing tactics as necessary are essential.
1. Encourage staff members to promote the company's sustainability initiatives, which will have a good market impact.
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Family Branding/Corporate Umbrella Branding


By connecting all of its products to the encompassing Unilever brand, Unilever uses family branding, often known as corporate umbrella branding. 


Range Branding


Unilever utilises range branding to organise products within its portfolio that are connected by category or application. 


Customers are more likely to relate pleasant experiences with one Unilever product with other items bearing the same brand as a result, fostering a sense of trust and recognition among them.


For instance, they offer the "Dove" brand, which sells a range of personal care items like lotions, shampoos, and soaps. 


In a trusted brand portfolio, this enables customers to quickly identify and choose products that suit their unique needs.


Individual Product Branding


Additionally, Unilever uses individual product branding, which gives some products their own distinctive brand identities. 


As example, "Magnum" ice cream and "Knorr" soups have distinctive branding that draws attention to the special features and benefits of those items.



Market Penetration
Unilever can increase sales of its existing products in its current markets. 
This can be achieved through more effective marketing, promotions, and distribution strategies.


Market Development
The company can explore new markets by introducing its existing products to new geographical areas or demographic segments.


Product Development
Unilever can innovate and develop new products to cater to its existing markets. This could involve creating new flavors, variants, or formulations to meet evolving consumer preferences.


Diversification
Unilever can explore new products and new markets simultaneously. For instance, entering a completely new market segment with a new product line.


image3.jpg
‘ Porter's Five ‘

Forces Model




image4.jpg
2

A
z=
stimfast

e

Salada

o]





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png




