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Role of marketing in creating value for customers and Stakeholder engagement and their impact on the marketing activities of Unilever UK

[bookmark: _Toc70348187]Introduction
Marketing is a task of business to attract and capture new consumers by providing them superior value and retaining consumers by building a strong and loyal relationship with the consumers. All the activities of marketing are done to satisfy unfulfilled consumer needs (Kotler et al., 2017). Without consumers, no company can survive in the market. External and internal stakeholders impact the marketing activities of a firm with their decisions in operating the business. Unilever UK is chosen to complete this assignment. Unilever UK is a British multinational consumer goods company founded in 1929. It is one of the largest consumer goods companies in the world (Unilever UK & Ireland, 2010). It is a well-reputed company with a huge number of loyal consumers and stakeholders. Every day over 2.5 million people all over the world use Unilever’s products. This assignment will describe how the marketing activities of Unilever UK create value for its consumers. It will also identify relevant internal and external stakeholders and show the impact of external and internal stakeholders in the marketing activities of the organisation.


[bookmark: _Toc70348188]The role of marketing in creating value for consumers
The root cause of marketing in any organization is to create value for consumers. Consumers hold the ultimate power and when consumers are satisfied with the value that the company delivers they become loyal consumers that result in buying products from the company for a long time. The marketing concept can be defined as a process through which undertakes all marketing activities to understand the needs and wants of the consumers and satisfying them by fulfilling their needs and wants in the best possible way (Tadajewski, 2014). Unilever UK follows the marketing concept to create value for its consumers. Unilever UK analyses the market conducts different research to identify the unfulfilled needs of the market, then chooses the target market that it thinks it can serve by creating superior value. Unilever UK operates its business according to the marketing concept of business.
There are many advantages that marketing provides by creating value for consumers. Marketing widens the market by bringing out the hidden needs and wants of the consumers, creating new demands for potential consumers, it locates the untapped areas and enlarges the market to increase the profitability of the business (Petrovic, 2014). Marketing facilitates the exchanges in the ownership and possession of goods. It helps the organization to know about the specific needs and preferences of consumers. Marketing helps to utilize the resources of the company in optimal ways. By the optimum use of resources, marketing reduces the cost of business operation. As marketing lowers the cost of commodities and services so consumers from every sector of society can reach and afford products and satisfy their needs (Mullins, 2016). It provides access to more items of necessities, comfort, and luxuries thus community gets to enjoy a higher standard of living. Marketing has emerged as a special activity along with production. It acts as a basis for making decisions as management largely dependent on marketing to decide what and how they should produce products. 
Branding is a marketing practice that makes the company identifiable to its consumers (Starcevic, 2013). A company creates name, logo, and symbols or design that helps consumers to identify products from that company. Branding provides many advantages to the organization. Branding provides benefits to Unilever UK too. Branding helps an organisation to stand out in a saturated market. It helps consumers to recognize a company. Customers can easily identify their favourite brand when they are presented with lots of other brands. A strong brand also helps to communicate. It helps to communicate the organisation’s vision, mission, and goals to its customers. Branding also helps to communicate the quality that a company delivers to satisfy its customers. Branding communicates the experience and reliability that an organisation possesses. It ensures consumers that their favourite brand won’t let their trust down. It helps to build trust and makes consumers loyal. Unilever UK has some powerful brands. It has a loyal base of consumers. Consumers can identify Unilever UK’s product in all circumstances. A strong brand helps with multiple products. Unilever UK has many sub-brand and all of them have stood out in terms of quality and performance that makes consumers believe that whatever new product the company will introduce will be worthy enough to try. Popular brands of Unilever UK are Dove, Rexona, Comfort, Cif, Domestos, Knorr, Magnum, Lipton, Omo, Lux, and Lifebuoy. All the customers of the company have trust and confidence in these brands.  It helps to boost sales of the company. Unilever UK charges a competitive price for its products. It charges the same or less than its competitors but still, consumers buy its products because they are to the brand. People buy into brands. 
A strong brand encourages consumers to buy it. Branding creates value for consumers in many ways. Branding creates value from product innovation. It creates space in the market. It provides information to consumers. Unilever UK gives its consumers full access to information about its products. It lets the consumer know about the product quality and rice thus it riches relationship with consumers. Unilever UK focuses on product innovation and reshaping the industry so that it can get a competitive advantage in the market. Product innovation is crucial for Unilever UK for the success of the brand (Unilever global company website, 2020). Branding provides value from benefits that provide happiness to consumers. Consumers don’t always buy a product based on an economic calculus. 
Brand choice gives consumers happiness when they get benefits from buying a product. Brands compete in the market based on the degree to which each brand can provide benefits to its consumers that will make them happy. Consumers look for a product that is more than a quality product that can give consumers the benefit of fulfilling the exact need they want. Unilever UK tries to provide the benefits to its consumers that they want from a product. It focuses on outcomes rather than the features of the product. Unilever UK identifies three broad classes that underlie human happiness: benefit that enables, a benefit that entices, and benefit that enrich the consumers. As an admired brand Unilever UK provides solutions to consumer problems, challenges and conserves consumers’ limited resources (time, money, psychic, and physical). It enables a consumer to feel empowered, engaged, safe, and confident. Unilever UK entices consumers by engaging with their senses such as touch, sight, sound, smell, and taste, and with their thoughts and their hearts (Mcnamara, Degennaro and Graphis, 2013). It makes consumers feel stimulated and grateful toward the company. And lastly, Unilever UK enriches consumers’ beliefs, thoughts and feelings, and their sense of self like who they are, what they want to be, etc. it makes consumers feel proud, connected, and validated when they buy a product from the brand. It makes them feel accepted as a part of a community. It makes consumers feel inspired. As Unilever UK is connected with many environment-friendly works. Consumers feel inspired by the brand. Unilever UK is contributing to make the world less polluted and a better place to live in. and consumers feel proud to be a part of this brand. 
The Ansoff matrix also creates value for consumers by market penetration, product development, market development, or diversification. The Ansoff matrix also called the product/market expansion grid, is a tool of marketing used by firms to make strategies for the growth of the company (Den, Pietersma and Marcel Van Assen, 2015). There are four strategies in the Ansoff matrix they are: market penetration that focuses on increasing the sales of the firm with existing products and services, product development that focuses on introducing or developing new products for the existing market, market development that focuses on developing or capturing a new target market group with the existing products that the company offers, and lastly diversification that focuses on entering into a new market with new products (Crane, Kerin and Rudelius, 2017). With the market penetration, strategy Unilever UK uses its existing products to increase sales. The company aims to gain and increase market share by using market penetration in many ways. Sometimes it decreases the price of its products so that consumers will buy more and in a bulk to grab the opportunity. Unilever UK increase sales by increasing the level of promotion and distribution to wholesalers and retailers. Sometimes it intentionally acquires new competitors in the marketplace so that it can feel pressured to increase the sales of the firm (Unilever global company website, 2020). 
In product development strategy, Unilever UK develops new products for its existing consumer market. It spends millions on research and development of a new product. The company wants to provide solutions to consumer problems and fulfil the untapped and unfulfilled desires of the consumers by developing new products for them. It always strives to provide innovative solutions to consumer problems. It also acquires competitor’s products to produce better products that meet the need s and wants of an existing market. Sometimes, Unilever UK forms strategic partnerships with its competitor firms to gain access to reach each other’s resources to produce new products for their target market. In market development, Unilever UK captures a new target market for its existing products. It expands into a new market by entering into new geographic regions and customers segment. As Unilever UK has a huge amount of resources it can easily enter into a new market in a new place. And this strategy is the most successful as the company owns appropriate technologies. The market developing strategy caters to a different market segment (Mullins and Mclean, 2019). It can expand into a new region into the domestic market and it can also expand internationally. Lastly, Unilever UK uses diversification to enter into a new market with new products. With this strategy, the organisation can develop new products and a new market for the firm. But this strategy is the riskiest of all strategies. Diversification may offer the greatest potential if the company properly conducts research and analyses the needs and wants of the new market. So that it can offer a product that the target market will gladly accept and it will boost the sales of the company. Diversification opens an entirely new revenue stream for the company that the company did not have access to previously. There are two types of diversification Unilever UK can use to create value for its consumers. The first is related diversification in which new products are potential synergies of existing products of the firm and potential synergies from the existing market. And the second type of diversification is unrelated diversification when the product and a new market are unrelated to the existing market or products that the company offers. For example, if Unilever UK produces clothing that is not related to its product line it will be an unrelated diversification (Unilever global company website, 2021)
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Figure 1

Unilever UK uses relationship marketing as a strategy to create value for its consumers. A relationship marketing is a type of marketing where a firm emphasizes creating a strong relationship with its consumer by campaigning response marketing for customer retention and customer satisfaction rather than focusing on increasing sales (Siems, Bruton and Moosmayer, 2010). Unilever UK uses relationship marketing to create customer loyalty. It develops and increases consumer engagement with the firm to build a long-term relationship with its consumers. It’s a big picture marketing idea because when consumers become loyal to a firm they won’t leave the company and the firm can get lifetime value from that consumer. Unilever UK uses mutually beneficial relationships, characterized by integrity globally and locally with its consumers to build trust in consumer’s hearts and minds. Unilever UK measures consumer satisfaction through its Consumer Voice program. It provides an in-depth qualitative understanding of Unilever UK’s consumers. It uncovers consumer’s attitudes, perceptions, and opinions about Unilever UK. It also conducts an ongoing dialogue with consumers to understand their issues and concerns and then tries to solve those issues for a mutual business benefit to implementing a positive relationship with the consumers. It identifies areas of lower performance and monitors that sector to improve. It assesses the satisfaction and relevancy provided by Unilever UK to create a long-term relationship with the consumer. 


[bookmark: _Toc70348189]Identifying stakeholders and their impacts on marketing activities of Unilever UK

Stakeholders can be defined as those parties who have an interest in a company and they can affect or get affected by the decisions of a company’s business (Mcphail, 2014). Stakeholders can affect or get affected by the business policies, actions, rules and regulations, and objectives of a firm. Simply, a stakeholder is a person with an interest or concern in something, especially in business. Some examples of stakeholders of a firm include consumers, directors, management, public, shareholders, government, suppliers, creditors, and the community in which a firm operates its business to make profits. 
Internal stakeholders of a company are those people who have a direct interest or relationship with the firm. Their interest in the company comes through a direct relationship with the company (Brem and Viardot, 2015). Internal stakeholders get affected or affect the company most. Their decisions may change the way a company operates a business. Internal stakeholders are generally financially involved with the company. They impact a company’s structure and success. They also influence an organisation’s managerial decisions. All of the internal stakeholders have a direct stake in the daily operation of the firm. Internal stakeholders are all those who work for the company. 
External stakeholders are people who influence or get influenced by a firm indirectly. When a company operates its business it interacts with a wide variety of people who indirectly share an interest with the company. External stakeholders come from different groups. External stakeholders might be interested in the performance and the success of the company, but they are not directly affected by it (Abidin, 2015). External stakeholders constitute the business environment of a firm as they come from different sources. They are generally not aware of the internal issues of the company. And external stakeholders are not involved in the daily operation of the business. 
Internal stakeholders of Unilever UK include employees, shareholders, managers, directors. Because managers and employees involve actively in the daily operation of the company. Individual shareholders and groups who own the company are considered as internal stakeholders of Unilever UK. Investors who invest in the company and directly get affected by the success or failure of the company (Carroll and Buchholtz, 2012). These people are considered as primary stakeholders of the company.
Some of the external stakeholders of Unilever UK are its consumers who buy its products every day. Suppliers who provide raw materials to the company.  Government who imposes rules and regulations upon Unilever UK. Its clients and creditors provide financial aids to the company when it needs it.  Intermediaries help the company to deliver their product to final consumers. Competitors who pressure the company to stay on track and satisfy the company. And lastly, the general public. These people don’t buy Unilever UK’s product but their opinion and preference influence the company as they can turn into potential consumers. And as Unilever UK is operating the business in a community that’s why the preference and opinion of the community people are important for the business. 
Unilever UK engages with a wide range of stakeholders at the local, regional, and international levels. The company interacts with its stakeholders to understand their views and concerns so that it can solve those concerns appropriately. Stakeholders provide valuable insights and feedback to the company that helps the company to improve its marketing strategies. Unilever UK participates in a wide range of multi-stakeholder partnership that impacts the marketing activities of the firm. The stakeholder panel provides opinions on and informs the company about different marketing programs that the organization holds. For example, the sustainability stakeholder’s panel provides their information and opinion on the sustainable marketing program. 


[bookmark: _Toc70348190]Conclusion
Marketing is a fundamental necessity of any firm. Because the purpose of any business is to make a profit by satisfying its consumers and marketing creates value for consumers that results in their satisfaction (Marinov, 2020). This assignment provided an understanding of the marketing concept with advantages and how Unilever UK uses this concept to create value for its consumers. In this essay branding and its advantages for Unilever UK were discussed to understand how it creates value for consumers. Ansoff matrix and relationship marketing were also discussed to see their impact on creating value for consumers. And lastly, internal and external stakeholders of Unilever UK were shown, and their impact on marketing activities on Unilever UK was discussed so that the company can make appropriate marketing strategies to create superior value for its consumers.
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Market Penetration 
1. Decreases the price of its products so that consumers will buy more     2. Increase sales by increasing the level of promotion and distribution to wholesalers and retailers.             3. Intentionally acquires new competitors in the market place so that it can feel  pressured to increase the sales of the firm


Diversification                                   1. The first type is related diversification in which new products are potential synergies of the existing products of the firm and potential synergies from the existing market                                               2. Unrelated diversification when the product and a new market are unrelated to the existing market or products that the company offers


Product Development                              1. Spends millions on research and developing new products.                    2. Innovative solutions to consumer problems.                                          3. Acquires competitor’s products to produce better products.                                              4. Forms strategic partnership with its competitors to access to reach each other resources to produce new products for their target market


Market Development                        1. New target for its existing products.                                           2. Entering into new geographic regions and customers segment            3. Can be expanded into the domestic market and it can also expand internationally
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