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[bookmark: _Toc128052406]Exploration of the range of Marketing Functions within a UK-based organisation and its impact on customer needs
[bookmark: _Toc129362781]Introduction 
The report will explore the marketing functions of Unilever, a fast-moving consumer goods (FMCG) brand by identifying the role and importance of marketing. The key marketing mix elements that enhance customer satisfaction and create value for its customers will be analysed in the report. Furthermore, the report will identify the key stakeholders of Unilever and their impact on marketing activities. Unilever is a widely accepted fast moving consumer goods (FMCG) brand that is having presence in over 190 countries. The headquarter of the company is in London, UK with an employee strength of around £1, 50,000 (Unilever, 2021). The specialisation product line of Unilever is food items, toiletries, soaps, detergents, and personal skin care items. The vision of Unilever is to ‘establish as a global leader in the sustainable fast moving consumer goods business. Unilever is a pioneer brand with an experience over 130 years and deliberately wants to do good for the planet by focusing on responsible and ethical sourcing.
[bookmark: _Toc129362782]Different Types of Internal and External Stakeholders
Stakeholder has a vested interest in the development of the organisation following the purpose of affecting the business operations and its performance. Typical stakeholders are investors, suppliers, customers, government, employees, communities, trade associations etc. 
Internal Stakeholders- internal stakeholders are basically those people who are interested in an organisation following the area and purpose of a direct relationship with it. Employment ownership and investment are followed by the factors of internal stakeholders (Trihinas, et al., 2017).
The investors are the internal stakeholders of Unilever who are significantly influenced by the concerning area and performance of the association. The investors are responsible for the kinds of the company and the decision making process also influences this FMCG organisation forward for the maintenance of the required high priority (wrike, 2019). The owners are responsible for the foundation of the organisation along with existence that eventually helps to make the business consistently profitable fulfilling the needs and demands of the company. The process of developing core ideas also gets followed with the code policies of Unilever. 
External Stakeholders- external stakeholders are associated with the purpose of those people who are not related to the organisation directly but are affected by the actions and outcomes of the business. Suppliers, public groups and creditors are related to the considering area and purpose of external stakeholders. An external stakeholder is influenced by the organisation following the significant business operations (keydifferences, 2020).
The customers and local community are directly related to the systematic part of influencing the decision making process with some exceptional existence. It is also necessary to look into the development and distribution of production services towards the consumers that eventually help in the maintenance of the constantly evolving needs of the customers (Xu, et al., 2021).
The company has the purpose of making sustainable living commonplace with the mission of proving that sustainability is good for a business. The overall process of achieving this goal also gets related to the transparent and responsible area of commitment to look for business with integrity (Seyfi, et al., 2019). The stakeholders of the organisation deal with the process of functioning the customer needs through the maintenance of reputation and trust. The company engages the stakeholders as one of the integral parts of the organisation in order to keep the customers satisfied and retained in the organisation. The growth of the business and also the purpose of meeting the constantly evolving needs also get followed by the inside functions which is responsible for gathering different types of work with innovation and marketing activities (keydifferences, 2020). 
[bookmark: _Toc129362783]
Marketing Environment (internal and external) 
Marketing Environment 
A marketing environment encompasses all the internal and external factors that are to the process of driving and influencing an organisation towards achieving those marketing activities. The influence of the marketing environment is vast and diversified and also the consistent and systematic controllable and uncontrollable factors (Tien, 2019). 
Features of a marketing environment
The dynamic feature of the marketing environment deals with the systematic purpose of changes over time following technological advancement and industry regulation.
The relative features of internal and external marketing environments are unique with the significant purpose of Unilever. The FMCG products and its selling can be hastened through the area of this feature (Dimitrovski, et al., 2021).
The uncertain purpose of this market and also the unpredictable forces are associated to the unexpected traits that eventually refer to the pivot area of strategizing the quick purpose of achieving their goals. 
Internal marketing environment
An internal marketing environment consists of different factors that fall within the control of the organisation and impact the purpose of marketing operations including the strengths, weaknesses, uniqueness and competencies. The systematic part of thinking of essential marketing elements becomes easier through the internal area of the marketing environment and that eventually refers to the purpose of achieving capital asset and budget through the area of different company policies (Guðlaugsson, et al., 2020). The systematic area of the internal marketing environment also deals with different controllable factors.
External marketing environment
The significant factor of the external marketing environment also includes all the necessary factors that do not fall under the sort of organisational control. The significance of technological changes are followed by the area of social, economic and competitive force. The uncontrollable factors of external environment also refer to the system of full film customer needs by defining and studying their changes and trends through the purpose of business and marketing (Gurău, 2021). The overall power of looking into the categorisation of micro and macro marketing environments also get related to the mandatory part of supply and business partners in a proper way. 
[bookmark: _Toc129362784]PESTLE Analysis 
PESTLE analysis is the strategic management tool that is considered in identifying the external business factors that influence the business decision-making process (Bowman, 2019). The macro-economic factor is interrelated to the business turnover of the organisations. The marketplace of the fast-moving consumer goods (FMCG) segment consists of diverse customers with different requirements. For instance, the fast-moving consumer goods (FMCG) segment is having a market value of £146bn in the UK (Mobility, 2023). 
· Political factor: The political situation of the nation influences the business decisions of the organisation. In the UK, Parliamentary democracy has been observed. The Government used to introduce or amend the legal framework after the approval of the two houses of Parliament. Currently, the Brexit formation has created a separate identity for the UK in Europe. Therefore, the different immigration policies between the EU and the UK have created a challenging situation for UK-based businesses that are dependent on EU workers. In consideration of such political challenges, the UK Government has signed an agreement between EU-Brexit trade deals for reducing the complexities in business operations (EC, 2020). Moreover, the Government of the UK has reduced the political interventions of the corporate organisation for encouraging investments in the UK. Hence, the mixed impact of the political factors on UK-based businesses can be spotted. 
· Economic factor: The economic scenario of the nation fosters or hinders business operations. In the UK, the inflation rate has declined and reached 10.1% from 11% in the year 2023 (Economics, 2022). The rise in consumer expenditure from £67 billion to £120 billion in the year 2021 is a positive side for Unilever in increasing the sales turnover. Furthermore, it is expected that the grocery market will grow CAGR by 2% within the year 2025 in the UK. In the terms of organisational performance, the company has reported an increase in net income up to around £6.62 billion (Unilever, 2021). The rise in the business operation margin has been reported up to 17% within the year 2022. The sales growth up to the rate of 4.5% within the period 2021-22 has been observed along with the business cash flow of around £6.4 bn. Moreover, the sales volume has observed a rise of up to 1.6% in the period 2021-22 Unilever (Unilever, 2021). Therefore, the steady recovery of the fast-moving consumer goods market in the UK is a positive observation for Unilever. 
· Socio-cultural factor: The increased consumerism and shift in consumer behaviour have created challenges for the fast-moving consumer goods company. Generation Z customers are considering the high quality and sustainable products during their final purchase considerations. Presently, 400+ brands are operating across the world under Unilever (Unilever, 2021). The specialised product line of Unilever encompasses food items, toiletries, soaps, detergents, and personal skin care items. However, the shorter product life cycle stage has accelerated product development and procurement cost. Unilever has undertaken an ‘innovation program’ by allocating €1 billion fund to support the current taste and preferences of the customers. Hence, the mixed impact of the sociocultural factor on the product development of Unilever can be spotted. 
· Technological factor: Digitalization is the wider accepted scenario in global businesses. Businesses irrespective of size are inclining towards the adoption of new technologies and automation for achieving business efficiency. Unilever has undertaken ‘marketing information management’ by considering data-driven technology. The granular information has been collected by the teams to analyse and determine customer preferences as well as demographics (Lewis, 2019). Moreover, Unilever is also utilising artificial intelligence, Big Data, and blockchain for improving operational efficiency. However, such technologies are also used by Unilever to accelerate product development. The automated technologies of Unilever are effective in tracking a large number of data for analysing trends, insights, and market opportunities. Furthermore, such technologies are also considered to introduce a better version of the existing products more efficiently in the concerned market. Social media penetration across the world has created business opportunities in the form of digital marketing. Currently, 4.26 billion people are accessing social media networks across the world. The technological factors are having a positive impact on the business efficiency of Unilever. 
· Environmental factor: The climate change issues have influenced the Government to implement sustainable development programs nationally. Business organisations across the world are participating in sustainable development programmes to reduce the negative impact on the environment (Milton-Smith, 2019). Unilever is a pioneer consumer brand with an experience over 130 years and deliberately wants to do good for the planet by focusing on responsible and ethical sourcing policies. It has been observed that Unilever is dedicated to delivering exceptional outcomes by emphasising dignity, respect, and fairness. Furthermore, Unilever’s mission is to enhance the vitality of life by providing nutritional, hygienic, and personal care demands (Unilever, 2021). Unilever is utilising renewable energy across the supply chain functions by focusing on low-carbon ingredients practices. As a part of a healthier diet campaign, Unilever is promoting its sustainable and ethical objectives to consumers. Moreover, Unilever has planned to deliver 70% of the food-based products to consumers by maintaining WHO-aligned nutritional standards. Therefore, the sustainable business practices adopted by Unilever can create goodwill among the people. 
· Legal factor: The legal requirements and regulations are mandatory for business organisations. For example, in the UK, employers are restricted to discriminate the employees based on gender, race, religion, disability, etc. under the Equality Act 2010. Unilever is a law-abiding corporate organisation that provides equal opportunities to all employees irrespective of gender, race, religion, etc. Female representation in the senior leadership team around 70% at Unilever can be spotted (Unilever, 2021). Unilever Plc follows all the legal terms and conditions in alignment with the laws of England and Wales. Unilever Plc has also taken approval regarding the patents and copyrights of the products for selling in the UK. However, legal compliances for each nation are different and eventually influence the business to modify its administrative activities in different geographic markets. 
[bookmark: _Toc129362785]Marketing Information System 
Marketing Information System (MIS) is an integrated framework that gathers, sorts, and interprets the data for improving the marketing plan and implementation process. Moreover, MIS underlines the systematic collection of information to analyse the insights for designing a marketing plan. An effective MIS is efficient in collecting different types of information like rate of competition, macroeconomic changes, shifts in consumer purchase patterns, etc. The collected information is analysed to undertake marketing decisions. MIS supports the business firm to identify the emerging market by monitoring the changes in consumer buying patterns, macro-economic factors, and Government policies. Furthermore, the MIS utilises a variety of internal data and external information based on primary research and market intelligence to formulate marketing strategies and decisions. Marketers make effective decisions by storing, gathering, and distributing valuable marketing insights. The advantages of MIS include anticipation of consumer demand, up-to-date market information, real-time information flow, facilitating in formulating of marketing strategy, and adding value to the consumer purchase journey. The marketplace of the fast-moving consumer goods (FMCG) segment consists of diverse customers with different requirements. Moreover, the fast-moving consumer goods (FMCG) segment is having a market value of £146bn in the UK (Mobility, 2023). MIS is effective for Unilever to identify the emerging market by monitoring the changes in consumer buying patterns, macro-economic factors, and Government policies. Segmentation refers to the process of categorising the customer groups as per the segmentation bases like demographics, behavioural, psychographic, and behavioural bases (Kotler, 2019). Moreover, the purpose of the segmentation strategy is to classify the marketplace that is actionable, profitable, and accessible. The (STP) strategy is effective to classify customer groups by attracting a specific target segment. Unilever is a widely accepted fast-moving consumer goods (FMCG) brand that is having presence in over 190 countries. The differentiated targeting strategy has been considered by Unilever to attract customers from different demographics. Hence, the differentiated targeting strategy supports the organisation to attract the niche market of the products. Moreover, positioning strategy supports the brands to create a unique place in the mind of the customers by focusing on special attributes (Cheung, 2020). The identification of the taste and preferences of the target customers is the initial marketing process. Secondly, the marketing process ‘classify the customer groups’ with the Segmentation-Targeting-Positioning (STP) strategy (Charlesworth, 2020) The functional attributes of Unilever in the terms of quality and pricing have been focused to create a unique position in the market. Furthermore, Unilever has focused on superior products that rely on innovation and purpose. With the MIS application, the collected information is analysed to undertake the marketing decisions of Unilever. The marketing strategy begins with the identification of the needs and wants of the customers (Chaffey, 2018). Fast-moving consumer goods brands like Unilever have adopted extensive market research to collect customer purchase data. 
[bookmark: _Toc129362786]7 Functions of Marketing 
Marketing Functions reflect the organisational strategy in providing customer satisfaction. Moreover, marketing functions focus on the planning, directing, organising, and controlling aspects of the products/services in accomplishing the overall marketing objectives (De Chernatony, 2019). From the perspective of Unilever, the marketing objective is to execute the cross-marketing strategy and to implement the subsidised pricing aspect. Under the marketing strategy, Unilever has focused on customer needs by providing high-quality brands that offer value for money to the customers. Marketing Mix elements manifest the range of actions that the company utilises to enhance customer satisfaction (Louro, 2019). The typical marketing mix elements include product, price, place, and promotion. 
· Product: The products are the value provided to the customers by supporting their needs and want. Unilever has a ‘product management strategy’ to meet the evolving taste and preferences of the customers (Low, 2018). The marketing team relies on extensive marketing research and intelligence to deliver a superior value proposition to the target customers. Presently, 400+ brands are operating across the world under Unilever. The specialisation product line of Unilever is food items, toiletries, soaps, detergents, and personal skin care items. Unilever has undertaken ‘marketing information management’ by considering data-driven technology. The granular information has been collected by the teams to analyse and determine customer preferences as well as demographics. Presently, the brand value of Unilever has been estimated at around 27.91 billion euros. 
· Price: Price is the only marketing element that helps to generate revenue for the organisation. Moreover, the price is the monetary value of the product that the customer pays during the final purchase consideration (Charlesworth, 2020). As per Centeno (2019), price is the key element that supports the organisation in influencing profitability. Hence, formulating the pricing strategy is the determination of the value of the product. Furthermore, changes in the price of the product can influence the customer's purchase pattern. 
· Promotion: Promotion is one of the awareness-related marketing elements that are responsible for brand awareness (Charlesworth, 2019). The purpose of the promotional elements is to inform the target audience of the products by creating awareness. Furthermore, the key components that complete the promotional elements are sales promotion, advertisement, public relations, and personal selling. Unilever has engaged in an ‘integrated marketing communication strategy’ to inform the target customer groups about the value and benefits of the products. Integrated communication channels like television advertisements, short videos on YouTube, Facebook campaigns, and sales promotional aspects can be spotted. 
· Place: The place is the distribution strategy of the organisation which helps the customers to purchase the products from the retailers or wholesalers (Gurău, 2021). Unilever is a widely accepted fast-moving consumer goods (FMCG) brand that is having presence in over 190 countries. In the terms of distribution, products of Unilever are available in different supermarkets, hypermarkets, retailers, mom-and-pop stores, and e-commerce sites. 
· Physical evidence: Physical Evidence is the existing features that connect the customers with the brand. The tangible proof of the business increases credibility in the market. Presently, 400+ brands are operating across the world under Unilever (Unilever, 2021). The specialised product line of Unilever encompasses food items, toiletries, soaps, detergents, and personal skin care items. The retail shelves of supermarkets, hypermarkets, and small stores play an important role in enhancing the physical evidence of the brand. 
· People: The people are the employees of the organisation that help to execute the marketing strategy of the brand. Currently, the employee strength of Unilever is around 1,50,000 across the world. Unilever has dedicated training and development programmes for employees to upgrade their skills and competencies. The discretionary effort of the employees is recognised and rewarded by Unilever as a part of employee motivation. 
· Process: The process is the system that ensures interrelationship among the different business functions to achieve organisational productivity. Unilever has undertaken a ‘marketing information management’ process by considering data-driven technology. The granular information has been collected by the teams to analyse and determine customer preferences as well as demographics (Lewis, 2019). Moreover, Unilever is also utilising artificial intelligence, Big Data, and block chain for improving operational efficiency. 
[bookmark: _Toc129362787]Recommendation to improve 4P’s 
The recommendations to improve 4P’s of Unilever are as follows: 
	4P’s of Marketing Mix elements
	Recommendations

	Product
	Under the ‘product level,’ the core benefit of Unilever will be to support the daily needs and wants of the customers by providing household essential products. The ‘actual product’ is the benefits and functional attributes of the food items, toiletries, soaps, detergents, and personal skin care items. Lastly, the ‘augmented product’ is the extra features and attributes like sustainable sourcing that can be recommended at the product level of Unilever. 

	Price
	Unilever must focus on the ‘market penetration pricing objective’ to cater to the diverse needs of the customer segment. The market penetration pricing objective has focused on a different product category to increase the market share of Unilever in the fast-moving consumer goods category. The market penetration pricing strategy will be effective for Unilever to attract new customers to its new products by offering low prices in the initial phase of the product launch. The lower price in the introduction phase of the product helps to penetrate the target market and also attract customers efficiently.

	Place
	The ‘omni channel distribution strategy’ will be effective for Unilever to enhance the reach and availability of the products in the different geographic markets. Furthermore, a seamless customer experience while purchasing the products of Unilever can be created from the omni-channel distribution strategy of Unilever Invalid source specified.. 


	Promotion
	Unilever can utilise ‘multi-channel communication’ strategy that includes product labels, website, consumer leaflets, and care line phone numbers to persuade and inform the target audience about the new products. Hence, the combination of the communication channels employed by Unilever is effective to create awareness among the target customer groups. 




[bookmark: _Toc129362788]Conclusion 
It is conclusive from the study that the purpose of different kinds of marketing functions have a great contribution in the development of the organisation and also the functional area of customer needs and demands. Different functions of marketing and also the mandatory area are evaluated in a proper way to look for its further betterment. The identification and evolution of the stakeholders of the organisation and their impact in the maintenance health figure out that stakeholders are the integral parts of the organisation and their maintenance referred to the purpose of valuing the system of open and effective communication. The identification of the internal and external environment is also related to the factor of different kinds of opportunities and threats for the further development of Unilever. 
The organizations' business turnover is intertwined with the macroeconomic factor. The fast-moving consumer goods (FMCG) market has a wide range of customers with varying requirements. The steady recovery of the fast-moving consumer goods market in the UK is a positive observation for Unilever. The Government of the UK has reduced the political interventions of corporate organizations to encourage investments in the UK. By focusing on distinctive characteristics, positioning strategy assists brands in establishing a distinct position in the minds of consumers. The first step in marketing is figuring out what customers want and how they like to eat. Second, the Segmentation-Targeting-Positioning (STP) strategy is used in the marketing process to "classify the customer groups." 
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