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[bookmark: _Toc107962091]Introduction 
The chosen organisation is Unilever for this report. One of the fast-moving consumer goods (FMNG) companies in the world is Unilever. They provide a huge selection of goods for beverage, food, personal care, and other industries. The main objective of Unilever is to improve people's lives. By meeting their basic wants, they aim to connect with their customers. They may contribute to individuals feeling better, looking better, and having a higher quality of life by attending to their requirements for nutrition, cleanliness, and personal care. The company is operating in almost 190 countries and over 3.4 billion people use its products of the company every day (About Unilever, 2022). In the local bourses, the company has listed eight subsidiaries.  Other than this, the company has emerging markets in Turkey, China, Mexico, Russia, Thailand, and Brazil. More than 300 production facilities are located all over the world, and Unilever operates in more than 100 of those nations (About Unilever, 2021). A marketing strategy's major goal is to keep marketing initiatives fresh and relevant in order to advance a company's goals. There is a determination of a viable competitive position and the resources required to take advantage of it. 

[bookmark: _Toc107962092]1. Marketing Mix 
Product 
The product mix and strategy of Unilever are explained as follows: Unilever's four primary product categories are food, beverages, personal care, home care, and water purifiers. The Unilever marketing mix includes almost 400 businesses, a fact that highlights the brand's immense influence in the FMCG sector (Kartawinata et al., 2020). Unilever concentrates on 13 brands with yearly sales of more than 1 billion euros. Magnum, Lipton, Heartbrand, Lux, Surf, Sunsilk, Knorr, Hellmann's, Dove, Axe, Rexona, Rama, and Omo are a few of them. a €13 billion sector, which accounts for 25% of Unilevers' total revenues. Knorr, Hellmann's, and Rama are some of the brands in this category with $1 billion in annual sales. 
Price 
Understanding the fierce competition in the global FMCG business is essential to examine the pricing in Unilever's marketing mix. Unilever does thorough market research and adheres to fair pricing. Prices fluctuate based on the state of the market. Unilever offers a wide choice of products in every price category, from the most affordable to the most expensive. The prestige business of Unilever sells high-end personal care items and Talenti high-end ice cream (Jayde, 2018). For a company like Unilever, price becomes quite important with such a wide selection of products.
Place
Over 190 nations are where Unilever does business. With tens of thousands of distributors and millions of retail locations globally, Unilever's distribution strategy is defined in its marketing mix. To cut expenses, the business leverages worldwide production and distribution. A sizable distribution network that consists of both direct and retail channels is managed by Unilever. 
Promotion
Unilever is one of the largest advertisers, spending over €8 billion a year on marketing. The Dove Self-Esteem Project is another marketing endeavour. Unilever also works with well-known individuals, like actors, athletes, and others, to sell its goods abroad. Additionally, there are print publications, billboards, special offers, and free samples (Heydari et al., 2022). Through the usage of billboards and OOH media, the Unilever brand has grown internationally. With this, the Unilever marketing mix is complete.
[bookmark: _Toc107962093]2. The Marketing Environment (Micro-SWOT)
Strength
Utilizing economies of scale brought about by the size of the company's activities and the synergies between its several manufacturing facilities—there were 270 of them at last count—are the company's strong points. Its programmes for research and development are effectively supported and successful at delivering cutting-edge, novel items that are in line with customer tastes to market. Unilever uses Glocal marketing techniques to get customers to use its goods, which are well-known on a global scale while retaining a distinctly local flavour (About Unilever, 2022). by fusing regional and international planning.
Weakness
Unilever's main issue is that it operates in a highly competitive market where competing multinational corporations like P&G and Nestle, as well as a wide range of local enterprises, are continuously raising the stakes in the trillion-dollar FMCG (Fast Moving Consumer Goods) sector. 
Opportunity
As a result of globalisation and the expansion of international media, now aspire to live western lifestyles (Chernobay et al., 2020). This presents Unilever with a significant opportunity as it capitalises on this sizable and diverse consumer base that seeks to imitate frequently accompanied' taste for consumer products. Unilever may take advantage to sell to this market group with its present and new product lines that are specially created for the health-conscious consumer because the health-conscious customer is growing more prominent in the developed globe.
Threats
Numerous FMCG firms, including Unilever, have seen a significant decline in profitability as a result of the ongoing global economic crisis. Consumers throughout the world are spending less and looking for "more bang for their buck" as a result of the decline in their discretionary income (Thio et al., 2021). Both the top and bottom lines of Unilever are in jeopardy as a result of the "Double Whammy" of growing expenses and prospective revenue losses. 
[bookmark: _Toc107962094]3. The Marketing environment (Micro) PESTLE 
Political
The legal limitations and regulations established by the European Commission and the United States Food And drug in the United States of America are applicable to Unilever. If the business didn't comply, it would be subject to fines and civil and criminal legal repercussions. The leaders may even be jailed if things go out of hand. The business is also accountable for adhering to any applicable local, state, federal, and international laws that may have been passed in any place where its products are promoted (inside Europe). They consist of several nations, such as South Africa, China, Russia, and India.
Economic
Due to the current status of the economy, customers are less inclined to purchase pricey things. We need more high-quality, affordably priced products. Businesses are growing around the EU to compete with Unilever, especially in countries like France. Unilever's cash flow and competitiveness will suffer if there is no market demand for the items (Cheng, 2021). Because Unilever operates in so many different markets, if one doesn't do well, another one may.
Social
Given that many of its products are geared toward personal care and health, Unilever shows a strong commitment to helping people live the lives they deserve while also feeling and looking attractive. 
Technological
New products are often produced by Unilever and sold online under each of its trademarks. The company focuses on enhancing its digital marketing and selling strategies. Additionally, compared to its competitors, Unilever has a higher level of automation, allowing it to quickly provide goods to retail outlets (About Unilever, 2022). If not, they risk losing their reputation, revenue, or cash flow that they have worked so hard and spent so much money to develop.
Environmental
The utilisation of sustainable and renewable resources is promoted by Unilever. To guarantee client safety, every location where their products are distributed has been thoroughly reviewed. The packaging and design are made from environmentally safe materials. They've been working towards this objective for the past 10 years and want to be known as a business that cares about the environment.
[bookmark: _Toc107962095]4. Creating Customer Value & Engagement 
The CEO referred to the "Five Cs"—content, connect, community, and commerce—as the pillars of Unilever's marketing plan, with customers acting as the common denominator. Weed asserted that because of customers' growing dissatisfaction with the usability of mobile technologies, businesses are under more pressure to offer advertising that is contextually appropriate and optimised (Mañosca et al., 2022). Unilever increased its breadth, reach, and personalisation by utilising the possibilities of Google Cloud. Their most recent Close-up toothpaste advertising campaign in Asia is the greatest example of this. How to kiss was the second most frequently searched term on the Unilever website, according to search statistics. The growth promotion, cost reduction, risk mitigation, and talent acquisition aims of the Unilever Sustainable Living Plan have an immediate influence on profits and returns. The Unilever strategy comprises three main objectives, each with its own set of objectives: "promote health and well-being," and "improve livelihoods." 
[bookmark: _Toc107962096]5. Effective Use of Digital Marketing 
Technology has begun to influence Unilever's product development in addition to providing the corporation with a more direct line of communication. Some of its companies have been able to utilise data to build a more complete picture of one of the five Cs—community—and allow that community to decide what they produce next by utilising social listening and search (Arora and Agarwal, 2018). Unilever has significantly increased the force of the growing social media advertising boycott by ending all financial support for Facebook and Twitter, at least for the remainder of the year. The statement might be a turning moment since it calls on digital platforms to adopt steps that have long been supported by the marketing industry but have only been made gradually in the face of increasing regulatory pressure to properly govern content that is shared online.
[bookmark: _Toc107962097]Conclusion 
Unilever often works to expand its customer base while prioritising innovations in the following years. With the aid of new inventory and business partners, Unilever will soon take advantage of several product categories to increase their clientele. They have put a lot of effort into developing their research and innovation (R&D) over the years and their understanding of their customers by looking into new technologies and scientific advancements to improve their products and make them more wholesome, and long-lasting to satisfy both their current and potential future customers. Because of Unilever's enormous expertise in the area of consumer satisfaction, we are certain that it can survive the grave circumstances now present in the FMCG sector. Given that they have a greater grasp of the region and are getting better at negotiating the complexities of the global market, these large Asian FMCG companies do offer a concern, and we close the article with a warning not to ignore it.
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» Political: The legal limitations and regulations established by the European Commission and the
United States Food And drug in the United States of America are applicable to Unilever.

» Economic: Due to the current status of the economy, customers are less inclined to purchase
pricey things. We need more high-quality, affordably priced products. Businesses are growing
around the EU to compete with Unilever, especially in countries like France.

» Social: Given that many of its products are geared toward personal care and health, Unilever
shows a strong commitment to helping people live the lives they deserve while also feeling and
looking attractive.

» Technological: New products are often produced by Unilever and sold online under each of its
trademarks. The company focuses on enhancing its digital marketing and selling strategies.

» Environmental: The utilisation of sustainable and renewable resources is promoted by Unilever.
To guarantee client safety, every location where their products are distributed has been
thoroughly reviewed.




