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A marketing mix is a marketing plan through which the marketing strategies are made. There are four P’s in the marketing mix and those are price, place, people and promotion. Based on those marketing plans of the business, the sale of the company depends. Price is one of the major factors for the marketing mix, a lot of decisions and the future planning of the business depends on the pricing of the products and hence, pricing plays a major role in order to increase the sales of the organization. Unilever provides all sorts of goods that are essential for households at different prices. Since household products are essential for all the customers hence providing those products by a business helps to make the customer get all the essential goods in daily life in one place. Therefore, it helps to increase the market share of the business by capturing a huge market across the globe. Other aspects of the marketing mix are people. People or the customers are the supreme for the growth of the business. People demand the required products and the business provides them and making the products as per the requirements of the customer also helped to attract a large number of customers. The place is another important aspect of the marketing mix and it helps the business to grow more and the strategy of the place of the outlets or the business is crucial. On the location of the business, the turnover of the business depends. All the businesses after some point in time trying to diversify their business and in the case of increasing the size of the business, the business tries to increase their presence in different positions. Being a large-scale organization, Unilever is present in several locations across the globe. Apart from the physical presence, Unilever is also present across the globe online. In both forms, the organization attracts a large number of customers. Promotion is the other pillar of the marketing mix. For the promotion of the products, Unilever runs various events and campaigns. As this FMCG sector is very competitive thus, to attract the customers and to make the customers aware of the products or the new launch, promotion is important (Birahim, 2020). Promotional activities through online platforms such as through website portals and social media help the business to reach a large number of customers across the globe. 
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Segmentation is a process used in the field of marketing to categorise the customers based on a few parameters. Unilever benefits from the segmentation of the market (Huber, Scheffer and Pérez-Cano, 2018). There are a few types of segmentation such as Demographic – This segmentation is done on the basis of age, occupation, income and many more. Unilever is in the business of Fast-moving consumer goods, and those goods are required for everyone in the locality. Thus, For Unilever, the overall population of the locality is the potential customers and it benefits the company to run their business across the globe. 
Geographic – As per the geographic location and the need of the people as per the geographical area, the customers are segmented and this is known as geographic segmentation. Unilever has several outlets all across the country and thus, the business can cover a large category of customers. Having diverse operational outlets is the advantage of Unilever. 
Psychographic – This segmentation of the customers is done on the basis of the psychographic characteristic of humans. Psychographic segmentation deals with the needs of the products and the values of the products as well. As per the need of the customers, Unilever tries to launch the products and it helps 
Behavioural - Behavioural segment is the way of the segment which is done on the basis of the purchasing habits, spending habits, customer loyalty and on many more aspects as well. The products made by Unilever are essential for every household and thus every person buys the goods the company makes. Unilever also has some loyal customers as well, those who buy the products made by Unilever only. Since the products made by Unilever are for regular usage hence the customers buy those products very frequently. Hence, the purchasing habits of the business play a major role in the sales of the business. The main motive or the goal of Unilever is to attract customers who are not using the products of the company. To make them attracted towards the products made by the company, the business is focusing on the pricing as well as on the quality of the products as well. 
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Targeting the customers is one of the most crucial parts of marketing strategy as it helps the business to identify the customers and target them to sell the products and it makes the selling of goods easier. Before any product launch, Unilever looks for potential customers who could be the potential buyers of the product. After the segmentation, the main step is to target the potential customers and provide them with the idea or the details about the products. Doing this helps in making the strategies and putting the effort regarding the promotion of the products. Targeting helps to focus on only the customers who can be the potential buyer. After segmentation, getting an idea about the need of the particular customer set it is important to capture the customer or that particular market size (Sharma, 2018). Unilever implements this strategy. After the exact market segmentation, the next stage that the business took is the targeting of the customers and after that, all the activity campaigns are performed keeping 
those targeted customers in mind. 
[bookmark: _Toc92307164]Blog 4: Positioning Strategies
Positioning is a way to represent the products of the organization in the market. There are different fast-moving consumer products manufactured by different countries. Among the products of the several organisations, Unilever has to make an impact so that the products of Unilever can be noticed by everyone and thus the product is able to gain popularity and thus the sales of the product increases and it helps to increase the market share of the products as well (Wardani and RAHARDJO, 2021).  Positioning strategy varies for different businesses and the different products as well. Proper positioning of the products always provides a better result for the business and the sales of the business. For the positioning of the products made by Unilever, the company focuses on the benefits of the products as well as it also tries to provide the products at the lower price in which the competitors of the business are providing products to the customers. To enter a competitive market, the business has to take the strategy of market penetration and this strategy can be implemented and become successful if the business is able to provide the products to their customers at a lower price than their competitors. Along with the price, the quality of the products and the benefits achieved from the products to the customer is also considered during the product launch of Unilever. 
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For any business, communication is a crucial factor. Especially for the business to consumer (B2C) businesses, the business has to communicate with the customer to understand the likings and the demand of the customers and as per the demand, the business took the strategy. To do marketing communication, the business has to follow responsible marketing and advertising. Unilever is known for its responsible advertising and marketing and through that, the business has been able to achieve a large number of customers. Customer attitude also depends on market communication and the promotional activities of the product (Kartawinata et al., 2020). Through market communication business gets the real data about the customers and this communication with the customers help Unilever to make a reality check and the likings and dislikings of the customers. There are several platforms as well through which Unilever collects the feedback of the customers and after getting the feedback of the customers, the business analyzes the data. Those collected data helps the business to take further decisions regarding the marketing and the promotion of the business. In this way, the marketing communication is done. In recent times, there are several ways to initiate market communication. Among many other ways, social media or the digital way is one of the most popular. Business Unilever is very active on social media and they promote all the relevant details of the business to the customers and this helps to make strong communication among the customers as well as it also helps to make a bridge between the customers and the business as well. In the long run, that relationship of the customers and the business works and it also helps to generate a good result as well. 
[bookmark: _Toc92307166]Blog 6: Marketing Campaigns
Marketing campaigns are the way of attracting a large number of customers towards the business and the products of the business through various marketing campaigns. As a company, it has been witnessed that this particular company makes a sustainable developmental approach and hence this very company is mainly to drive campaigns that ultimately focuses on the benefits of the people. It has been further reviewed that the people are too much affected by the conventional changes (Siddique and Sultana, 2018). Ths it has been noticed that this company focuses on the promotion of socially and environmentally friendly products which do not cause any harm to the people surrounded by the products of this very company. It has thus been observed that the company is seen using 50 % recycled content in packaging their products which ultimately brings huge differences from the other companies in the market. 
This marketing strategy is in a way helping Unilever to meet the current demands of the present marketing world in respect to the other companies and is competing with them parallelly. In addition to this, the sustainable marketing strategy is helping the environment to get less polluted and thus it is affecting the overall environment in a compressed manner. The company is minutely focusing on the working of the emission reduction in their production units. Thus it has been witnessed that the company has set higher targets as it mainly meets the three main goals which focus on using 100% agricultural products without any adulteration, increased the concern for the well being of the people all around and lastly make less impact on the environment on the production of any products (Jansen, 2018). Thus it has been recovered that Unilever's sustainable plan directs huge growth, attracts the customers from its innovative marketing strategies, and in a way reduces cost. The company is ever ready to make changes for the betterment of the people and thus initiates to take huge challenges and also attracts young talents to overcome these challenges. This very marketing strategy has huge challenges compared to changes in the climate but it continues to meet the promised need and thus satisfies its customer with this. Moreover, it has also been witnessed that the company has maintained consumer awareness through its product and thus has made enough changes to create a greater impact on the huge crowd as a whole (Lawrence, Rasche and Kenny, 2019). It has thus been focussed that the company sustainable strategy puts greater emphasis on the topics such as waste management, water conservation, sustainable resourcing, and lastly greenhouses gas emissions 
To this, it can be suggested that the company further maintains a strong and efficient sustainable marketing strategy as it helps to meet the demands of the people without even affecting or polluting the environment from any kind of activity. Thus it is recommended that the company must continue focusing on these issues to make an efficient position in the marketing world and must initiate more help to the environment. However, the strategies are adapted should be concerned with the environment and must not exceed the price or bring in any differences in the production of any product. 
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