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[bookmark: _Toc111636199][bookmark: _Toc112153682]Introduction:
This report defines the market development plan and market growth of the business. Different factors are required to help increase the organization's performance in the relevant country. To target the right audience and generate higher success, the overall management of the business has developed different strategies (Wang, 2021). To recommend the complete tools and determine the major consequences, the role of real growth is important. The market development plan helps ensure the different activities and actions representing its operations in the country. Different types of functions require that motivate the organization to increase the internal environment and motivate the organization to expand its operations (Kyla, 2022). First, we introduce the topic and then define the company's background. Unilever is the selected company because it is available in the international market. Pakistani and the UK are two different countries in which the Unilever company operates its functions. Rather all the different areas are also targeted for better communication and tools. The company has different types of competitive threats (Mourad, 2022). 
To determine the goals and achieve higher sources, the Unilever company has decided to increase the entire performance. The management has decided to generate the overall associations with various goals and objectives that are important for the particular method (Sofia, 2022). When a business's internal environment is reflective, it deals with the actionable and reflective processes. Unilever target the people that are right for the entire market and can determine the value scheme. Various policies and procedures required to determine the reflective thinking element help to ensure the fundamental goals (Anshul, 2022). In this report, the company's macro and micro environmental analysis help to analyze the factors which are important to entering the country and reflect the different policies. 
The macro-environment helps to understand what forces can be used by the organization to determine the real growth and reflect the overall motivation of the organization. It is a necessary authentic scheme that refers to tackling the challenges and reducing the harmful threat to the entire organization (Whitler, 2021). On the other hand, the microenvironment helps to analyze the broad elements required to run the key operations of the business. The internal stakeholders, employees, and other people are the important terms that directly elaborate on the overall thinking process of the organization (Khashir, 2021). The management should determine better goals to overcome the key challenges and reflect on the entire sources. The management should deal with the preferred areas to overcome the key associations and reflect a better thinking process. Unilever should motivate itself to measure the greater values and determine the overall activities towards higher success (Shi, 2021). Different functions and broad activities are required to run the real growth and change the broad tactics. Analyzing the macro environment and micro environmental help to initiate different opportunities for the better success of the organization. 
[image: Unilever For Pakistan | Unilever]
Hofstede's dimension model and porter's five forces in the two countries are some models that directly define the external environment analysis. It states whether each of these variables is sufficient or not to gain higher success and expand the vital operations of the businesses. The SWOT analysis model is also defined in this research as that helps to determine the internal environment analysis of the organization (Olson, 2021). Different organizational tools and forces need to be updated after some time. That's why the overall performance of the organization and the better growth techniques rely on inspiring the various activities and key strategies. The management should determine the long-term goals to determine the higher goals and build the key ones. The SWOT model defines the opportunities and challenges of the Unilever company in both countries (Rendy, 2021). 
The organization faces different opportunities and challenges because these tools help ensure the variant commitments and build reflective processing tools. The marketing mix elements and the overall capabilities of the business are some authentic tools that help to ensure the number of resources. The marketing mix consists of several products and services the companies offer during the term (Sheth, 2021). The organizations gain different opportunities to understand the broad missions and update the reflective techniques. This process is constantly referred to as the entire area of the business. The marketing mix elements are important to enhance the overall performance of a firm in the relevant countries. These activities directly improve the overall sustainability and actions of the business (Hosain, 2021).
[bookmark: _Toc111636200][bookmark: _Toc112153683]Background information of the company:
Unilever PLC is a British multinational consumer goods company headquartered in London. The organization offers different products like food, commitments, ice creams, beauty products, cleaning agents, and the largest producers of soaps. The products of the company are available all over the world. To determine higher growth and build greater success, the management plays a vital role (Agya, 2021). The management should determine the achievements to generate greater terms and provide the best tools. It is a public limited company that traded as the LSE. It relates to the industry of consumer goods and generates higher goals. To determine the greater strengths and communicate with the overall sustainability, the management plays a vital role (Bandhu, 2022). Unilever is an organization that develops different consumer goods related to the entire industry and develops overall sustainability. The lever brothers and margarine urines are the main founders of the Unilever company. 
The mission of the company:
"To add volatility of life".
The vision of the company:
"To make sustainable living commonplace by believing the best long-term way for business growth".
The Unilever company has developed different practices to develop greater success and build reflective thinking. The lever brothers founded the company in the year 1929. To determine the different policies and generate higher goals, management plays a vital role (Tonbul, 2021). The management directly improves the entire value to enhance the overall performance and generate greater strengths. Unilever is an organization whose headquarter exists in London. The management should use different schemes to build reflective tools and generate greater values. Food, ice creams, tea, coffee, and breakfasts are the organization's main products (Guo, 2022). The operating income, net income, total assets, and equity are also applicable for the overall sustainability of the business. 
To overcome the challenges and improve the greater values, Unilever should encourage broad perspectives. In leading a firm and building a reflective process, the management should determine the overall values (Yue, 2022). Unilever is an organization that provides broad sustainability and builds a reflective function that tries to increase better chances. The management should use sustainable production to proceed with the topics and determine the reflective goals. Different largest brands are involved in the real growth of the business (Wen, 2022). Unilever is organized into the three main divisions related to the main products of Ben and Jerry, know, and Lux. Unilever was founded to determine the different policies and enhance the overall goals. Home care products and beauty are different techniques that help overcome the different policies (Wong, 2021). 
Unilever has developed different practices in which the firm gains higher success and builds a reflective action. The company was founded in 1929 related to the primary listing on the stock exchange. The management should determine the reflective techniques to enhance the overall performance and determine the different standards (Agya, 2021). Unilever is the brand that motivates customers to increase their purchasing power. Different forces, as well as factors, help to initiate the best resources and generate better techniques. The management should discuss the total variances for all the actions and activities that help to initiate the broad terms. The products, pricing strategies, and promotional plans of Unilever help to enter the new and existing marketing. (Anshul, 2022) The marketing of Unilever tries to improve performance by involving different people in the organization's fundamental goals. 
[bookmark: _Toc111636201][bookmark: _Toc112153684]The macro and micro environment:
The macro environment of Unilever defines the different factors that help the organization enter Pakistan and the UK. The management should use best practices to determine the different techniques and generate higher sours (Bandhu, 2022). The management should act on the overall sustainability to determine reflective thinking and generate higher success. A business must determine the higher standards and tackle the key issues regarding overall and sustainable values. 
Unilever is an organization that runs its operations with different policies and practices (Guo, 2022). Various approaches directly contribute to an increase in the internal environment and build reflective thinking elements. 
To determine the broad areas and build a reflective cycle, the management act as sustainable techniques. The macro environment of Unilever is defined through porter's five forces and Hofstede's cultural dimensions (Hosain, 2021). The role of external market forces is important to analyze whether the entire market is important or not for the greater success of the business. A firm must take the best reviews regarding instant actions and generate actionable standards. Unilever wants to expand the different policies and procedures it relies on to express its views and motivate the different standards. For higher success and long-term activities, the management should deal with broad sustainability (Hosain, 2021). The macro-environment forces of the organization rely on determining the different standards by which the company gives accurate results to the entire association. Higher the success of the business and managing the instant growth tools, Hofstede's cultural factors are important (Kyla, 2022). Various strategies are required to help a firm grow the best practices and motivate the entire terms and techniques. UK and Pakistan are two different selected countries in which the Unilever company runs its operations and expand the fundamental areas of the business. 
	Factors of PESTEL analysis:
	In UK
	In Pakistan.

	Political.
· Trade policies.
· Restrictions of the government.
· Rules and regulations of the government of the country.
	Company is subject to law and regulations both locally and globally that affect the entire performance of Unilever company in United Kingdom (favorable).
	Volatile of emerging markets and the instability of government (unfavorable).

	Economical.
· GDP rate.
· Inflation rate.
· Economic policies.
	Current economic growth that affect the higher performance of Unilever (Favorable).
	The recession of economy that decreases the opportunities of Unilever company in the Pakistan (Unfavorable).

	Social.
· The level of interest of people.
· Higher rate of population.
· Level of income.
	The level of income of customers is high that improve the power of purchasing of brands in UK (Favorable).
	Multicultural due to the more societies as well as the functions that impact the performance of Unilever company in UK

	Technological.
· Research and development.
· Level of innovation
	Advancements of technology that improve the overall performance of Unilever (favorable).
	Change the way of communication due to the lack of technological resources in Pakistan (unfavorable).

	Environmental.
· Change of weather and climate.
· Environmental policies.
	The development of strong policies of environment by the government of United Kingdom that impact the performance of Unilever (Favorable).
	The change of climate as well as the weather that affect the company’s  progress in the negative manner (unfavorable)

	Legal.
· Protection of consumers and employees.
· Copyright and patent laws.
	Protection of consumers and employee’s personal information (favorable).
	Copyright and patents and other legal aspects (unfavorable).



The firm's mission is sustainable to determine the broad tools and maintain the proper analysis. The business must express the market's growth and generate higher goals. Different organizational factors are required to motivate the business to achieve greater values and determine overall thinking sustainability (Olson, 2021). The organizational success and skills of the business directly rely on implementing the best actions and motivating future policies. When the firm's mission and vision are founded effectively, it deals with authentic sustainability. The management should prefer broad sustainability and reflect the different goals; the entire growth is important (Mourad, 2022). To achieve greater strengths and build a reflective goal, the management act as the overall sustainability. The macro-environment forces and factors applicable for the different standards help to ensure the different standards. The management act as the key value to evaluate the greater sources and build a reflective tool.
[bookmark: _Toc111636202][bookmark: _Toc112153685]Hofstede's cultural dimensions:
Here are some dimensions of Hofstede's cultures in the UK and Pakistan. The dimension deals with the fact all the individuals in the societies do not have equal rights or strengths despite the inequalities among the different tools. It is the extent of the UK to which the less powerful members of institutions and organizations within the country except as well as accept the power distributed equally (Khashir, 2021). The management should use sustainable values to enhance the overall goals and objectives. Society believes the organization should automatically refer to the broad areas of success. 
1. [bookmark: _Toc111636203][bookmark: _Toc112153686]Power distance: 
All the approaches and values of the firm are important to understand the different practices. The power distance is a valuable term that tries to increase in best goals and maintain the proper objectives that are liable to the broad tools (Agya, 2021). It is the fundamental issue that addresses broad sustainability and efficiency.
2. [bookmark: _Toc111636204][bookmark: _Toc112153687]Individualism:
The fundamental issue is addressed by the dimension of the degree of interdependence the society maintains among its members. With a score of 89, the UK has a higher power of individualism. It reflects real growth and motivates the overall processes of the business. The route of happiness is realized with personal effectiveness (Anshul, 2022). Pakistan focuses on collectivism because the group-centric approach is higher than the individual working.
3. [bookmark: _Toc111636205][bookmark: _Toc112153688]Masculinity:
A high masculinity score on the key dimensions indicates that society will be driven by key competition, achievements, and overall success. In the UK and Pakistan, the masculinity system initiates from the different achievements of success and determines the broad authorities (Anshul, 2022). It is the fundamental issue that motivates what people motivate. Wanting to be the best and liking to become authentic are some reflective processes that help ensure the best practices.
4. [bookmark: _Toc111636206][bookmark: _Toc112153689]Uncertainty avoidance:
It is another index that has to do with the process that a society deals with the fact of future can do. The long-term processes to ensure the key practices and motivate the entire terms and conditions (Olson, 2021). As a nation, people are quite happy to wake up not knowing what the day brings and are happy to make it in their future goals.
5. [bookmark: _Toc111636207][bookmark: _Toc112153690]Long-term orientation:
It is the dimension that describes how every society has to maintain some links with its past decisions while dealing with the key challenges that admire in the past or present times. The intermediate score of the UK is 51 in this dimension elaborating the dominant preferences can't be determined. The firm must reflect on the different standards and key policies important for the particular methods (Mourad, 2022). These methods encourage the overall activities towards broad sustainability and generate greater achievements.

	Dimensions:
	Pakistan.
	UK.

	Power distance.
	55
It shows that there is a centralize culture system adopted in the Pakistan as compared to the United Kingdom..
	35
It is lower ranking because  a society that believes that inequalities amongst people should be minimized.

	Individualism vs collectivism.
	14
The workforce is not much innovative as well as creative. That’s why the individualism score is less in the Pakistan as compared to the UK.
	89
It has higher score because the British are a highly Individualist and private people. Children are taught from an early age to think for themselves and to find out what their unique purpose in life is and how they uniquely can contribute to society.

	Masculinity.
	50
The culture of Pakistan is founded by the equal opportunities of men as well as women.
	66
It has a high score of masculinity because  dimension means that the dominant values in society are caring for others and quality of life.

	Uncertainty avoidance.
	70
It means, in Pakistan the uncertainty can be controlled through different rules and regulations.
	35
It means that as a nation they are quite happy to wake up not knowing what the day brings

	Long-term orientation.
	62
With an intermediate score of 50, the culture of Pakistan cannot be said to indicate a preference.
	51
At this score the dominant culture of births can’t be determined in the proper way.



So, this dimension describes that the UK market is more sufficient for the success of Unilever company compared to the other countries. The power distance and masculinity prefer the British culture. Unilever is the organization that helps to overcome the key activities and build broad areas of the business (Limaho, 2022). The company's success and long-term duration are authentic and directly implemented as future tools.
Advantages and disadvantages of Hofstede's model:
	Advantages.
	Disadvantages.

	· The information populations are controlled across the countries.
	· It is based on large samples.

	· It makes significant comparisons.
	· The respondents worked within a single industry and a single multinational.

	· Immediate relevance to the manager.
	· It is an inappropriate assumption of bipolarity in two dimensions.



[bookmark: _Toc111636208][bookmark: _Toc112153691]Porter's five forces:
Different factors and competitive forces are required to deal with the business's overall processes. It helps to ensure the overall activities and determine the reflective techniques.
1. [bookmark: _Toc111636209][bookmark: _Toc112153692]Bargaining power of suppliers (Moderate force – due to a large number of suppliers):
The process helps to ensure the best practices and determine greater achievements. The suppliers of Unilever are easily dropped into the costs of input. It is affected by the number of suppliers and the mutual resources as to how the inputs are unique (Kyla, 2022). Fewer suppliers of the company would dependable on the key resources. The firm's supplier has more power and drives up the cost related to the broad thinking tools.
2. [bookmark: _Toc111636210][bookmark: _Toc112153693]Bargaining power of customers (strong force – due to the higher number of buyers):
It is the ability that customers have to drive prices low for their higher level of satisfaction. A smaller and more powerful client base means each customer refers to the overall sustainability. A company with many sustainability tools reflects long-term processes (Khashir, 2021). The buyers of Unilever company proceed with the data used to overcome the broad missions and update the reflective thinking. Customers of Unilever have the option to deal with the overall sustainability and authentic variables. To understand porter's five forces and applying to an understanding, management plays a vital role.
[image: ]
Figure 1: Competitive Rivalry (Team, 2022)
 
3. [bookmark: _Toc111636211][bookmark: _Toc112153694]Rivalry among the competitors (strong force due to a higher number of competitors):
Different competitors of Unilever exist in the market of UK and Pakistan. Here is the list of competitors that affect the performance of Unilever company.
· The proctor and gamble. 
· Johnsons and Johnson (Hosain, 2021). 
· Nestle
All these are applicable forces that help proceed with the real growth and motivate the different terms related to the broad areas. Different functions of the firm are important that proceed with the business views and promote the entire structure (Guo, 2022). These competitors affect the performance of Unilever in the UK and Pakistan global markets. The management should use broad thinking tools to determine reflective thinking and motivate the firm's mission.
4. [bookmark: _Toc111636212][bookmark: _Toc112153695]The threat of substitutes (Weak force – due to the low switching cost):
In the market of UK and Pakistan, the Unilever company has developed different practices which are important or run the broad areas and generate the overall associated terms. The Nestle company, Johnson's, and Johnson company are the key threats of substitutes that rely upon the fundamental actions (Bandhu, 2022). These substitutes will affect the performance of Unilever and motivate the entire terms with suitable performances. Various goals and objectives are realized as the core disciplinary tools. These forms and objectives directly motivate the firm's reflective tools. 
5. [bookmark: _Toc111636213][bookmark: _Toc112153696]The threat of new entrants (Weak force- due to higher cost of brand developments): 
Different competitors affect the performance of the organization and generate higher resources. The management deals with sustainable values to determine the clear flows of operations and initiate the best output (Yue, 2022). To understand the needs as well as preferences of the customers, Unilever company has decided to improve its instant actions. The threats of substitutes are a similar threat that impacts the performance of Unilever in both market Pakistan and the UK. Different functions and performances of the business impact the broad techniques of Unilever in the global market.
	Porter’s five forces.
	Pakistan.
	UK.

	Bargaining power of buyers.
	It is high due to the low switching cost and the higher quality of information of all the products and services of the business. 
	It is low due to the higher size of individual buyers in the United Kingdom that affect the performance of the Unilever company.

	Rivalry among competitors.
	It is high due to higher number of firms as well as higher aggressiveness of firm. the low seething cost is also strong that can be seen in this force.
	Same as Pakistan, there is a higher number of competitors can be seen that affect the performance of Unilever. 

	Bargaining power of suppliers.
	It is moderate due to the moderate size of individual suppliers and moderate population of suppliers. 
	It is also moderate in the UK because the moderate number of suppliers as well as the overall functions of suppliers.

	Threat of substitutes.
	It is weak force due to the low switching cost and higher availability of substitute. 
	In the market of UK, it is higher force due to the more number of competitors as well as substitutes. 

	Threat of new entrants.
	It is weakening force due to low switching cost and high cost of brand development in the Pakistan. 
	Same as Pakistan, there is a high amount is requiring to develop the awareness of brand against the Unilever company. 



[bookmark: _Toc111636214][bookmark: _Toc112153697]SWOT analysis:
It is the tool that defines the organization's strengths, weaknesses, threats, and key opportunities for the overall sustainability and efficiency of the business. Different business elements require broad sustainability areas to determine the reflective tools (Wong, 2021). Unilever is an international retailer consumer goods company that runs all the functions in the global market. For better techniques and fundamental options, the management of Unilever has decided to generate better sustainability. For better techniques and fundamental elements, the management should sustain the general practices (Whitler, 2021). 
Here the environmental analysis of Pakistan and the UK as the two selected countries are defined. To increase overall and sustainable values, the management of the business directly reflects the fundamental values. To provide a detailed analysis and achieve greater values, the role of analytical skills are necessary (Wang, 2021). The SWOT analysis defines the internal environment to gain higher success and implement the best practices. For all the broad challenges and key activities which are sustainable for the future of Unilever, the analysis of the internal environment is important. The firms' strengths, weaknesses, opportunities, and key threats are reflective elements that define the internal environment and build sustainable value (Romano, 2022). A strong and effective strategy is required to motivate the firm's mission and update the reflective thinking cycle. All the functions and strategies of the business are associated with developing different departments and managing broad thinking. The employees of Unilever are coordinated to gain muscle success for the company at the international level and manage effective approaches (Wang, 2021). The firm's internal resources are important to describe the overall activities and build sustainable action. For the fundamental principles and to generate higher growth, Unilever develops an authentic infrastructure. 
To demonstrate the overall tools and techniques, the management prefers broad sustainability. Different functions and strategies of the firms are required that build overall sustainable values and update the reflective items (Romano, 2022). Unilever's infrastructure and employees are the main tools that help increase the internal environment and motivate the firm's reflective mission. For organizational success in consumer preferences and broad thinking, the management should use advanced technology. The strengths and weaknesses define the internal environment, and the opportunities or threats define the external environment of Unilever (Sheth, 2021). It is an important term that demonstrates the different policies and updates the market reactions. Organizational skills and success help to grow the environment and generate higher profits. Unilever is a well-known company in the international market that reflect different policies.
[bookmark: _Toc111636215][bookmark: _Toc112153698]Strengths:
· The company operates in 190 countries all over the world. In Pakistan and the UK, the sales of Unilever are higher than in other countries.
· The company has a distinct competitive advantage that explores the entire term and updates the different policies of the business.
· The company finds its strengths in the leverage of economies (Sofia, 2022).
· Unilever combines the global thinking process with the process of global execution. So, it peruses the global strategies.
[bookmark: _Toc111636216][bookmark: _Toc112153699]Weaknesses:
Here is some weakness of the Unilever company.
· Unilever operates its functions in the competitive urban market, increasing the higher level of competition. The competitors of Unilever develop different strategies (in Pakistan and UK) that help to increase entire performance and build a reflective process (Tonbul, 2021).
· The host of local players faces different challenges by rising the higher level of competition and changing the customers' needs in the entire target market where the firm operates.
[bookmark: _Toc111636217][bookmark: _Toc112153700]Opportunities:
Here are some opportunities for the Unilever brand.
· It has the opportunity to tape the large and diversified customer base to the taste and preferences of the global market (Wang, 2021). The management should determine reflective thinking to enhance the overall performance and generate higher success.
· It develops a friendly environment and biodegradable products for the convenience of the customers. Many tools and techniques are required to help build the reflective techniques and motivate the overall activities (Wen, 2022).
· The company can be organized into different processes, which are important to run the broad information and expand operations internationally. The supply chain areas are well developed and focus on the customers and consumers. The research and development areas of Unilever is also motivating factor that improve the fundamental goals and tactics (Whitler, 2021).
[bookmark: _Toc111636218][bookmark: _Toc112153701]Threats:
Following are some threats of the Unilever company that impact the entire performance of the organization.
· The development of comprehensive and authentic sources applicable to the entire market.
· The threat of changing the needs and preferences of the customers with the change of trends (Agya, 2021).
· The threat of irregular rules and regulations made by Pakistan and the UK governments.
So, these elements and key points show the internal environment of Unilever in the market of Pakistan and the UK.
	SWOT analysis.
	Pakistan.
	UK

	Strengths:
	· Having higher skilled staff and strong awards of brand. 
· The company has a deep as well as a broad portfolio of different brands that increase performance and generate higher sales (Shi, 2021).
	· Combines the global thinking process.
· The research and development initiatives are heavily funded and managed to bring to the market initiatives that cut the edge process in entire terms.


	Weaknesses:
	· Replaced with substitutes.
· Higher cost is required to add new elements.

	· Lack of management.
· Insufficient tools of research and development areas. 


	Opportunities:
	· Expand the operations of business.
· Unilever maximizes the recycled material for packaging.
	· The products of Unilever can easily be replaced with key substitutes, especially in the emerging markets in UK with the number of rural customers.

	Threats:
	· The threat of irregular rules by government.
· The threat of a higher level of competition in the market of the Pakistan. 
	· The threat of change the needs of customers.
· The threat of a higher level of competition in the market of the UK.



Similarities and differences:
The similarities of both countries are the threat of competition as well as the changing needs of the customers. The competition and changing needs are threats to the UK and Pakistan markets. On the other hand, the differences appear in the markets of the UK and Pakistan on the development of recycled materials and generate a higher market share. 
[bookmark: _Toc111636219][bookmark: _Toc112153702]Segmentation, targeting, and the positioning of the company:
To enter the market of the UK and Pakistan and find the best target market, the company uses the analysis of STP. Within the country of Pakistan and the UK, the firm has done the same components of STP. The similarities in segmentation are that the UK has done the geographical, psychographics, and demographics. In both counties, Unilever target every age of people with aspect to get the best resources (Anshul, 2022). 
The management should deal with reliable policies to overcome the entire abilities and generate higher success. Both countries have a higher population rate, so the target market of Unilever is the same. The company targets the people associated and linked with the broad network. The process of segmentation, targeting, and positioning helps to analyze which type of customer is the best for the organization's success. 
[image: https://image.slidesharecdn.com/presentationondove1-100815201345-phpapp02/95/presentation-on-dove1-12-728.jpg?cb=1281903668]
Figure 2: Perceptual Mapping (Gower, 2014)
In Pakistan and UK, Unilever products target every single consumer in the market ranging from small children to the elderly (Hosain, 2021). All the products of Unilever are sufficient for overall success and determine reflective thinking. The marketing strategy of Unilever integrates with the global strategies that are famous worldwide. Different functions and strategies help the firm to explore the market and valued approach. The process of segmentation, targeting, and positioning are some important techniques that help to find the best market and generate greater strengths (Guo, 2022).
[bookmark: _Toc111636220][bookmark: _Toc112153703]Marketing mix elements:
Different marketing mix elements define the Unilever company's characteristics in gaining broad success. Different elements in the marketing mix motivate the organization to reach the particular methods. The product, price, place, promotion, people, process, and physical pieces of evidence are some elements of the marketing mix that help to explore the entire market of the UK and Pakistan (Agya, 2021).
[image: https://startupaplan.com/wp-content/uploads/2018/10/Capture.jpeg?x31836]
Figure 3: 7 p's (Gandolf, 2017)
1. [bookmark: _Toc111636221][bookmark: _Toc112153704]Product:
Unilever has expanded its consumer goods business over several years. Foods, refreshments, home care, and personal care are some key products that help to overcome the activities and build broad sustainability (Anshul, 2022). Different food products are involved in the entire growth value that deals with the various strategies. Through the years, Unilever expands its consumer goods business, resulting in a broadening product mix. The product and service range extension and the co-branding are the strategies for branding Unilever company in both countries (UK and Pakistan).
2. [bookmark: _Toc111636222][bookmark: _Toc112153705]Price:
In the market of UK, Unilever company sells its products by setting the price of a market-oriented pricing strategy. While in the market of Pakistan, Unilever is the company that sets the prices through the product bundle pricing strategies (Bandhu, 2022). The main difference between these strategies is the people's income level and the power of purchasing. In the UK, the sales of Unilever are higher than in Pakistan; that's why the market-oriented pricing strategy can be held for better success and positive output. 
It entails setting the price based on the consumer goods as the market factor. The price factor is important to increase the business's performance and generate higher success. To develop the higher motivation of customers, pricing strategies are important that help generate the best actions and determine the broad strategic forms (Guo, 2022). For all the activities and resources used by the Unilever company, the management deals with broad areas. So, the price factor motivates the customers of the UK and Pakistan to increase their level of purchasing and overall satisfaction with using the products of Unilever (Hosain, 2021).
3. [bookmark: _Toc111636223][bookmark: _Toc112153706]Place:
The place strategy helps to analyze which channel of distribution is used by the firm to take the best outputs and admires the key visions of the businesses. The global operations of Unilever are effective and deal with future success. The venues and areas where the Unilever company attracts customers are known as the place of the marketing strategy (Khashir, 2021). In the market of UK, direct distribution centers are used for the real growth of the business. On the other hand, in Pakistan, Unilever company uses indirect or direct distribution channels to attract customers (Kyla, 2022).
Market entry methods:
· In the market of Pakistan, exporting and the Franchise is the strategy that can use by Unilever for expansion.
· On the other hand, in the UK, Unilever company uses the strategy of Franchise and joint ventures for expansion.
4. [bookmark: _Toc111636224][bookmark: _Toc112153707]Promotion:
It is an important element of the marketing mix that defines the strategies for promoting the products and determines the different areas. The company needs to promote its products by considering the higher level of competitive rivalry in the global and consumer markets. In the market of UK, advertising and sales promotion are the main strategies that Unilever uses to promote its products and identify the attraction of customers (Olson, 2021). In the market of Pakistan, direct marketing, personal selling, and public relations with advertising are some strategies that the Unilever organization uses. It is a sustainable and authentic organization that motivates the firm's reaction and develops detailed policies. Advertising serves as the primary means of promoting Unilever's products. Many of these brands have advertisements using the TV and other applications (Mourad, 2022).
5. [bookmark: _Toc111636225][bookmark: _Toc112153708]People:
More than one lac seventy employees work within the boundary of the company at the international level. These employees are responsible for providing the best practices in the market of the UK and Pakistan as the fundamental market tools (Agya, 2021). The distributors, retailers, and media personnel are important techniques that help explore the marketing aspects. The stakeholders of Unilever are also motivated to increase real growth and sustainable policies.
6. [bookmark: _Toc111636226][bookmark: _Toc112153709]Process:
Business partnering, central participants, and IT integration are some key techniques of the business that directly understand the overall capacity of the business. These techniques technically run the overall sustainability and move the better techniques (Agya, 2021). In the market of Pakistan, channel development is the process that helps to proceed with the real growth of the business. The channel operations analyze the best tools for promoting the entire process of the organization.
7. [bookmark: _Toc111636227][bookmark: _Toc112153710]Physical evidence:
In the market of UK, the physical evidence of Unilever's company increases sales in retail stores and through online forms or techniques are required. In Pakistan, the physical evidence of Unilever appears through the online media, its logo design, and colorfully attractive services (Khashir, 2021). The role of physical appearance is higher to increase entire growth and generate the best options. The marketing mix elements help to find the target market in the UK and Pakistan.
Directional development strategy:
"A directional strategy keeps companies focused in the most strategic way possible while continuing to grow revenue and products and services offered to customers". 
[bookmark: _Toc111636228][bookmark: _Toc112153711]Ansoff's matrix:
According to Ansoff's matrix, different strategies exist that help organizations enter a new market. Unilever is an organization that expresses its processes and gains higher resources (Mourad, 2022). Ansoff's matrix relies upon market development, product development, diversification, and market penetration, which are the main strategies that motivate the firm to enter the new market with the use of new and existing products. The Unilever company enters Pakistan's marketing with a key product development strategy. It is the strategy in which the Unilever company develops more products for the convenience of customers of Pakistan (Bandhu, 2022). 
It is the most important strategy that retains many customers and boosts overall mobile success. Different strategies can use by the firm to lead the entire growth and build a better experience (Sheth, 2021). In the UK, the market and product development strategies are used to run the key operations and enter the market. It is an easy way to guide discussion of options, helpful to classify the strategic choices and evaluate the key risks, and used as a comprehensive tool for the company (Wen, 2022). Marketing is an important department that helps to explore the market's values and determine reflective thinking schemes. So, Ansoff's matrix is very helpful in defining the overall process to enter the market of the UK and Pakistan.
The analysis shows that the organization has developed different practices to gain muscle success and build long-term efficiency. Different functions of the firm are required to help gain higher success and generate better goals. Unilever is a company that provides different types of retail products in the international market (Romano, 2022). So, this report clearly defines the functions of marketing used by Unilever. It is a popular area that helps increase the firm's performance and raises its annual sales. The management should determine the reflective thinking process to demonstrate the different activities and build greater strength. The firm's macro environment analyzes what external factors impact its performance, and the micro factors affect the key areas used to demonstrate the different elements. Many sources are required to motivate the firms to motivate future goals (Limaho, 2022). The marketing strategies consist of different processes. 
[bookmark: _Toc111636229][bookmark: _Toc112153712]Conclusion:
In this report, the marketing plan and entry technique of Unilever company into the UK, as well as Pakistan, is defined. Unilever is a good consumer company that raises the best options and determines the reflective process. The population of Pakistan and the UK is higher; that's why the sales of Unilever companies in these areas are higher (Sofia, 2022). Porter's five forces model and Hofstede's cultural dimensions are some models that define the external environment analysis of the markets, and the SWOT analysis defines the internal environment of Unilever company. Unilever is a company that helps to get positive value and determine the different resources for the convenience of customers (Kyla, 2022). The marketing segmentation, targeting, and positioning are also defined in this report which describes the key similarities and the differences between the markets of the UK and Pakistan. At the end of the report, the role of market entry strategies through Ansoff's matrix is defined.
The organization should analyze the analysis of markets through the key external factors that help to investigate which market is perfect for the future sales of organization in the future (Shi, 2021). On the other hand, the management of Unilever should develop a platform where all the stakeholders can participate in the different processes. Customers can also give their opinion about the key characteristics of products and services, which are helpful for the future growth of the business (Whitler, 2021). So, Unilever can enter the market of Pakistan and the UK by focusing on these broad terms. All of these recommendations help to analyze the best market and the needs of customers the firm wants to enter or provide its services. Unilever should use the best promotional strategies for the awareness of the people. 
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