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[bookmark: _Toc92404549]Introduction
This report is based on the environmental marketing analysis of Unilever where several models has been used to analyze both internal and external environment such as PESTEL analysis, porter five forces model, SWOT analysis, Ansoff matrix, marketing mix strategies (4PS) etc. Here significance of marketing within the Unilever and recommendations for future market strategies has also been analyzed.
UK-based Unilever PLC is a global consumer products firm based in London, England. Unilever is the world's leading manufacturer of soap (Unilever, 2021). Products from Unilever are offered in about 190 countries throughout the world. Each of Unilever's three primary business units focuses on a different aspect of personal and home care. Among all the brands Dove is one of the famous brands of Unilever. Dove uses advertising to spread its concept of self-worth via its goods. Dove launched a Real Beauty ad in September 2004, concentrating primarily on women of all shapes and sizes.
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Evaluating and assessing macro-environmental variables which might have influence on an organization's productivity is the objective of a PESTEL analysis (Yuksel, 2012). New businesses and overseas markets benefit greatly from this approach. There are several external elements that Unilever has to deal with in this PESTLE analysis.
Political Factors: The EC (European Commission) have levied regulations and recommendations on Unilever. Withdrawal from the agreement might result in penalties for both civil and criminal violations, as well as legal consequences for the corporation. It might go as far as imprisoning people in control. Each jurisdiction in which the business's goods are sold imposes legal obligations on the corporation, including those imposed by national and regional governments (within Europe) and international organizations. India, South Africa, Russia, and China are just a few of the many nations on this list. So, political factors are unfavorable for Unilever. 
Economic Factors: As a result of the economy's current status, customers are less inclined to purchase high-end goods (Ramya and Ali, 2016). Consumers want lower-priced, higher-quality products. Unilever's European rivals are stepping to raise their competition. Unilever's goods are influenced directly by the needs of its customers. Cash flow and earnings will be significantly impacted if the goods aren't in demand. Fortunately, since Unilever operates in several areas, even if one fails, there may be an upside in another. Economic factors are somehow favorable for Unilever.
Social Factors: When people are looking for personal care and well-being items, Unilever has a passion for serving them to look and feel better and live the life they want. Dove's marketing strives to make women feel good about themselves from the inside out. Unilever PLC's marketing strategy is heavily influenced by the opinions and attitudes of the general people in a particular market. Unilever needs to introduce goods and advertise them in a manner that relates to the social demographics in more than 100 countries (Unilever, 2021). The fact that most of Unilever's commercials are in many languages shows that the company is conscious of this. The desire to appear attractive is one of the most unspoken wishes of people of all ages, and with today's technology, corporations can offer superior items. For this industry, greater positioning and target segmentation is needed for Unilever.
Technological Factors: As technology advances, Unilever must keep up with it in order to remain competitive in the market or to outpace its competitors. Efficiencies and costs may be increased and decreased by constantly improving operational procedures (Pan et al., 2019). Unilever's R&D department has to be given enough money so that new goods may be developed, which will help the company further dominate the market. Unilever can save time by setting up a plant with automated activities.
Environmental Factors: Unilever is an environmentally responsible firm that has also kept its promise. To better boost its brand and company, Unilever is moving toward UN Sustainability Goals. Several environmental issues impact Unilever such as increasing complexity of environmental programs, increasing business effort on sustainability etc. 
Legal Factors: There are more than 400 brands in Unilever's product range, thus the company must be aware of several rules and regulations. However, Unilever must also take care of its inventions. Fraudulent firms often utilize other companies' patents as marketing factors and to confuse people's perceptions of their own products.
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The five-force model of Michael Porter is used to assess the attractiveness of an industry (Grundy, 2006). When studying how external influences effect business success, this model comes in handy. These five factors have an impact on Unilever.
Bargaining Power of Buyer: The negotiating power of its clients is the primary emphasis of the Unilever environment. It is up to the consumer to decide whether they want cheap pricing or high-quality products. The company is always finding ways to make its goods more affordable while still making every effort to provide customers as much information as possible about what they're buying.
Bargaining Power of Supplier: During the production process, suppliers play a vital role in ensuring the availability of raw materials. A company's environment is somewhat affected by these external influences. Unilever has a wide range of suppliers from across the globe that can provide the raw materials needed at the right time and have long-term contracts in place.
Competitive Rivalry: In the consumer goods market, Unilever must contend with a lot of competition. They are decreasing prices in order to compete and gain market share, and this is why they are doing so (Murphy and Murphy, 2018). When it comes to competition, Unilever has a lot of expertise, and most consumers switch because of cheap pricing. As a result, it is critical for Unilever to devote all of its resources to overcoming the competition and focusing on the future.
Threat of Substitutions: Substitution may have a negative impact on sales and the health of a company's ecosystem. Despite the fact that competitors may offer cheaper prices, Unilever is always prepared to address any issues that arise.
Threat of New Entry: In the consumer business, the unlevered constantly compete with the established enterprises and also new entrants (Teoli et al., 2019). A company with a low switching cost might pose a threat to it. However, competing with established companies like Unilever requires a lot of work in building a new product's brand.
Consumer bargaining and competitive rivalry forces are very essential to Unilever, whereas suppliers' bargaining strength is modest, and substitution and new entry pressures have a low intensity for the corporation, respectively. As a result of these factors, Unilever has a strong focus. In order to put even more emphasis on the creation of new capabilities and the improvement of product quality, they are always focusing on developing product and innovation.
Advantages of Porters five forces model 
It helps in gauging the concept
It is useful for organization for planning
Disadvantages of Porters five forces model
No industry will be perfect 
It’s not useful for all the industries
[image: ]Illustration 2: Porter's five forces model analyses
source: https://consulterce.com/five-forces-analysis/ 
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The Unilever is one of the most renowned organizations in its field, and it preserves its presence in the industry. An organization's marketing, finance, operations, information systems, and strategic planning divisions all need to work together to complete a successful SWOT analysis (Teoli et al., 2019).
Strengths: There has been some success in the implementation of new initiatives and the creation of new income streams by Unilever. The organization is able to overcome any supply chain bottlenecks since it has a solid foundation of reputable raw material suppliers. It has had great success with its product "Go to Market" strategies.
Weaknesses: Unilever's profitability ratio and Net Contribution percentage are lower than the industry average. The company's product line has a lot of flaws in it. As a result, a new player in the market may be able to gain a footing.
Opportunities: Everyone in the industry will benefit from the new chances (Teoli et al., 2019). For Unilever, this is a wonderful chance for them to capitalize on their technological edge and build a foothold in the new product market. Reduced interest rates for Unilever's clients are made possible by the market's lower inflation rate.
Threats: The number of industry participants has grown which has led to a decrease in both profitability and total sales during the last two years of Unilever (Ullah, 2021). Value of currency fluctuates which affects operation of Unilever greatly in several countries where there is political instability.
Application of Ansoff Matrix for Unilever
Firms apply Ansoff matrix to their firm to take effective business development and growth decisions (Loredana, 2017). The Unilever's worldwide operations and company have been effective because of the strategic growth choices and actions it has made. Application of Ansoff Matric for Unilever is given below. 
Market Penetration: Increasing product categories in a new market is related to market penetration. By market penetration, Unilever can increase their production capacity, increase marketing investment, enhance distribution, reducing operational cost etc.
Product Development: Firms introduce new products in an existing market to increase sales, which is related to product development (Teoli et al., 2019). Product development is influenced by Unilever in a variety of ways such as modification to existing products, launch new products, research and development, strategic partnership etc. 
Market Development: Unilever's company growth may be boosted by bringing current items to new markets via market development method. Investing in research and development may help Unilever uncover new markets and customer categories for its goods.
Diversification: The term "diversification" refers to a company's growth and development as a result of new product creation and expansion into new markets (Teoli et al., 2019). Unilever is a company that benefits from diversification, which helps it to stay competent, inventive, and competitive in the marketplace. Diversification can be done through vertical diversification, horizontal diversification, diversification towards a new business, merger and acquisitions. 
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	The STP model is an effective marketing framework under which the company chooses most desirable segment of the market and focus on the particular segment to positioned their product. The brief discussion related to STP of Unilever's are given below. 
Segmentation
	Segmentation is related to those process of marketing frame work where the organisation divides the whole market into smaller segment and these division are done one the basis of class, gender, demographic and income of buyers. Unilever divides the total number of consumers in small sections to target the individual segment for their product Sun silk. Under this segmentation, Unilever develops segments on the basis of gender and income of buyers. 
Targeting: - It is related to those process of marketing framework under which the business organisation selects the most desirable segment to target their product. Under this process organisation analyse all the segments and compare with their product and the most desirable segment will be chose. Unilever focus on both the segments and then decide to target the segment females for their product Sun silk.  
Positioning: - It is related to those process under which business organisation set the image of their brand on the mind of their segmented buyers. To perform this task effectively, organisations use many methods of advertising to promote their products in niche market. Unilever preforms many advertising techniques such as sales promotion, direct marketing and television marketing. These advertising makes the image of brand superior in minds of customer. Marketing Mix Strategies of Unilever
Unilever ensures its profitability by undertaking greater marketing strategies and cost-effective pricing. When it comes to marketing, Unilever has to keep up with the competition and other problems in the world of consumer products.
Products: Consumer goods giant Unilever has grown its product portfolio over the years and now includes more than 400 brands (Unilever, 2021). Unilever’s products categories are personal care, home care, foods, refreshment etc. 
Price: According to the breadth of its product line, Unilever maintains a broad range of pricing points. In this area of the marketing mix, prices and pricing strategies are decided. Pricing strategies of Unilever are premium pricing strategy, market-oriented pricing strategy and product bundle pricing strategy (Siddique and Sultana, 2018).
Place: An example of Unilever's worldwide reach in the consumer products sector is the company's global operations. Where the firm does business with its clients or target market may be seen in this marketing mix section. Unilever distributes its products through stores, retailers, kiosks etc.
Promotion: Due to the fierce competition in the global consumer goods industry, Unilever must actively advertise its products. Promotional tactics of Unilever are direct marketing, sales promotion, public promotion, advertising etc.
Recommendations for Future Marketing Strategies of Unilever
Marketing strategies of Unilever must alter to be highly competitive in the marketplace where trends shift continuously. Some marketing strategies are given below. 
Building relationship with consumers better than competitors. Unilever must continue to improve their product or service in order to remain competitive. Their rivals are likely to take advantage of this if they don't do it themselves.
Unilever should use user generated fresh content (UGC) to remain in strong position in the market, as number of online social networking user is increasing day by day.
In addition to the content that users provide, social media technologies can assist Unilever in their own efforts. If social networking sites like Facebook and Twitter are used successfully for marketing, they may create cash right away.
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It is not uncommon for Unilever to adhere to a wide range of rules and regulations from different nations. It's all about creating a favorable image, helping people improve their lives, and serving the needs of the marketplace. Consumers are always on the search for lower-priced options, and the competition is aware of that. As a result of Unilever's commitment to environmental stewardship and their ability to use automated technologies, the company is able to provide items quicker than the competitors.

 






References
Grundy, T., 2006. Rethinking and reinventing MICHEAL porters five forces. Strategic change, 5(15), pp. 213-229.
Homburg, C., Kuester, S. & and Krohmer, H., 2009. Marketing management. s.l., McGraw- Hill Higher Education.
Pan, W. C. & L, Z. W., 2019. Pestel analysis of construction productivity enhancement strategies. Journal of management in Engineering, 1(35), pp. 0501-8013.
Peter, J. P. & and Donnelly, J. H., 2010. Marketing management :McGraw-Hill Higher Education.
Ramya, N. A. et al., 2016. Factors affecting consumer buying behaviour. International journal of applied research, 2(10), pp. 76-80.
Siddique B and Sultan I (2018) Unnilever sustainable living Plan A Critical Analysis. 
Swot analysis (2019) Teoli D Sanvictores.T and An J. 
Ullah N (2021) A Comparative Analysis between Unilever and Johnson & Johnsons. 
Yuksel, I., 2012. Developing a multi-criteria decision making model for PESTEL analysis. International Journal of Business and Managemet, 24(7), p. 52.
Deepak, R.K.A. and Jeyakumar, S., 2019. Marketing management. Educreation Publishing.
Homburg, C., Kuester, S. and Krohmer, H., 2009. Marketing management. McGraw-Hill Higher Education.
Loredana, E.M., 2017. The use of Ansoff matrix in the field of business. Annals-Economy Series, 2, pp.141-149.
Murphy, P.E. and Murphy, C.E., 2018. Sustainable Living: Unilever. In Progressive Business Models (pp. 263-286). Palgrave Macmillan, Cham.
Ramya, N.A.S.A.M. and Ali, S.M., 2016. Factors affecting consumer buying behavior. International journal of applied research, 2(10), pp.76-80.
Teoli, D., Sanvictores, T. and An, J., 2019. SWOT analysis.
Unilever, 2021. Unilever at a glance. [Online] Available at: https://www.unilever.com/our-company/at-a-glance/ [Accessed 19 December 2021].
1

image1.png
Bargaining Fower of Suppliers

Threat of
Substitutes

Threat of
New Entrants

!

Bargaining Power of Buyers




