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[bookmark: _dnl3xh4sj1ht]Blog 1: Segmentation of Unilever
Market segmentation is simply a division of a particular market into various sections. Unilever a global brand and having a strong global existence has effectively segmented its products keeping its objectives in mind. Unilever offers a variety of products to a larger section of people. It has divided based on social, geographic, behavioural, and demographic and ranges its products based on users' status. Apart from the local market the company also deals with segment marketing.
Geographic Segmentation: Unilever has global existence. The company efficiently segmented its market all around the globe (Reza, 2020). Firstly, Unilever targeted its local community and market however later shifted to other markets to carry out its operation.
Demographic Segmentation: This segmentation is related to the study of the population. The division is mainly based on age, gender, family life cycle and income of various sections of people the company is targeting. Unilever products attract children, adults, teenagers and aged people (Tien, 2019). So with a wide range of products, the company is efficiently segmenting people of different age groups. Most of the products are suitable for people of different family sizes. The company has strongly maintained its segmentation based on income. They offer a variety of products for people of different income groups. The company offers products for low and upper medium income group people. Also, the products are suitable for both men and women.
Psychographic Segmentation: The products of Unilever are found in almost 190 countries around the world. The company is targeting and segmenting its products on psychographic factors. This includes people of strong believers. The company has no doubt a huge reputation and the people have developed trust with the products of Unilever.  This psychological factor is pushing people to be inclined toward the products of the company.
Behavioural Segmentation: The company is a strong brand and has a wide range of products. This segmentation is done based on the beliefs, attitudes and knowledge of the customers (Carvalho, 2020). The customers have a strong belief in the products of Unilever. For example, the product Sunsilk is thought to be associated with providing long and silky hair. Also, it is believed by the customer the product also controls hair fall. Thus, most of the buyers are regular customers. Further, the attitude of the customers is positive and hostile. The company has a high potential to attract customers and hold the prevailing customers.
[bookmark: _jtfo9iy7nohw]Blog 2: Targeting of Unilever
The products of the company Unilever is believed to be associated with high quality and making the life of the people comparatively easier. The company with its efficient targeting strategy can hole the prevailing customers and also able to attract new customers. The company with its product like Sunsilk is mainly targeting women customers. The company is successful in analysing the expectations of their customer. Understanding the expectations company focuses on meeting those needs and demands of the customer. Moreover, the company always uses famous personalities for their promotional activities. This increased the belief of the customer and they are more inclined toward the products offered by the company, Unilever. The core reason for the success of the brand is its efficient targeting and promotional strategies. It always related the products with beauty and hair care specialists. With the various campaign, the company is providing opportunities to share their experiences and thoughts regarding the product of the company. Moreover, sharing a life-changing experience is an effective tool used by the company to associate with and attract more customers. 
Unilever while selecting or targeting its customers considers various factors like market segmentation, choosing the market which is suitable for the product and so on. Uniliver must identify various marketplaces to choose the target market. Further, the targeting strategies depend on factors like competitive pressure, product life cycle, segment structural attractiveness, assessing financial resources available in the segmented market, technical availability and so on. 
Unilever has efficiently targeted its product by offering a variety of products for people ranging in different age groups (Nurhayati et al., 2018). The company has a wide range of products from beverages, cleaning products and daily use personal products. The main aim of the company is to make the life of individuals simple and easier. With high-quality products, the company can manage a healthy range of customers. Finally, the company is targeting every customer having low to higher purchasing power.
[bookmark: _bhdf3f50gzor]Blog 3: Positioning of Unilever 
Brand positioning is a very crucial part of the survival of any brand in the marketplace. Unilever must position its products in such a way which differentiates its products from the other market competitors (Bettencourt, 2022). Further, it must create specific identification of the products in the mindset of the customers. Thus product differentiation and brand positioning are becoming important in the digital age of businesses. The company has a variety of products available in the market, and any new product launched by the company must strategically fit the value chain delivery system. Moreover, the company must estimate the competitive pressure. In case the competitor can imitate the product the company has to face strong challenges and have to face market pressure. Moreover, the company must access and analyse whether the product is in line with the consumer's ecosystem or not. In case it is not consistent the customers will not accept the product and services. Moreover, the company must access whether the resources are available and utilised fully. The positioning of the product must be in line with the company’s image and brand reputation. As the products of the company provide the best value to the customers, Unilever should position its product slightly higher in comparison to the prevailing market prices.
The company with its effective promotional and advertisement strategies have efficiently positioned its products. Understanding the needs and competitive pressure the company has efficiently positioned its products. The company spends a huge amount on promotional activities and makes the customers informed about the product. This strategy helped the company to maintain transparency and gain the trust and loyalty of the customers. The company, Unilever has successfully met all the factors of positioning which is pricing, services, quality, packaging and distribution. 
[bookmark: _elun1koshhaz]Blog 4: Product, Price, Place Strategy of Unilever 
Unilever is one of the leading retail companies in the UK along with some other countries in the world. In this blog, the writer is going to illustrate the product, price and place strategy of the company name Unilever (Doyle, Farrell and Goodman, 2020). The writer has done an analysis, which reports are expressing the product, price and place strategy of Unilever. Product, price and place are the important and first three objects of the marketing mix, which is an analysis tool. Here is the discussion.
Product: Coming to the point, Unilever has a good product selling strategy by making the product manufacturing process good. Meanwhile, this company now provides more concern than before to make the products correctly with the correct amount of ingredients. Then this company uses technology to do proper research for the demands of customers on products and then make those products with new techniques as well. Also, Unilever uses to label its product details and ingredients on the packaging or labelling of the products for better customer attraction and good selling as well.
Price: This is also an important factor of the marketing mix analysis tool to get the correct knowledge about the product pricing of one company for a good amount of selling. This company Unilever uses to lower its price not directly as they may result in losses but this company provides a high amount of offers like buy one get two, half price store and so on in both the physical stores as well as in their e-commerce sites too (Raj and Aithal, 2018). According to some, this is a good pricing strategy to get customers and maintain them.
Place: This factor plays a vital role in defining forecasting reports on selling. Meanwhile, Unilever uses to search for places which are crowded with people of mid-age groups. The reason behind this is the mid-age group has a variety of their choice and this thing helped Unilever lot to grow its business geographically and make a huge customer base throughout the world. Moreover, this strategy is also a good one to get customers for Unilever.
[bookmark: _p54z3zwaizf2]Blog 5: Promotion and People Strategy of Unilever 
Moving to the next point, the writer of this blog is going to focus on the promotion and people factor of the marketing mix analysis tool for a good understanding of Unilever and its marketing strategy in a better way. Here is the discussion ahead.
Promotion: This factor of the marketing mix analysis tool is more important than any other factor in Unilever for their marketing and advertising segment. However, the company Unilever sometimes does weekly-based workshops with their newly launched products so that customers will be interacting with them easily regarding the product (Dube, 2020). During their weekly based workshops on any product, many people joined the other customers to get to know more about those products and so that they can use them too. Then another initiative of the company Unilever makes people believe that this company is manufacturing products and selling them. That is, this company Unilever invites non-celebrities and normal people for their advertisement process. For instance, the dove soap and shampoo of the Unilever brand have got so much popularity and high selling profits as well. This company does television advertisements with those normal and non-celebrity people to show the genuine thing of the products of this company. Also, there is one more benefit behind doing this practice. The customers of a company always want something real and not fake. Moreover, as a result, the products got high margin values and good profit as well, especially after the advertisements got done.
People: This is another essential aspect of the marketing mix analysis too. The company Unilever uses this aspect very seriously for its marketing segment (Paulino, 2022). This company Unilever uses to focus on the interests and demands of the customers and other people so that there will be products according to their choice and they will pick and use them. So it is also a strategy of holding the customers well by providing good and genuine products that exactly they want from the company named Unilever.
[bookmark: _adk8fxyx62ig]Blog 6: Process, Physical Evidence Strategy of Unilever
Here comes the last parts or aspects of the marketing mix analysis tool that the company Unilever uses for their marketing segment of products. In this part of the blog, the writer is going to elaborate on the last two aspects of the marketing mix analysis tool, which are the process and physical evidence to express more about the company named Unilever.
Process: The company Unilever has various work processes in their business unit and for the business unit as well. The company Unilever opts for various techniques and strategies as well to perform those business activities and other work processes like manufacturing, labelling, packaging, advertising, selling and many more. However, for the manufacturing process in the company Unilever, there can be seen using various technologies to handle the workflow and other aspects as well (Kerr, Billaud and Hjortshoej, 2020). Moreover, some improvements can also be seen from previous work processes, especially the points of productive work and the effective result are now reflected in the processes of Unilever in their manufacturing sector. Then Unilever used to do workshops and non-celebrity advertisements to show the genuineness of their products to the outer world. Moreover, processes applied or implemented for packaging and labelling are also well maintained in the company Unilever. Moreover, the outcomes of the products of Unilever are getting accepted by almost everyone in so many countries which is a successful process for Unilever as well.
Physical Evidence: Physical evidence defines the physical places or physical workplaces of one company or organisation. However, this is also an important aspect of the marketing mix analysis tool in Unilever. This company Unilever has its head branch in the United Kingdom or the UK, from where the overall processes get operated. However, there are manufacturing factories situated also in the UK and some other places in the UK. Moreover, this company Unilever has another almost big branch in India, where it got so much popularity. Along with these, there are many outlets established in other countries including China, the USA, Japan and so on, from where Unilever gets its businesses done.
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