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Introduction 
Marketing is the process of creating and providing value according to the need, want, and demand of the customers through value exchanges in the market. The marketing activities decide the success of the business in the market by achieving profitable customer relationships in the market. Companies try to achieve competitive advantages in the market for long term business sustainability in the market through effective marketing operations. This individual essay will consider Unilever as a UK-based company to understand the process and stages of marketing including the role and importance of the marketing environment, research, and marketing mix in the market. Also, it will identify the relevant stakeholders engaged with the business of Unilever and assess their impact on the marketing activities of the business.


[bookmark: _Toc59011713]The marketing processes and stages 
A common myth remains in the market that people think marketing is the updated version of selling activities in the market. But it’s a misunderstanding in the market between the marketers and the ultimate stakeholders of the business (Bither, 2020). Selling is just a part of the marketing concept. Marketing is the managerial and social process to achieve the desired value to meet the need and demands of groups and individuals through creating exchanges of products, services, or values with others to maintain strong customer relationships (Kotler & Armstrong, 2015). When a person feels the deprivation of anything and searches for the value to meet the demand, the marketer carefully handles the feeling of deprivation of the person through creating and exchanging appropriate value through the goods and services.
Marketers always focus to implement the different stages of the marketing process successfully to achieve a competitive advantage in the market for long-term business sustainability and profitability. There have four different stages in the marketing process. Here this individual essay discusses the stages of the marketing process with the practical market exercise of Unilever.
[image: ]
Figure-1: The stages of the marketing process                         
Source: (Sanderson, 2016)
[bookmark: _Toc59011714]Market situational analysis
Marketers want to know the situation of the market to perform marketing activities. The market situational analysis helps the market to identify the potential risks and benefits of the market while operating marketing activities in the chosen market. Market situation analysis can be performed in different ways (Bither, 2020). Some of the popular market situational analysis strategies are the SWOT analysis of the market, 5C analysis for the market, and PESTLE analysis. This individual essay performs a PESTLE analysis for the market situational analysis of Unilever. 
[bookmark: _Toc59011715]PESTLE analysis
Political environment: the parliamentary democracy and constitutional monarchy system of politics in the UK determine the political environment for business stability. The administrative body in the political environment set the stability of the environment for the betterment of the business within the country (Dadvar, 2018. There has a lot of UK-based multinationals who run their business operation successfully in the market. The constitutional monarchy helps maintain market stability while changing the political party of the country. So the political environment for Unilever is favorable to implement the marketing activities in the market.
Economic environment: The United Kingdom is one of the most developed countries in the world. In 2019, the estimated GDP for the UK economy was 2.75 trillion dollars and selected as the sixth-largest economy in the world. The per capita income was about 41000 dollars that indicates the highest purchasing ability of the customers in the market (Eilert, 2018). Also, the diverse economy provides an equal chance for every business to grow in the market accordingly. The foreign direct investment index is positive for the UK market that ensures the regarding capital for the multinational UK-based companies. So the economic environment for Unilever is favourable to implement the marketing activities in the market.
Social environment: there has a large population in the market to convert into customers for the businesses. It is determined that the population will be about 75 million in 2039 that is huge. The consumer market of the UK is one of the biggest consumer markets in the world. A high level of income and educated customers attract different businesses to operate marketing activities there (Bonoma, 2016). So the social environment of the UK is favourable to implement the marketing activities for Unilever.
Technological environment: the United Kingdom is one of the latest innovative and using countries according to advanced technology. It provides various opportunities to serve the market in different ways effectively (Etzel, 2018). Also, advanced research-based marketing activities enable existing companies to make decisions efficiently. So the technological environment of the UK is favorable to implement the marketing activities for Unilever.
Legal environment: the employment act of 1996 is mandatory for every business in the UK. Illegal activities are strictly prohibited for companies like selling prohibited products without the consent of the market administration (Fassin, 2012). Also, the equality act of 2010 enables a business to operate market activities without any discrimination among the market players regarding race, gender, or the nationality of the employees. So it is good for Unilever to operate marketing activities successfully.
Ecological environment: every developed industrial country is responsible for the carbon emissions in the air and other environmental pollution. However, the government encourages companies to reduce carbon emissions and take proactive actions for ecological environment management. 


[bookmark: _Toc59011716]Strategic marketing planning
Companies determine marketing strategy when finding out the market opportunities from the market situational analysis. Marketers set the plan according to the market opportunities to identify and set the target audience for the business (Isike, 2017). This individual essay discusses the strategic marketing planning processes for Unilever through setting market segmentation, market targeting, and positioning in the market. 
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Figure-2: Segmentation, targeting, and positioning      
Source: (Piercy, 2019)
[bookmark: _Toc59011717]Market segmentation
Companies segment the market according to the geographic locations of the business, demographic, behavioral, and psychographic descriptions of the potential customers in the market. Unilever segments the market according to the demographic, behavioral, and psychographics to determine the target audience. It considers the income, age, and gender among the demographic characteristics; price sensitivity, purchase patterns, and loyalty among the behavioral characteristics and beliefs, values, norms, and lifestyle of the customers among the psychographic characteristics to segment the market (Sanderson, 2016). Also, it considers the market measurability, accessibility, substantiality and differentially to segment the market for marketing operations in the market.
[bookmark: _Toc59011718]Market targeting
The target market is the set of buyers who share common needs and demands according to the providing value of the company. Companies target the market according to the attractiveness of the market and accessibility to serve the market (Slawinski, 2015). Unilever target the market considering the size of the segment and business growth according to the profitability, the completion among the market players in that market and power of the buyers and suppliers, and the available resources and market objectives of the company. Appropriate selection of the target market ensures the competitive advantage of the market for the company to sustain in the long term.
[bookmark: _Toc59011719]Market positioning
The positioning of a brand in the market means to occupy a distinctive and clear picture of the brands in the minds of the potential target customers. It attracts the full attention of the customers towards the products to purchase repeatedly which creates brand loyalty for the company (Warrink, 2018). Firstly, Unilever identifies the possible competitive advantage over the competitors, secondly, it chose the necessary advantage matching with the target market and thirdly communicate with the target market and delivering the appropriate value to the market to establish the positioning in the market through marketing activities. The marketing mix of Unilever in the market helps to achieve the positioning strategy in the target market. 


[bookmark: _Toc59011720]Marketing mix strategies
The strategic decision regarding the marketing at what will be the market offer, how the price will be set, where it will be sold, and how it will be sold to the customers is called the marketing mix strategy. Marketers use marketing mix strategies to provide the right value with the right price and place it in an appropriate way to meet the demand of the customers (Wickremasinghe, 2017). At first, McCarthy proposed the four Ps as an element of the marketing mix strategies. These 4Ps are the product, price, place, and promotion in the market. This individual essay discusses the market mix strategies of Unilever here.
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Figure-3: 7Ps of the marketing mix             
Source: (Kotler & Armstrong, 2015)

[bookmark: _Toc59011721]McCarthy’s 4Ps for marketing mix
Product
A product is a good, idea, service, or attribute that creates value for the customer in the target market. Products solve the need of the customers through the necessary value and utility. Unilever offers more than 400 brands to meet the market demand of its customers in the UK market (Wiersema, 2013). It identifies the need of the customers at first, then develops a product to meet the need with effective features and values. Also, it set quality features of the product according to the market demand, build packaging to look attractive to the product, and provides services and warranties for the particular products in the market.
Price
Price is the monetary value against the product value that a customer needs to pay for the purchase of the product from the market. Price determines the success of a product in the market according to the features of the product in the business market. Unilever set the price of a product according to the weight, quality, and demand of the product in the market to sell the product (Zia, 2016). Also, it determines the discounted pricing, promotional pricing, and concentrated pricing method considering the production cost of the product. Unilever carefully selects the price of the product by monitoring the competitors’ product prices. Also, marketers consider the market condition to set the price.
Place
Place consider in the market as the distribution process of the product. It determines the ways how customers can get the product more easily and conveniently. There have two ways of distribution channels existing in the market. Firstly, the direct distribution sells products by the manufacturer in the market, and secondly, the manufacturer sells the product in the market through the channel intermediaries (Dervitsiotis, 2015). Unilever considers the channel intermediaries method for the distribution to sell the product in the market. Nowadays online mediums also help the manufacturer to adopt direct sales. Also, Unilever establishes the outlets and makes transportation throughout the market to reach the product at the hand of ultimate customers.
Promotion
Promotion is the way to communicate between the seller and the customer in the business market. Companies educate the target audience about the product through several promotional ways. Unilever advertises in different media to reach the target audience to educate them about the product. Also, it creates public relations in the market considering the target market of the brand and sales with different promotional prices to encourage and motivate customers to purchase the products (R. Lizarzaburu, 2014). Also, marketers try to build up positive publicity through the advertisement with the icon or model whom the target audience loved.
[bookmark: _Toc59011722]Extension of 3Ps for the services mix
The above marketing mix strategies are sufficient for the marketing of the goods in the market. But for the services and intangible products, there needs an additional three Ps to successfully implement the marketing mix. Here these 3Ps are discussed briefly.
People
The marketing activities cannot be effectively completed without the engagement of the right people. The higher management, employees, distributors, ultimate customers, and the related stakeholders need to consider to implement the marketing mix strategies (Bither, 2020). It improves marketing performance and helps to achieve a competitive advantage for long-term market sustainability.
Process
The process describes the framework by which the customers will receive the ultimate product to consume the value. It describes how the service provider creates value for the customers and efficiently deliver it to the customers. It helps to identify the touchpoints for the service marketer in the business market.
Physical evidence
The tools and elements related to service production and delivery are physical evidence for service marketing. It increases the credibility and quality of the services to the customers. Customers can find out the tangible scenario for the service and use the signal for service satisfaction.
[bookmark: _Toc59011723]Implementation and control 
Companies conduct the market situational analysis, determine the strategic planning, and set the marketing mix strategies to implement the business marketing activities. Now it’s time for the implementation of the marketing activities to serve the customers in the practical sense (Bonoma, 2016). Marketers try to reach out to the customers to inform them about the products or services. Unilever collects the necessary resource like financial resources and staffing for the marketing implementation in the market. It focuses on the workforce organization to provide outstanding and quality products and services.
The marketing environment and processes are dynamic according to the changing need and demands of the customers. Unilever monitors the market performances and evaluates them matching with the predetermined marketing mix strategies to determine the expected outcome. If the selected segment goes wrong and products don’t match with the market need, it identifies the problems and solves them according to the market needs (Dadvar, 2018). Besides these, it regularly monitors the competitors' actions on the market to take further actions for the market. Also, it focuses on the market to increase satisfied customers by maintaining profitable customer relationships with the ultimate customers.


[bookmark: _Toc59011724]Stakeholders impact on marketing activities
The individuals or groups who have relations with the business activities in different stages or stages to impact the marketing activities are called the stakeholders of the business. According to the stakeholder management theory of Freeman, the only purpose of the business not to maximize the profit but to maximize the benefit of the related business stakeholder through the business activities (Wiersema, 2013). Also, the recent study shows that the stakeholders’ satisfaction relates to the achievement of marketing objectives. Most multinational nurture the related business stakeholders very carefully to bring out the positive growth of the marketing activities. The stakeholders related to the business activities and influence marketing activities are classified into two categories. One is the internal stakeholders and the others are the external stakeholders of the business (Dervitsiotis, 2015). Here this individual essay identifies the related stakeholder of Unilever and assesses their impact on the marketing activities of Unilever.
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Figure-4: Stakeholders of Unilever in the market             
Source: (Warrink, 2018)
[bookmark: _Toc59011725]Internal stakeholders 
Business stakeholders who have a direct entity with the business or the marketing activities are called internal stakeholders. Most of the time, the internal stakeholders determine the marketing decisions and responsible for the market situation of the business. Also, the internal stakeholders associate with the direct relationship of the companies chosen objectives in the market (R. Lizarzaburu, 2014). The internal stakeholders are the owners and shareholders, employees, and the managers of the business. The impact of the external stakeholders of Unilever on marketing activities is assessed here.
[bookmark: _Toc59011726]Owners and shareholders
The shareholders are the owners of the Unilever business equity in the market. They provide the financial capital for the business by purchasing the share of the business. They decide on the business activities as well as the marketing activities in the market for the company most of the time. In every stage of the market, they analyze the situation of the business according to the set objectives and helps to take the effective decision for the marketing activities as well (Piercy, 2019). Also, they influence the business objectives in the critical time of the business by investing in the companies. They take the marketing decision to select the suppliers, segment the market, and serve the customers according to their voting power on the decision making.
[bookmark: _Toc59011727]Employees
Employees are the person related to the business activities who don’t make the decision for the business but determine the success of the business through effective and efficient market activities. Companies consider the employees as the most valued assets to achieve the business objectives (Sanderson, 2016). Employees have a lower chance to impact on the decision making but they determine the success of the business in the market ultimately. Unilever thinks that employees are the best tools to achieve high performance in the workplace to maximize the values of the market offerings. Again, the skilled employees reduce the waste of the resources and maximize the raw materials value in the product that helps the companies to set a lower price than the competitor in the market.   Also, employees have a direct contractual relationship with the target market through public relations activities (Eilert, 2018). So they learn the changing pattern of the customers' demands at first for the company. If the company listen from the employees, it will know the changing need of the customers and modifies or developed new products for the market faster than the competitors in the market. It helps Unilever to achieve a sustainable competitive advantage over the competitors through proactive marketing actions. On the contrary, they can negatively impact marketing activities by refusing work as they should in the market. So it can be said that employees impact marketing activities less directly but most indirectly.
[bookmark: _Toc59011728]Managers
Mangers are recruited by higher management by the board of directors and owners of a company. They provide their thoughts alongside the owners of the business to make the necessary marketing decisions. In Unilever, managers are the ultimate implementers of the business decision in the market. They engaged with various types of market research and provide reliable information to keep the company up to date according to the market needs (Etzel, 2018). Their decision influences the customers in the market through several types of marketing activities. Mangers recommend the necessary actions in the marketing activities on the various stages of marketing processes. In a word, they are the ultimate decision-maker to improve business performance in the market and attain long-term sustainability through achieving a competitive advantage.
[bookmark: _Toc59011729]External stakeholders
Stakeholders of a business who don’t have a direct relationship with the business objectives and don’t possess the entity of the business but impact the business activities through their performance in the market are called the external stakeholders (Bonoma, 2016). The external shareholders of Unilever are the customers, creditors, government, local community, and suppliers. Here the impact of the external stakeholders of Unilever on the marketing activities is assessed briefly.
[bookmark: _Toc59011730]Customers
Customers of a business or a particular brand are the ultimate influencer of the marketing activities of a company. Unilever designs the whole marketing stages and processes considering the need and demands of the customers. Also, they produce the market offer according to the problems of the customers (Warrink, 2018). If the customers don’t show attraction to particular brands or the products, the total marketing activities will be considered as a failure in the market. Sometimes customers provide feedback on the purchasing and utility experiences of the business and products. They recommend the product to the others in the target market and help the business to convert the potential customers into real customers if they are satisfied. Again, if they don’t satisfied with the products, they will negatively impact marketing activities by sharing negative feelings towards particular products or businesses (Wickremasinghe, 2017). Besides this, some customers provide feedback with some suggestions to the company to improve the performance of the marketing activities. Most of the time, it happens when the customers become loyal to the brands. So it is clear that the business ultimately depends on the influence of the customers in the market.
[bookmark: _Toc59011731]Suppliers
Suppliers are an individual, company, or group who provide the necessary raw materials and technological supports for the successful completion of the marketing activities in the market. If the suppliers of Unilever provide low rated raw materials, the product won’t meet the quality in the market with the products of the competitors. If the suppliers of Unilever set the raw materials price high, the cost of the product production will increase (Kotler & Armstrong, 2015). Ultimately the price of the product will be high in the market competitively with the existing competitors. Also, the irregularity of the suppliers creates misunderstanding among the marketing stakeholders while selecting the suppliers for the best reliable services. Besides the high value of raw materials at a low price than the market helps to maximize the value of providing quality products at a lower price than the competitors. 
[bookmark: _Toc59011732]Pressure groups
The people who raise their voice against the illegal actions of the company or the discrimination of the company among the employees and associated stakeholders are the pressure groups. Unilever, try to ensure a good working environment for the employees and keeping pressure on the company management to reduce discrimination among the employees according to the national payment systems (Dervitsiotis, 2015). Customers in the market are also influenced by them according to their movement in the market. Unilever maintains effective human resource management and corporate social responsibility to turn this pressure group moved towards the positive influence of the company.
[bookmark: _Toc59011733]Government 
Government is the most supreme authority to make the decisions for the marketing environment. They can impose new legal action and pass new corporate law for the business in the market. The business of Unilever in the market is directly impacted by the government through tax systems. The government can impose a tax on the product to enter into the market or increase the tax on the raw materials importing (Slawinski, 2015). It increases the costs of the products that maximize the price of the product in the market and eliminate the competitive advantage over the market players. Also, the government can play a positive role by making the decision vice versa on the company’s marketing activities.
[bookmark: _Toc59011734]Creditors
Companies have to take loans from the serval sources to meet their financial costs in the market to operate marketing activities. Creditors are those from where the companies take loans. It can be a bank, an individual, or other companies (Wiersema, 2013). The creditors of Unilever improve the performance of the market by providing financial resources in the necessary fields. Again they can increase the costs of the production by increasing the interest rate for the loan. Also, it affects the regular activities of marketing by maintaining financial resources for the company as the grantee in the international letter of credit transactions.


[bookmark: _Toc59011735]Conclusion
Marketing creates the value to meet the necessary demand of the customers in the market. Some people in the market think selling and marketing are the same according to the processes and importance but selling is just a part of the marketing activities in the market. This individual essay identified the stages and processes of marketing including the role of the marketing environment, marketing mix, and considering marketing research of Unilever. Also, it identified owners and shareholders, employees, managers, customers, pressure groups, government, suppliers, and creditors as the stakeholders of the business to assess their impact on the marketing activities of the business. 
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