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Executive Summary
The main aim of the study is to show that Unilever is quick and agile, straightforward, that is
highly focused on the categories, and that is highly empowered and accountable. It is a simple
structure with five Business Groups, a compact Corporate Centre, and the business operation of
Unilever a technologically driven transactional basic. The business groups are currently
operational and have their respective portfolios, including strategy and monthly performance.
The study mainly discusses the various marketing strategies of Unilever using different kinds of
tools such as SWOT, PESTEL, STP analysis, 4Ps of Marketing mix and 7Ps of marketing that are
necessary for a detailed analysis of Unilever and U.K. It can be concluded the business operation
of Unilever that is in charge of every transactional process that are profited from its scale. 
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[bookmark: _Toc124500865]Introduction
Marketing is recognising, foreseeing, and profitably meeting customer needs. Marketing is organising and carrying out the pricing, promotion, and distribution of products and services to generate exchanges that meet the objectives of both individuals and organisations. The production, transfer, marketing, and pricing of commodities and services comprise human and organisational activities that support satisfactory interactions in a dynamic context. More than most people realise, marketing involves a wide range of tasks. It continues to be defined in a variety of ways since it is used and researched for so many diverse objectives. 
[bookmark: _Toc124500866]Discussion 
1. [bookmark: _Toc124500867]Impact of the Covid-19 pandemic on Unilever
Key findings from market research and brand differentiation by business and location are reported in COVID-19 Impact on Unilever. Food and household goods appear to be avoiding the burden of the crisis, despite the fact that the global coronavirus outbreak is having varied degrees of impact on all industries. While other sectors, like C&T and non-alcoholic beverages, are still being severely affected. Unilever is expected to suffer the most from the global financial crisis, but due to its diversity, it will be better able to withstand the storm and recover faster than its competitors (García-Sánchez and García-Sánchez, 2020, p. 126). Many brands employed ingenuity to represent the year so far problems while donating a variety of goods.
The Beauty & Personal Care department produced some noteworthy commercials, such as Dove's "Courage is Beautiful" video, which pays heartfelt respect to the unsung heroes of 2020: frontline healthcare workers. Lifebuoy has a history of promoting sanitary habits to help with sickness prevention. The company celebrated in 2019, reaching 1 billion users with hand washing education programmes (Unilever.com, 2022). Lifebuoy disseminated this message throughout the epidemic using simultaneous PSAs in 17 significant markets and through working with almost 200 international celebrities that shared their recommendations for hand washing on various social media platforms, reaching millions of interested followers.
2. [bookmark: _Toc124500868]Internal Analysis of Unilever 
[bookmark: _Toc124500869]2.1. Porter’s 5 Forces
Competitive Rivalry with Unilever
The further element has a significant force on Unilever Customers might, for example, compare products with online information. These companies are also frequently aggressive, which heightens the degree of competition (Juliana and Nyoman, 2019, p. 50). Since switching costs are so cheap, Unilever is also up against tough competition as customers can readily switch their products (Unilever.com, 2022). Unilever's Five Forces study reveals a high level of competitiveness, demonstrating the significance of considering fierce competition as a high-priority component in the organisation's industry environment.
Bargaining Power of Unilever’s Customers
This outside factor has an impact on the buyers' intense bargaining power. The decision to switch from Unilever to various suppliers is also made easier by the fact that consumers now have quick access to reliable data about consumer goods. The small magnitude of one customer's purchase does not significantly impact Unilever's profitability (Unilever.com, 2022). The lower operating costs and the superior information quality, however, outweigh this additional external influence on the industry environment (Anastasiu, Gavriş and Maier, 2020, p. 2300). This is related to one of the primary factors affecting Unilever's consumer products division (Unilever.com, 2022). Customers might, for example, compare products with online information.
Bargaining Power of Unilever’s Suppliers
It is simple for customers to shift from Unilever's products to those of other manufacturers because of the cheap switching costs. The purchasers' powerful negotiating position is impacted by this external issue. Consumers can now easily get trustworthy information about consumer goods, and switching from Unilever to other suppliers too is made simpler (Unilever.com, 2022). Customers may compare products using internet data as profitability at Unilever is not much impacted by the modest value of a single customer's transaction. However, cheaper operating expenses and higher information quality compensate for this external power influence on the business environment.
Threat of Substitution
Consumers can easily switch between Unilever's products to those from other producers due to the low costs. This external factor significantly affects the business and the environment in the consumer products industry. However, the overall effect of replacement is reduced by the scarcity of alternatives. The bulk of substitutes, when compared to readily available consumer goods on the market, offer subpar performance at minor or substantial price differences. This situation raises the appeal of Unilever's products in comparison to alternatives, lowering the level of the threat of substitution (Unilever.com, 2022). Unilever's research of the Five Forces reveals that the threat of rivals is only a minor concern for the sector.
Threat of New Entrants 
Due to the low switching costs, consumers can easily switch from Unilever's products to alternatives. The organisation and economics of the consumer products industry are greatly impacted by this external issue. The lack of alternatives reduces the impact of substitution in general (Gong, Liu and Zhu, 2019, p. 1020). This situation increases the appeal of Unilever's products compared to alternatives, which decreases the extent of the threat of substitution and the rivals are only a moderate worry for the sector (Unilever.com, 2022). A need for options offers subpar performance at minor or substantial cost differences when compared to readily accessible consumer goods on the market.
[bookmark: _Toc124500870]2.2. SWOT Analysis
	Strengths
· Due to its operations in nearly 190 countries worldwide, Unilever has a global reach and top-of-mind brand recognition among consumers (Weforum.org, 2023).
· Due to its flexible pricing and distribution network expertise, Unilever has the advantage over P&G, its closest rivals.
· Its R&D efforts are quite well, and they are effective in bringing novel items to market that meet consumer demands.
	Weaknesses
· Unilever's major vulnerability is that it competes with other global giants, including P&G and Nestle, in an extremely competitive market (Weforum.org, 2023).
· The brands are also easily replaced by alternatives, especially in developing countries in Asia and Africa.

	Opportunities
· Consumers in emerging nations now aspire to western lifestyles due to globalisation and the spread of the world press, which presents Unilever with great potential (Weforum.org, 2023).
· With the development of the reform and rehabilitate consumer that enjoys consuming and buying products and brands, Unilever has a strong record of social and environmental responsibility.
· Unilever can embrace the opportunity to appeal to this demographic because of the growth of health-conscious customers in the industrial nations.
	Threats
· The threat of falling sales and rising costs represents a "Double Whammy" for the top and bottom lines of Unilever.
· Unilever needs to keep its attention on the task at hand, especially now that some of the company's practices have come under attack (Weforum.org, 2023).
· Local start-ups that can provide good value for less money while paying the additional costs that international firms like Unilever must incur are a threat to it.



3. [bookmark: _Toc124500871]External Analysis of Unilever
[bookmark: _Toc124500872]3.1. PESTEL
Political factors 
England, Wales, Scotland, and Northern Ireland comprise the U.K. and are among the potent nations as the U.K. is a constitutional monarchy and a parliamentary democracy. The function of the monarch in the parliamentary process is mainly ceremonial. The U.K. has a thriving political scene that comprises many parties, and its people actively participate in its democracy. 
Economic factors
The U.K.'s market-based economy is well-developed, and it has the 6th largest GDP Growth in the entire globe. However, the global shutdowns in 2020 and 2021 put a significant financial strain on the Treasury and hurt several businesses across a range of industries. The Bank of England was compelled to pump an extra £100 billion into the market as a result (Ons.gov.uk, 2022). The National Living Wage rises annually, which benefits low-income people as the current tax rate on corporations for company profits is 19% and the fiscal year starting on 1 April 2023, the rate might be 25% (Ons.gov.uk, 2023). The London Stock Exchange is situated in London, one of the world's principal financial centres.
Social factors
The U.K. has a large consumer market, with 68.7 million people living there and by 2039, the population is estimated to reach 74 million (Ons.gov.uk, 2022). The U.K. is one of the top 10 nations in the world that comprise the most educated population. It is also third in the world among the best countries, and it is essential to keep in mind that both the expense of higher education and living are rising.
Technological factors
The U.K. is one of the most technologically advanced countries in the world. Many technological and financial companies are growing in London. It gives their customers the best options, businesses are always creating new technology. Business owners in U.K. have a large range of chances due to modern I.T. infrastructure (Vallati and Grassi, 2019, p. 67). When it comes to technological advancement, the U.K. is trailing other nations like the U.S., South Korea, India, and Japan that the things may yet get better.
Environmental factors
Economic activity has an influence on the environment, but the U.K. has taken steps to lessen the harm. Governments, local governments, the I.T. network sites, charities, and a variety of organisations have launched a variety of initiatives to increase raising attention and reduce the adverse effects of environmental and economic growth (Huang and Rust, 2021, p.45). Millions of tourists arrive in the U.K. every year, particularly in the summer, which considerably boosts the country's economy.
Legal factors
Employee rights are protected by the 1996 Employment Act. There are some particular rules, such as those governing the basic wage, paid holidays, sick days, and paternity leave. The Equality Act of 2010 offers comparable defences against discrimination. The judicial process is the nation, and it has a long tradition of protecting civil liberties (Christodoulou and Cullinane, 2019, p. 6046). When it comes to civil freedoms and human rights, it is a global leader.
[bookmark: _Toc124500873]3.2. Segmentation, Targeting and Positioning 
Segmentation 
Geographic segmentation seems to be quite beneficial for Unilever since potential customers can be found in many different nations with a variety of cultures, hobbies, and administrative structures. While they inhabit in distinct nations, religions, and political systems, many customers have similar needs, interests, and buying behaviour (Islam, 2020, p. 1400). However, Unilever can use a cross-market strategy of differentiation to identify and target similar customers across markets (Unilever.com, 2022). The advertising agency of Unilever should not commit itself to a single segmentation technique.
Targeting 
Geographic segmentation is really beneficial for Unilever since potential clients can be found in many different nations with various cultures, preferences, and administrative structures. In this situation, Unilever can use a cross-market segmentation strategy to identify and target similar customers across markets. The ad agency for Unilever should not lock itself into using just one segmentation method (Unilever.com, 2022). In order to more precisely define and localise the target audiences, one should actually try to use a range of features.
Positioning 
Unilever must place its products in the market in such a way that consumers would associate them with the company as it helps (Unilever.com, 2022). Brand positioning and product distinction are becoming increasingly crucial due to the pressure on manufacturing costs in the Personal and Household Products sector, along with the direct customer access afforded by e-commerce and other online retailing strategies.
4. [bookmark: _Toc124500874]Marketing mix
Product 
Unilever has grown its consumer goods segment throughout time, resulting in a product mix that today has over 400 brands (Unilever.com, 2022). This section of the promotion mix lists the outputs of the company, often known as the product mix. Top Foods Among the foods made by Unilever are sauces, Knorr stock cubes, and mayonnaise and sandwich spreads (Unilever.com, 2022). There are several alternatives for refreshments, including Brook Bond tea and Heart brand ice cream. Unilever provides products like Sun dishwasher detergent and Surf soaps and detergents in the home care category. One of the personal care items provided by the company is Close-Up toothpaste and other personal care items include Dove soap and shampoo.
Place
While depending on personal selling, Unilever occasionally makes use of kiosks to present products to customers. Every one of these terminals and stores in addition to them, the company promotes a certain number of products (Wang, X., 2022, p. 2680). Additionally, Unilever makes certain of its products available through stores, including those run by its affiliate Ben & Jerry's (Unilever.com, 2022). Unilever's extensive presence in the sector of consumer goods is reflected in its global activities. Therefore, the marketing mix is established in which locations the company uses to interact with its customers or target market.
Promotion 
Due to the severe amount of rivalry in the worldwide market for consumer goods, Unilever must advertise its products. It explains the strategy Unilever employs to promote its products to particular customers (Kazi et al. 2020, p. 15). Advertising is the primary strategy used to promote Unilever's goods. The company's brands are heavily advertised on T.V. and online (Unilever.com, 2022). Additionally, the company has used sales promotion techniques, including promotions and product bundles. The primary factor influencing the way consumers perceive Unilever's consumer products is advertising, which the corporation largely relies on.
Price
Considering as diversified its product line is, Unilever maintains a broad range of price points. In this part of the marketing mix, pricing and related pricing models are established. Setting price points based on aspects of the consumer products market was a component of the market-oriented pricing strategy (Unilever.com, 2022). Unilever charges rates for goods, including Dove, that is relatively pricey in keeping with the high standard of the brand. Additionally, the business sometimes provides items in packages with prices that are lower.
5. [bookmark: _Toc124500875]7Ps of Marketing
Product 
The customer is ultimately what matters most, therefore, making it consumer-ready but as good as it possibly can be should be the top goal (Unilever.com, 2022). However, the product is more than just a tangible item. The packing, quality, features, and alternatives are included because a high-grade good or service would essentially sell itself.
Price
Offer discounts or promotions, highlight specific features or unique selling proposition and discuss future plans to coordinate services or products that could have an impact on price. The requirement to periodically examine it to determine if the market still warrants its use. Prices may change in accordance.
Promotion
Promotion is the key to making the delivery of the product. It encompasses everything they do to spread the word about the company to customers, including advertising on T.V., radio, and print, and also digital marketing, discounting and specials, social media, online marketing, ads, SEO, and more (Unilever.com, 2022). Use segmentation and automation technologies to personalise the marketing at this time and test several approaches to see which methods the target audience responds to the most positively.
Place
This should have been aided by the initial study, but it can always be changed by adding a social media platform to the marketing (Unilever.com, 2022). Whether the products or services need to be examined in person or evaluated, that an e-commerce site might work better, and other factors are taken into account while making this decision.
People
These people serve as the company's face and are ambassadors for the goods or services, but firms usually ignore this important promotional component (Singh and Sharma, 2020, p. 1090). When hiring someone, a company must also confirm that they are a professional and has the required abilities.
Processes
The "process" component relates to the way the company operates. It is a portion that the consumers are willing to pay for and pertains to the way the service is rendered, or the product is packaged. The customers would be happier because no time can be lost serving them if the processes are as efficient as possible.
Physical evidence
Every purchase is supported by some proof that is concrete evidence and has been an increase in green behaviour. It raises awareness of the environment among policymakers, environmental organisations, consumers, financial institutions, insurers, the businesses own staff, and, most importantly, customers (Arora, 2019, p.160). It can be the latest lip colour, a haircut, a digitised clipart PDF, or information learned during a webinar.
6. [bookmark: _Toc124500876]Business Actions towards Socially Responsible Marketing
Recycling packaging, publicising social problems and challenges, and donating a portion of sales to good causes are all features of public responsibility marketing tactics. Socially responsible activities and corporate responsibility move together. In order to improve ethical marketing practises, administrations, executive officers, stakeholders, and shareholders must behave rationally and support neighbourhood-wide efforts. Customers can identify a company does not really care for doing the right thing by whether it presents itself, such as whenever it participates in "greenwashing," which entails falsely advocating environmentally friendly products (Singh and Misra, 2021, p. 1010139). The strategies that seem to be most effective are the ones in which a company discovers a way to grow its initiatives while quickly tying its strong brand value to its socially accountable project. In marketing, the idea of social responsibility holds that businesses of all sizes should do more than primarily produce money. Businesses also should take the initiative or provide money for initiatives that, whether on a small or large scale, serve society in some way.
[bookmark: _Toc124500877]Recommendation and Conclusion
Recommendation 
Define the goals 
The company's goals may be to increase internet sales by a certain proportion, enter a new market, or increase brand recognition. The exact and quantifiable of the goals are and it can be tracked, measured, and repeated.
Determine the target market 
Marketing tactics would be obvious once they know precisely exactly what the organisation is trying to reach. The messaging and channels that employees must be appropriate for the target demographic. Demographics like age, gender, area, liking, and hobbies can be connected to audience criteria. To help them with this, develop various buyer personas or carry down market segmentation.
Decide on the marketing platforms and set a monthly budget
It is important to allow precise money for every channel and the KPIs. Using strategic marketing templates is a quick and easy technique to keep track of the approach.
Conclusion
The study on the marketing of Unilever concludes that, in addition to delivering products that are superior in terms of functionality, people want to grow their brands by addressing their customers' social and environmental concerns, such as enhancing human health and well-being. It can be done by protecting the environment and fostering a more diverse and equitable society. Most products and businesses have social initiatives that are involved in using their advertising and marketing strategies. Companies such as Unilever regularly highlight their charitable giving and socially conscious efforts, and customers can learn everything about them by reviewing their financial reports. The strategies that seem to be most effective are those in which a company discovers a way to increase its efforts while instantly linking its main product to its socially responsible project.
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