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[bookmark: _Toc120091824]Introduction
Over the past three decades, the number of internet users around the world has increased to an estimated 63.1% of the world’s population. Major internet developments have increased worldwide internet usage and increased virtual interaction among individuals and business organisations. Businesses are taking advantage of the widespread internet connectivity to interact and reach their target audiences, promote their products, drive website traffic, retain existing customers and attract potential customers. This report will present a series of blog posts that Unilever will use to market the launching of its Laundry Capsule Detergent in the France market. The main market segment will be France and people of ages ranging from 20 to 70 will be targeted as they make more purchases of essential products like soap. The report will be centred on creating and raising awareness of the new detergent and initiating a conversation between Unilever and French customers. Founded in 1929, Unilever is a UK-based corporation that manufactures and sells food products, home care products and beauty products. The company is well known for manufacturing and supplying cleaning detergents across the globe (Unilever PLC, 2021).
[bookmark: _Toc120091825]Post 1: Product Strategy
With over 400 brands in its portfolio and a variety of product categories, Unilever is one of the world’s leading multinational corporations with an efficient supply chain network offering fast-moving consumer goods. The company is set to roll out a new cleaning detergent known as the Laundry Capsule detergent specifically created to improve the laundry process, reduce environmental pollution as well as ensure a top-notch cleaning experience. The laundry capsule detergent is made up of eco-friendly elements extracted from plants and has been improved to provide a seamless laundry experience. The new product falls under Unilever’s brand known as Dirt is Good which manufactures cleaning detergents including OMO and Persil. Unilever seeks to reduce environmental pollution by manufacturing products that are less harmful to the environment and that are recyclable (Ferrell et al, 2021). The laundry capsule detergent will be packed in plastic-free and cardboard containers to reduce plastic waste that ends up in waste streams. The product will also use biodegradable ingredients to reduce the carbon footprint and save up to 65% of energy when used in cold seasons and short periods. The new laundry capsule detergent will be manufactured in Unilever’s factories and packed in different sizes of plastic-free cardboard boxes from which customers can select their favourite. Unilever will use boxes made from cardboard to package the capsule because they are simple to reseal, safe around children and can be recycled. 
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Figure 1: Laundry Capsule Detergent
[bookmark: _Toc120091826]Post 2: Pricing Strategy
The level of competition in the fast-moving consumer goods market is very intense. Unilever faces competitive rivalry from companies GSK, Mars, and Procter & Gamble that are offering similar services and products in the market. Over the years, Unilever has followed a competitive pricing strategy to penetrate the market and establish its presence. However, will follow a strategic pricing policy which includes following a mixture of market penetration pricing, cost-plus pricing and competitive pricing strategies to determine the price of the laundry capsule detergent (Wilson and Gilligan, 2012). Since the company serves consumers from different income classes, the laundry capsule detergent will be packaged in different sizes to enable the lower income consumers to afford the product. 
Under the market penetration pricing strategy, Unilever will set a low initial price for the laundry capsule detergent to attract a wider customer base and to effectively compete in the market. Under the cost-plus pricing strategy, Unilever will add the costs incurred to produce the capsule and add the markup costs to the final price of the product. Under competitive pricing, Unilever will set a price based on the market prices of competing products in the market. The laundry capsule detergent package weighs 0.85g per box and contains 3 capsules per box which will be retailing at $1.50 per box. One capsule is enough to do a load of cleaning and the consumers can do a maximum of three loads of laundry with a single box of the laundry capsule. The company will take full advantage of its global manufacturing and distribution to minimise production costs and charge a lower price than the competitors (Kotler et al, 2015). 
[bookmark: _Toc120091827]Post 3: Place Strategy
Unilever is currently operating in over 190 countries with the help of a variety of subsidiaries and retailers in these countries. Unilever will first roll out the new laundry capsule detergent in the French market because of its diverse consumer groups. Depending on how customers perceive the product, Unilever will then offer the product to other markets in the world. As compared to other markets, the French market has readily available local partners and minimal legal requirements when launching new products. France is known for embracing innovations and leading quality lifestyles which makes it a suitable market to launch Unilever’s laundry capsule detergent. The company is working on opening up more warehouses in the native cities of France to ensure the product is easily available to the residents.
Further, Unilever will enter into partnerships with France local partners to sell their products and help consumers in different parts of the country to easily get the product. With the help of its reliable distributors, Unilever will be able to transport the product to stores that the target customers frequently shop from. The company will also provide an online shopping option where customers can order the product and pay for it online and wait for delivery to be done at their doorstep. The online shopping option will help the company on reducing costs incurred to distribute its products to various outlets (Strauss and Sinha, 2014).
[bookmark: _Toc120091828]Post 4: Process Strategy
Unilever has partnered with various firms to help in the manufacturing and packaging processes. For instance, Unilever has partnered with Graphic Packaging International to create an innovative packaging solution made of card boxes and is plastic-free. Unilever partnered with this particular organisation to study consumer behaviour and create packaging products from cartons to allow consumers to get rid of plastic packages that are not degradable. Unilever has also partnered with various companies from Asia to manufacture product labels and provide the latest technological equipment to improve manufacturing processes and reduce waste in the factories (Kerzner, 2017). Unilever is also embracing automation in its activities such as placing orders of raw materials from suppliers, processing online orders from customers, delivering the products to consumers and responding to customer inquiries. The company has heavily invested in growing its online presence as a way of reducing the expenses incurred when opening new outlet stores in different geographical locations. Therefore, an efficient process will b followed, enabling the production of quality soap.
[bookmark: _Toc120091829]Post 5: Promotion Strategy
Over the years, Unilever has used a global strategy to promote and market its brands in both local and international environments whilst maintaining a steady supply of similar products and services to the markets. The global marketing strategy has helped the company to achieve consistency in marketing brands as well as growing the brand equity of respective products. To effectively promote its new product, Unilever will make a series of adverts on mainstream media and social media platforms (Kannan, 2017). The company will produce a TV campaign ad letting the public know about the new product including the benefits it has to offer. The TV campaign ads will be scheduled to run when most people are watching their favourite programs to reach out to a bigger audience. 
A series of posts and short videos illustrating how the laundry capsule is used will be posted on Unilever’s social media handles such as Facebook, Instagram, Snapchat, YouTube and Pinterest. Further, the company will use celebrities including film stars and sportsmen to promote the product and brand in the French market. The company will also follow a cross-marketing strategy to attract customers from their competitors by setting a subsidized price for the laundry detergent capsule. The competing companies will find it difficult to continue offering similar products in the market while maintaining high quality. Further, the company will be providing discounts during the festive seasons and during special holidays to attract more customers (Chaffey and Chadwick, 2019)
Post 6: Physical Evidence Strategy
Unilever has set up warehouses and outlet stores in the cities of France but the company is on planning on building more stores in its markets. The company has a unique logo that is represented with a large blue “U” made up of icons of its sub-brands. The company’s products contain the logo and help the consumers easily identify the company’s products from competitor products when shopping online or physically in the stores. The company has also partnered with local partners in their markets of operation to exclusively provide Unilever products only. Apart from the stores, the company has also built a website where consumers can view the company’s products and information or ask their inquiries (Piercy, 2016). The company’s website is optimised on search engines and appears on top whenever individuals search words closely related to Unilever. Just like their outlet stores, the company’s website is simple to navigate, add products to the cart and make payments. 
The new product is also an example of the company’s physical evidence, the company will ensure their new product is available in plenty in the nearest local stores and outlets where consumers shop from as well as set up their shop in the major town that will act as retail stores and where customers can inquire about the product. Further, the company will include the laundry capsule on its website and use follow-up emails to receive feedback from customers who purchase the product as a way of increasing brand loyalty (Weinstein, 2013).
[bookmark: _Toc120091830]Post 7: People Strategy
Unilever values and treats its employees as the first customers of company products. The company has designed special programs that offer employee benefits such as the Insurance, Health & Wellness program, the Financial & Retirement program, Special Perks and Discounts and Vacation & Paid Time Off that help in building employee loyalty. The company also hires and trains employees to provide excellent customer service that is capable of increasing sales and growing the customer base through referrals. While still hiring employees, the company will create job opportunities for French citizens to help them generate an income and improve their standards of living.
The company will train its employees on how to use the product and provide them with a profound knowledge of the laundry capsule and how it can be used to improve the lives of consumers. The company will use their trusted distributors to deliver the products to stores promptly and additionally use trusted courier services to safely deliver products to customers who ordered the product online. Further, the company will recognise and reward outstanding employee efforts to increase their morale in the workplace (Armstrong et al, 2014).
[bookmark: _Toc120091831]Conclusion
Marketing for a new project launch through blogging enables organisations to effectively communicate with their target audiences and achieve success. Blogging is one of the best ways companies can engage individuals in target markets and convert prospective buyers into long-term consumers of brand products. Blogging provides customers with the insightful company and product information which develops an interest to try the product. Blogging further helps the company to build trust in its customers, build solid relationships and retain new customers. This report has presented a series of blog posts that enable Unilever to communicate and interact with the French audience. The blog posts have incorporated the marketing processes and stages to facilitate the interaction of the brand with the target audience. 
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