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[bookmark: _Toc68784247]Introduction: 
Marketing is one of the fundamental tasks of every business organisation which is engaged to reach the targeted customers of them, inform them about their products and services and inspire them to purchase the products and services (Hollebeek and Macky, 2019). In this assessment, the whole marketing process will be described which will include mission, situation analysis, and marketing strategy, marketing mix and implementation and control. The role of marketing environment and other situational models and segmentation, targeting and positioning will get a priority in the discussion of this assessment. At the end of the assessment, a good understanding of the marketing process and the stages of the process will be attained. 


[bookmark: _Toc68784248]Process of marketing/stages of marketing: 
The marketing process may include a broad range of activities on a staged basis where each stage may depict a certain important function of marketing (Deepak and Jeyakumar, 2019). Marketing professionals should know about the marketing process to understand the needs of the customers well and fulfil their needs and demands in the best way. Five stages have been included in the following marketing planning which will be described here.
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Figure: Process of marketing/stages of marketing
Source: (Naseri and Noruzi, 2018)
For using the practical example, Unilever Company Limited has been chosen. Unilever is a British multinational company that may deal with the consumer goods such as foods, drinks, confections, baby foods, personal care products and beauty products. As Unilever may deal in several countries, they might have separate marketing policies for all of those countries because the situation in all the countries might not be the same and the demand of people as well. Marketing might be done for increasing the sales and here a marketing process will be shown for introducing and increasing the sale of their new brand “Love Beauty” in the UK which is an eco-friendly beauty products brand. 
[bookmark: _Toc68784249]Mission:
The first stage of marketing is “mission” which may include a mission statement and corporate objectives (Penco et al, 2017). A mission statement is nothing but a sentence that may depict why an organisation may exist. However, the mission statement of Unilever Company limited is “adding vitality to life”. For making the mission statement implemented, Unilever may produce and deliver the products required by the customers. The strategic level employees or the top management may set some objectives which are related to the business as a whole and those might set the functional activities of the company. These are mainly said as corporate objectives. Unilever Limited might also have some corporate objectives which are: 
· Meeting the new and existing needs of people in the fields of nutrition, hygiene, personal care and beauty. 
· Grabbing the significant market share in every country where they operate now.
· Improving the thousands of employees who are working in the supply chain of the company
· Contributing to improving the health and well-being of billions of people. 


[bookmark: _Toc68784250]Situation Analysis: 
Situation analysis may deal with the market situation and the environment where a company is operating (Chan et al, 2018). The situation of Unilever Company Limited will include here the identification of opportunities, 5C analysis, SWOT analysis and PEST analysis. 
[bookmark: _Toc68784251]Identify opportunities: 
There might have some opportunities in the market which should be tried by a company to sort out and take as much as possible. The marketing professionals should analyse the market and do good marketing research so that they can find out the opportunities in the market. When Unilever will analyse the strengths of the company, competitors’ situation in the market and customers’ demand situation, they will be able to sort out which opportunities are available in the market for them. 
[bookmark: _Toc68784252]5C Analysis:
5C analysis includes five factors which may start with the alphabet C and there is an internal factor and the other fours may be external. 
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Figure: 5C analysis of Unilever 
Source: (Thalib et al, 2020)
Here the company is Unilever Limited which is one of the best companies in the consumer goods industry. The company has a good reputation for doing business for a long time with success and there is a very good culture which may be followed by all of their employees. 
Unilever is bringing their products in such a way that they may have customers from children to old in the consumer goods industry. In the case of Love beauty products, their main customers are the female of young and middle age. 
As beauty products are the discussed products, so Unilever has the competitors such as L’Oréal, P&G, Avon and Estée Louder (Andersen, 2019). Unilever Limited has to compete with these companies for grabbing the market of beauty products. 
Unilever might have suppliers for their products’ ingredients, and distributors for delivering the products to the customers and alliances and partners for working altogether. All of these stakeholders might be said as collaborators. 
As they are doing business in more than 190 countries and regions, they may have to maintain the legislations for those countries, they have to handle their function through maintaining the cultural values of those countries and so on. 

[bookmark: _Toc68784253]SWOT analysis of Unilever:
	Strengths 
	Weaknesses

	· The strong reputation of Unilever
· Best quality beauty products 
· Conscious about the carbon emission 
· Skilled management 
	· Low awareness of Love Beauty products in the UK
· People’s skills for producing Love beauty eco-friendly products are not still high

	Opportunities
	Threats 

	· People now may prefer eco-friendly products 
· The economic situation of people is now good 
· Availability of ingredients of the products 
	· Most of the companies are heading towards producing eco-friendly products
· Higher labour costs in the UK 
· Low customer switching cost as there are available alternatives


Figure: SWOT analysis of Unilever Limited
Source: (Cheng, 2021)

[bookmark: _Toc68784254]PEST analysis:
[image: ]
Figure: PEST analysis of Unilever
Source: (Cheng, 2021)
The functions of companies such as Unilever Company Limited may be affected by political, economic, social and technological factors. The Brexit issue in the UK is the major political issue that may have brought an end to the borderless movement of products and services in the European countries. This may lower the business of Unilever in those countries. 
The economic growth of the UK has been affected by the recent Covid-19 pandemic and this may also have affected the people’s employment (Spurk and Straub, 2020). Lots of people may have lost their jobs due to this pandemic. So, this will negatively affect the business of Unilever Company Limited.
Most of the people in the UK and are conscious of environmental pollution and this may lead them to choose those products which might not affect the environment. Therefore, there is a trend that people may choose eco-friendly products even if they have to pay a little more. 
Technologies are very much rich in the UK which may have brought high productivity in the production. This will allow the company to produce the love beauty products at a lower cost. 

[bookmark: _Toc68784255]Marketing strategy: 
The game plan for reaching the probable customers and making them loyal customers is considered a marketing strategy (Latif et al, 2020). 
[bookmark: _Toc68784256]Defining target audience: 
Every product might have been developed for any specific kind of customers. Who those customers are should be clearly defined so that they can be analysed well and needs can be fulfilled completely. Segmentation, Targeting, Positioning (STP) analysis is the strategy, Unilever may follow for marketing new products. At the very beginning, they may segment the total population into some parts depending on the geographic, demographic, psychographic and behavioural nature. From there, they may select a group of customers whom they can serve. As beauty products might widely be used by a young female, they may target them for the love beauty products of them. They are now trying to position their products by analysing the needs and demands.
[bookmark: _Toc68784257]Setting measurable objectives: 
They can set some SMART goals for doing the marketing of eco-friendly love beauty products as like the following: 
· Grabbing 20% market of beauty products in one year
· Satisfying the customers by 15%
· Making their products sustainable and eco-friendly so that they can reduce carbon emission by 30%
[bookmark: _Toc68784258]Developing budget:  
Marketing operation might not be thought the economic support from the finance and accounting department (Kozubikova et al, 2017). However, the marketing professionals can develop their marketing budget so that they can handle their function within the budgeted cost. 
	Description of cost
	Amount (£)

	Market Research 
	10,000

	Marketing campaign 
	10,000

	Advertising and promotion 
	15,000

	Total 
	35,000



[bookmark: _Toc68784259]Marketing Mix: 
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Figure: Marketing Mix of Unilever
Source: (Rahman et al, 2020)
Product: Products of marketing mix include the features of the products, branding, packaging and quality as well. Love Beauty brand has several products such as body wash, shampoo, oil and refreshers. The packing might be done through recyclable plastic so that environment may not be harmed.  
Price: Price indicates the money sacrificed by a consumer or customers for a product or service. The price of every love beauty eco-friendly products is between 3 to 9 pounds which is reasonable for people. Therefore, they may follow value-based pricing out several pricing strategies. 
Place: The place of the marketing mix does not only indicate the physical location but also indicates the channels, and market coverage (Camilleri, 2018). The company might deliver the products to the wholesalers through their van so that the wholesalers can get products in lots. The wholesalers then sell those to the retailers and retailers to customers. 
Promotion: Promotion is the main way through which customers can be known about the products or services. Out of the four methods mentioned in the marketing mix model, advertising and public relations are the two methods which may be used by Unilever Limited to reach their customers. They may advertise in the newspaper, and television and for getting public relation, they may sponsor sporting and other mega-events. 
[bookmark: _Toc68784260]Implementation and control: 
Implementation is the final work that is done to turn the planning into reality (Ali and Miller, 2017). For making this done, Unilever might employ some of its marketing professionals. The executives might have to sort out which employee is perfect for which work. According to the skill data, they might then employ the employees according to their perfection. The effectiveness of the marketing function might depend in a good amount on the organising of the work. The skilled people will be able to bring the effective outcome of a certain function. 
Control of the function is another important task for the marketing department. There should have a monitoring team that may look after the execution of the function assigned to the employees. The most skilled ones should be in the monitoring team so that they can correct the faults of the employees instantly and can lead them to the right way. Observation of the function and feedback from the customers are the two methods for controlling function. 
[bookmark: _Toc68784261]Conclusion: 
Marketing professionals should be skilled enough for handling the marketing functions and generating positive outcome (Abdurakhmanova et al, 2020). This assessment has included all the stages, the marketing professionals may have to handle for marketing a product or service. From the very beginning, this assessment has included the stages of the marketing process which are mission, situation analysis, marketing strategy, marketing mix and implementation and control. The marketing professionals who know all these stages well can work perfectly in their positions. However, it can be said that this assessment will assist the students of marketing to know about the whole process of marketing.  
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