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In this report with the help of the company Unilever the various stages and processes of marketing are to be explored. With the help of various marketing tools and models like the PESTLE and the SWOT analysis, the external and the internal environment of the company is to be determined. The STP marketing model is used for understanding the position of the company in the market that has happened after the outbreak of the coronavirus pandemic. The 4Ps of marketing are to be discussed which will help in understanding the initiative that will help the company to survive in the market. The company Unilever is famous for meeting the daily requirement of the common people. They manufacture and sell products which include personal care items, hygiene and nutrition. Based upon the 2021 KPMG report the business leader from all renowned brands all over the world have faced some crisis or the other for coping up with the situation after the pandemic.
[bookmark: _Toc109835979]Understanding the various stages and the processes of marketing
The process and the stages of marketing comprise some basic steps or elements which help the company to sustain their growth in the market. For such a large organisation as Unilever which is a global brand and have to sustain its growth in various parts of the world the strategies associated with marketing has to change in the due course of time to promote its growth in the market (Olson et al., 2018). This can be done with the implementation of steps which will help in retaining the already existing customers and drawing the attention of the new customers. After the advent of the pandemic, the economic situation has changed completely which has made the company is the adoption of steps which will help them in fighting off the competitors and make their position strong in the market.
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Figure 1: Unilever
Source: (Baryashnikova et al., 2021)
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The external business environment turns out to be difficult with the coming of any situation. The main aim of the company is to survive any storm which comes through proper emphasis have to be given to the agile factors which will help in backfiring the competitors. This becomes possible with the change in strategies and ideas which will help in outperforming the market.
Political factors
The product portfolio of the company Unilever is massive and the company has worked in several divisions that include refreshment, food items, beauty, home care items water purifiers and many more. The revenue which is generated comes from FMCG and is huge in number. The company has to follow the regulations that are set up by the government and the Food and Drug administration while working in the foreign as well as in the home country. The political factors which are presented by the government of the United Kingdom have come up with several regulations after the COVID-19 pandemic that comprises several trade reforms that have made their survival highly difficult (Baryashnikova et al., 2021). As Unilever is a European organization it has to face consequences after the implementation of these regulations. This has created a huge barrier to the import and export of goods. Trading policies set up by the government are a good aspect related to the corporate sector as it has also brought about several friendly policies and reforms that have given the employees and staff the facilities to work from home to prevent the spread of the virus.
Economic factors
It is clear thing that if the economic condition is good the company will obtain more revenue or profit. After the invasion of the pandemic, the economic growth rate has reduced to 6.6% in the year 2021. This has resulted in a major depletion of cells in countries like China, India, the United Kingdom and many more. Several risk factors have come along with this in developed countries also. The factor related to employment is an important aspect that has decided the prospect of the company in a particular environment (Cheng, 2021). If the employment rate is lower the cost of the commodities which will be sold in the market will also decline. It can also cause less number of people to buy the products because of the loss in the economic condition. This can be a disaster for the company through which they have to cope by marginalizing the price of the items which are sold in the market by consideration of the economic factors.
Social factors
The company Unilever is present in several nations and they have to launch new products and carry out the marketing in such a manner that it is appealing to the social geography of the place. After the advent of the COVID-19 pandemic, the revenue or profit that is obtained by the company has also reduced to such an extent that a very less amount of money can be utilized for advertisement purposes. While carrying out the advertisement it has to be considered that within a very less amount of money being utilized the products have to be promoted to a large number of people by consideration of factors like the languages and the demand of people. If the target and positioning are done in a better manner, particularly for this sector it will help the company in selling more premium products in the market.
Technological factors
The company Unilever has to keep pace with the growth of technology for sustaining or staying in the market. A gradual improvement in the process of operation has to be carried out for increasing the efficiency of the company and decrease costs. If the manufacturing process is carried out with the help of missionaries it will also result in a lower requirement of Labour. This can act as a huge advantage to keep the production process running and also using less labour means the spread of the virus will also lessen (Jyade, 2018). An ample amount of resources has to be provided to the R&D department so that several products could be launched in the market for capturing the space in the market environment. The setup facilities have to be carried out with the help of operations that are automated which can help in saving time and avoid interaction with people.
Legal factors
The big portfolio of the products sold by Unilever comprises more than 400 brands. To sell all these products in the market the company has to abide by several rules and regulations. The protection of the patents is also necessary which will help in preventing fraudulent activities. The legal department of the organization has to be capable and vigilant for taking proper action while carrying out the global cells the customer should also be kept well acknowledged regarding the processes and legalities regarding any kind of services or products which they receive from the company. This helps in building a sense of trust in the mind of the customers and hence gaining their loyalty.
Environmental factors
Unilever has successfully projected itself as a company which is environment friendly and has lived up to the world. Now United Nations sustainability goals have been followed by the organization which has helped in enhancing its business and image of the company. The company has taken a form decisions regarding the reduction in the usage of plastic packaging by 100% (HERDADI, 2021).  Unilever has also started to devise new technologies that will help to modify the packaging. This will help in the dramatic reduction of the carbon footprint of the customers and the company both. 
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	Strength

· The company Unilever has carried out their operation in more than 190 countries and has lived a global footprint that has left it as a brand to be recalled by customers. 
· The broad and deep portfolio of the products that are manufactured by the company and its diversified range has made it position itself in a unique place that has changed the preference of consumers worldwide (Sukma et al., 2019). 
· The RND department of the organization is funded heavily and managed for bringing innovative factors into the market by making products that are cutting edge and have kept the preference of consumers in line. 
· Even after the advent of COVID-19 the company has proved its strength by leveraging the economy of this scale that has raised its breath of operation by considering the factors in the facilities of manufacturing that have raised in 270 locations all over the world.
	Weakness

· The weakness which is faced by the company Unilever after the advent of the pandemic COVID-19 is that other companies like Nestle and P&G are acting as huge competition by bringing products into the market that are of low price.
· The other weakness is that the product could be replaced easily with the help of substitutes in emerging market environments like Asia and Africa where the consumers are using a natural and traditional alternative (Sakib, 2022).

	Opportunity

· With the advent of pandemic and globalization of social media the marketing of products has become easier that are provided with a huge opportunity for tapping the diversified and large base of consumers.
· The consumers in India and China have provided golden opportunities for leveraging the growing and huge consumer base by mimicking and imitating their preferences or consumers of the West.
· The emergence of consumers who are highly conscious regarding their health after the pandemic has provided huge opportunities for the company in bringing new products to the market that would appeal to the health condition.
	Threats

· The ongoing global economic crisis after the pandemic has dented the profit margin of many companies and Unilever has become no exception to it. The shrink in the disposable income of the consumers had reduced their purchasing habits.
· Unilever has always operated in market segments where the products are used as an alternative to the brand that has proliferative in an emerging market. This has resulted in the depletion of sales and income for the company.


Table 1: SWOT analysis
Source: Self-created
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The company Unilever is considered to be one of the leading companies in manufacturing personnel care items and food products. The products are sold in more than 190 countries all over the world. The brand has met its strongest affirmation in Latin America Asia and the Middle East. 
Finding and Analysis
Market segmentation
It is defined to divide the markets into small segments. The main motive is addressing the requirements of several customers and trying to produce and manufactured the products based on the habits of the customers. After the advent of COVID-19, the products could be manufactured in such a manner that it comes to the benefit of people based on the situation. It comprises several health care essentials and food items that are preferred by the customers based upon their lifestyle, age and region.
Demographic segmentation- The segmentation of the products can be done by focusing upon some basic shades like gender, age, occupation, income and family status. This is an important characteristic as the economic condition of the countries have depleted after the pandemic (Sakib, 2022). It has resulted in allowing disposable income of the people that have affected the sales of the company. As the sales of the company were depleted the number of employees who were working was also reduced significantly. To cope up with this issue the factors related to income and need have to be kept in mind to promote the products.
Geographic segmentation- The middle and upper class in the suburban and urban areas prefers products that are of low price. Even before the advent of the pandemic, they preferred local products compared to branded items as it is less costly.
Income segmentation- The meeting point regarding the demand of the price and product has to be decided before introducing the product in the market (Ferrarini, 2021). The demand for the product is dependent upon the income of the customers which is an important factor which has to be considered before bringing a new product to the market.
Age segmentation- The product has to be manufactured in such a manner that it appeals age group from 16 to 45 by catering for their needs. This can be done by bringing some interesting and new variants to the products.
Target marketing
Target marketing can be done in such a manner that it attracts a particular group of customers towards the product. Unilever has always focused on manufacturing personal care items by targeting female consumers. That basic analysis is done on their needs and expectation of a woman. Because of the low disposable income after the pandemic and the huge rate of unemployment the cells of the personal care items have also reduced drastically (Tien, 2019). To cope with this, issue the grand has related to the contemporary thought of an Indian woman and has tried to manufacture products in such a manner that has allowed them to utilize the product. The brand has always focused on hiring celebrities that have helped customers in relating to the brand.
Positioning
The packaging, variant and raw materials which are used for the products have to appeal to the customers. This will help in tapping into the emotion of people by making a close bond with the basic needs of humans it is essential to create social interaction between the people to help the customers in choosing the products easily (Nahar and Zayed, 2019). Focus has to be made up on improvement of the product within affordable price ranging and also sustaining the brand. The promotion, price and packaging of the products have to be kept into consideration by following certain norms and regulations that will help inconsistent sharp positioning of the product through communication and innovation.
Discussion
The proper execution of marketing environment can be considered as a beneficial element for Unilever in order to gain the higher level of competitive advantage across the competitive market. The evolvement of PESTLE framework plays a vital role to provide an effective knowledge about the marketing environment to the organisational managers of Unilever to improve productivity and profitability level extensively. It has been observed from the operational performance of the concerned entity that the products and services are provided accurately to the consumers during the pandemic to improve their health and safety. The proper development of the SWOT analysis assists the managers of Unilever to assess the threats and utilise the opportunities in such a manner that reduces the probability of such threats extensively.
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Product- Unilever has tried to carry out its expansion amidst the pandemic also. They have tried to cope with the depleting sales and have always favoured the benefits of the employees. The wide range of product mix is consisting of more than 400 brands. The marketing mix has turned out to be highly beneficial for the company. It has developed the output of the company under various categories which includes refreshment, personal care items, food and home care essential (Jose, 2021). The products which are sold by Unilever have stated that the marketing mix is much diversified. It has resulted because of the strategy of acquisition in the market of consumer goods over the past few years. 
Place- The various global operations carried out by Unilever are considered to be an extensive reach of the business in a market of consumer goods. The places or venues where the transaction of their goods is carried out help in identifying the target customers with the help of a marketing mix. The places where the products are distributed by the company Unilever are stores, kiosks and retailers will stop the retailers are considered to be the main place where the distribution of the products is carried out. For example, Walmart is considered to be one of the biggest retailers that are responsible for the consumer would. Unilever also sells products with the help of stores. Collaborations are made with the retailers which have promoted a wide section of products to the kiosks.
Promotion- Unilever has to promote the products by consideration of the competitive threats which they face in the market of consumer goods. The marketing mix helps in outlining the tactics and strategies regarding the approach of the company in promoting the products to the target customers (Birahim, 2020). They make use of various promotional tactics which is taken into significance like self-promotion, personal selling, advertisements, direct marketing and public relation. The advertisement helps in the promotion of Unilever products largely. The brands of the company have advertisements on online media and television. The company has also made use of self-promotions like product bundles and discounts. 
The company has implemented some personal selling by making collaboration with the retailers for operating their kiosks regarding certain promotional events or occasions. Direct marketing is considered to be less significant in the marketing mix of Unilever full stuff that tactic comprises of making direct engagement with the client organization for the promotion of the suitable product. The concept of direct marketing has enhanced the image of the company in the corporate sector and has also strengthened the image of the brand (Chernobay et al., 2020). Advertisement on the online media and television has helped in reaching to a wide customer base. The company has relied highly on advertisement for influencing the perception of customers.
Price- Unilever has always tried it maintaining the points regarding price by consideration of the diversification of the products. The strategy regarding pricing and the prices of the products are determined with the help of making sections in the marketing mix. The consumer goods business of Unilever keeps in mind the premium strategy related to pricing, market-oriented strategies, and product bundle strategies. It helps in telling the setting price which is based upon the various factors of the market of consumer goods (Laszlo et al., 2020). Unilever makes use of the prices of competitors regarding the products for determination of the appropriate price of the items which are to be launched in the market. The premium strategy or pricing comprises of the price which are higher than the competitors. In this case, the quality of the products is considered to draw the attention of the customers.
Compare and Contrast
The relevant strengths and opportunities along with the critical threats and weaknesses have been monitored through the SWOT analysis of Unilever. On the other hand, the analysis of the external environment of the retail market, within which Unilever operates can be demonstrated with the help of PESTLE framework. It has been evaluated from STP framework that the major focus has been made by the current organisation on the product improvement with effective price ranging. It also lead to sustain the relevant brand in an accurate manner.
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It can be concluded that Unilever has proved its presence by being one of the best companies selling essential goods to customers. They have tided them against any kind of odd situation and have finally established a good position in the market. The gloomy conditions which have come up after the pandemic of COVID-19 have been tackled. The benefits which can be provided to the workers and the employees are a safe place to work by mastering any kind of intricacy related to the global marketplace. In the report, the various aspects related to the internal and the external business environment has been discussed. The marketing mix and the STP strategies which will help the company is surviving the difficult situation have also been discussed. 
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