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[bookmark: _Toc141105039]1.Introduction 

 There is going to create an individual blog based on marketing fundamentals. In this blog, there will be a focus on segmentation, targeting, and positioning of a company and here the chosen company is Unilever. This is a multi-international UK-based consumer goods company that has made its presence as a leader in the global market  (Unilever PLC, 2023). The company has a diverse portfolio related to famous brands that add great value to the growth of the company. After that focus on each strategy in a detailed way and also include some theories so that it can make a clear understanding of the segmentation, targeting, and positioning of Unilever. In this assessment, there will also be a focus on including some theories as well as include the industry's examples. Along with this also focus on the current marketing mix strategies of the company through explaining 4P and demonstrating some visuals so that it can help in the seamless understanding regarding mentioned things in this assessment. 
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2.Segmentation, targeting, and positioning strategies of  Unilever 
Segmentation strategies 
Segmentation strategies are nothing but marketing techniques that categorize the market into small groups of customers and it helps marketers to deliver their message to the customers in a more effective way (Yusuf et al. 2022). There are some common segmentation strategies have mentioned below-

[image: ]
Demographic segmentation: Unilever is one of the top brands not only in the UK but also throughout the world. Owing to having a large customer base the company uses demographic segmentation and categorizes the market based on age, income, family, and gender. The company needs to deliver an effective message to the customers and increase its sales (Karthikeyan, 2023). Let’s understand with the examples, Dove is a famous brand the company that specially targets women with personal and beauty care products and the company recognizes the demand for products for this segment. Along with this Axe is a brand of Unilever and this brand particularly focuses on male young customers that help in the grooming and take care of their preferences and needs as well. As per the theory of Kotlar and Armstrong segmentation theory, the mentioned variables are common and effective to reach its message to the ground level effectively. 
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Psychographic Segmentation: The company also uses Psychographic segmentation to target the customers based on their attitude, interest, value as well as lifestyle which help to deliver effective messages and increase sales of Unilever (TBH, 2023). For example, the company introduced Ben & Jerry's ice cream to make formal requests to those customers who are socially conscious and prioritize sustainable products. So this is one of the good strategies of the company to build an emotional connection with the customers. It influences the purchasing sections of the costumes by recognizing their psychological need. It also helps to create positive brand associations and foster brand loyalty.
[image: ] 
Geographic segmentation: Segmentation strategies is also a very crucial part that helps the company to cater to its customers as per their preferences as well as need in various locations throughout the world (Reza, 2020). As per the tradition of local culture, the company made customization in their products so that the company can cater to them in the best way. In the geographic segmentation, the company has a presence in North America, Europe, South America, South Asia, the Middle East as well as South East Asia. In this way, Hofstede's theory helps the company to understand the culture of customer behaviors. 
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Behavioral Segmentation: The company also takes the leverage of Behavioural segmentation to increase its sales because it assists to categorize the customers based on brand loyalty, usage rate, buying behavior, and others (Lee, and Kotler, 2022). For example, loyal customers are looking for coherent quality and the company targets those customers with a different message. 
Targeting Strategies 
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This is one of the crucial elements in the marketing fundamentals that help to understand the marketing dynamics strategies of the customers. In this way, the company goes through two targeting strategies, the first one is differentiated targeting and another is concentrated targeting that depends on the products and demand of the customers (Unilever PLC, 2023). The company targets 15 to 50 age group people including both genders but targets different products. For example, the company offers many products from different brands like Dove, Axe, and other products related to personal care. Here the company moves with differentiated targeting strategies because the requirement of every person is not the same so that moves this strategy. It also allows the company to capture a wide market because it aids to cater a wide range of customers. Along with this the company also applies concentrated targeting and in this target marketing the company caters to the need of specific customers by focusing on a particular niche (Gilliland, 2016). This is very essential and used by Unilever. For example, the company offers Dollar Shave Club, which is an American brand that provides razors and other elements for male grooming and it serves those people who especially looking for quality goods. So the company targets the customers in these two ways to effectively make its reach to the customers. This is not the single example in the UK that used these two targeting strategies Burberry, John Lewis, and Rolls Royce that also go through these targeting strategies in the business. 
Positioning Strategies 
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The positioning strategies of the company comprise offering a wide range of goods and cater a huge number of customers to satisfy them by meeting their needs and preferences. Unilever's position in the market through the help of offering sustainable and high-quality goods to make the life better of the customers as well as promote environmental and social responsibility. So that the company moves forward with sustainable positioning strategies to reflect the fulfillment of its commitment toward society and the environment. For example, the company launched a campaign that is "Dirt is Good" and this campaign was related to detergent and also encouraged the child to play and grow while promoting eco-friendly products (Ormesher, 2020). Along with this, the company develops partnerships with influences and celebrities that promote its products and it leaves a visual impact in the mind of customers. For example, in the UK the company collaborates with some influences of the company's products and this is the best way to make a positive impression in the market but the influencers are different in the different countries. For example, Starbucks does positioning in the same way. 


[bookmark: _zew34jupdvhn][bookmark: _Toc141105041]3.Current marketing mix strategies Unilever (4Ps)

The marketing mix is one of the great elements of the marketing foundation that aids to understand the marketing dynamics and it also helps the company to get a competitive edge. So describe the marketing mix based on the 4 P are Price, Products, Place as well as promotions and these are the foundation approach of the company (Wichmann et al. 2022). This segment focuses on the current segment of the company based on mentioned 4P and this is also very essential to recognize the area of development in each. 
Product
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The company develops its products under some criteria that are diversification in the goods, innovation as well as developing the products in a way that could help to satisfy the customers by meeting their requirements. So that the company creates huge products that incorporate food, beverage, personal care elements, home care, and others under very famous and well-established brands (Kissinger, 2023). In the context of product development, consistently invested in research and development to recognize the changing demand of the customers and develop the products in this way to meet the demands. In the products, the current strategy of the company is to improve the older products which have fewer sales, and develop with the alignment of customer preferences. The company makes sustainable products and also develops plant-based products. At the time of development of the goods, the company moves with practical implementation and gets the respect that it is positive then launch in the market.  
Price
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As per the book of Philip Kotlar, marketing suggests many pricing strategies, and in which Unilever moves with dynamic pricing strategies. The reason behind choosing this pricing strategy is that the company has a presence in different countries and every country has a different culture so one pricing strategy is not suitable to run the company seamlessly. Along with this, the company maintains a balance between its higher and lower price but also focuses on competitive pricing for those products related to mass-market. The company maintains these prices based on some crucial factors like the economic condition of the counties, competitive landscape, and customer behaviors (Unilever PLC, 2023b). In consumer behavior, the company keeps the prices of goods by looking at the paying ability for products. As mentioned in the book of Philip Kotlar dynamic pricing strategies suggest the company change the product’s price as per the market response (Lee, and Kotler, 2022). For example, ORESA is one of the great examples in UK retail that uses dynamic pricing strategies. In the products categories of Unilever, it can be seen that many differences. For instance, Dermalogy is a premium quality product of Unilever that has high prices and it provides high-quality skin 
care but on the other hand, Dove has affordable prices so it can cover a larger customer base. 



Promotion
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This is one of the top companies that invest huge amounts in promotional activities that helps to increase customer engagement as well as build brand awareness. In the promotion, the company moved with the traditional as well as digital channel that helps to cover local people as well as across the country. The traditional route incorporates TV advertisements, banners, posters, pamphlets, and others that help to make the company aware of its products to the customers. In the digital route, the company collaborates with some influences, social media campaigns as well as experiential marketing events. These are very effective to attract customers and it ultimately leads to increased sales for the company (Unilever PLC, 2023a). It can be seen that the promotional activities of the company are related to the AIDA model. It means Unilever focuses on the attention, interest, desire, and action of the customers and it helps the company to create customized ads. These customized ads are a very essential part of marketing and before marketing the company creates a customer persona. Along with this, the company made a marketing campaign, named “Dirt is Good” that provides value to the children in their play that leads to developing the loyalty of parents towards the company's brand. It takes care of their parents. It also creates a sense of feeling that this brand is about the betterment of the children then the products would help in the growth. So this is a promotional strategy of the company.  


Place
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The place is very crucial for every business that helps the company to improve its sales. There are different places to sell products. In the same way, the company uses diverse places to increase its boundaries. Along with this the company also evolved a strong distribution platform that incorporated various channels to reach its presence to a large number of people. The company strategically partners with various supermarkets, wholesalers, and retail chains and the company has a good number of physical stores throughout the world (Kissinger, 2023). The company is also present in e-commerce platforms and makes partnerships with big platforms to increase its reach to a large number of people. 

[bookmark: _kx745buwrqre][bookmark: _Toc141105042]4.Conclusion 
Summing up all the topics with the clear understanding that marketing fundamentals comprise STP and marketing mix, these things are considered by Unilever. The company impairment geographic, demographic, psychographic as well as behavioral segmentation and all very essential to categorize the large base of people into smaller groups, and then the company target to the people. In the targeting, the company focuses on 15 to 50 age group people. For positioning, Unilever develops sustainable products and raises campaigns that emotionally come to the people. The marketing mix demonstrated 4 P in which the company moves with the diversification of the products and also uses dynamic pricing strategies that helps to cover a large number of people. In the promotion, the company moved with traditional and digital promotional strategies.
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