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Business organizations today are not faced with the challenges that arise from day-to-day business rather faced with the challenges from diverse sources inside and outside the organization. An organization’s survival depends on effective marketing strategies that take into condition all the challenges faced by the organization. The organization’s effective marketing strategy should follow five stages of the marketing process. These are understanding of marketplace and customer needs, designing a customer-value-driven strategy, constructing an integrated program that provides superior value, engaging customers to build a profitable relationship and capturing value from customers to create profits (Kotler and Armstrong, 2013). Throughout my writings, I will discuss all the steps concerning Unilever that is a UK company operating business around 190 countries.
The first step relates to the understanding marketplace and customer needs. Whether the company should launch a new product is determined in this step. The company analyses its suppliers, customers and its competitors and compares the market situation with their overall risk strategy then decides about proceeding with a particular product. It was found by Porter’s five forces situational model analysis that buyers’ power is high due to low switching costs for the buyers, suppliers’ power is moderate as a moderate level of suppliers exist, the threat for substitution is low as there are lower substitute products, the threat for new entrants is low as huge costs for brand recognition is required and rivalry is strong as higher numbers of firms exist and their aggressiveness is also high (Kissinger, 2017). This analysis suggests that the company should focus on increasing relationships with customers and ensure better competitive advantages by improving products’ quality than competitors. Besides, knowing what customers need is important. Unilever developed over 400 brands around 190 countries to serve different types of customers' needs (Thomas, 2018). Without knowing what customers exactly want may result in huge advertising and production costs on something that brings nothing to the company.
The second step relates to designing a customer value-driven strategy. Customers will accept only the products that they think valuable to them. To provide value to the customers a company should serve a specific segment of the market. No company can serve all the needs of customers. Therefore, segmentation is necessary to know about specific needs by the specific customers. After all, the company can’t profitably serve all market segments. Hence, it targets specific segment/segments to whom they can serve profitably. Finally, it differentiates the products to position in the market to provide superior value to the customers (Kotler and Armstrong, 2013). Unilever provides different products for different segments of its customers. It segments all of its products into three categories namely household products, food and beverage products and personal care products (Ridder, 2021). The company narrows its focus on these three categories thus excludes other categories of product. The company does not offer the same category of products to all customers. For example, it offers different beauty care products for different target customer segments based on demography and gender. Unilever positions one of its beauty products ‘Dove’ by promoting the statement ‘nourishing secrets’ (Dove US, 2021). By this statement and beautiful color packaging, Unilever differentiates ‘Dove’ from other similar types of products and positions in the market.
The third step is the marketing mix strategy, it is a significant factor for the business because it provides ideas about marketing competition and challenges by addressing different pricing strategies, product elements and price elements (Kotler, 2012). It covers 4ps of a company named product, price, place, promotion and different marketing strategies such as innovation, experience and investment. Unilever is a company that enjoys a better marketing mix through an array of products and its innovation. The company ensures fast growth over the last eight years, at the same time its 60% product rises the profit recently last two years. The facility of marketing more than 400 brands of product is enjoyed by Unilever (Okeudo, 2013). Marketing strategies enable the company to achieve the organisation’s goals and objectives and define different strategies.
Portfolio of products those are offered by a company known as product mix, it refers to the number of product line of a company and the individual product or service the company offers. Food, Personal care, Homecare, Beauty products/ Refreshment are the major four product categories of Unilever (Unilever’s Marketing Mix (4Ps) Analysis, 2021). Under those categories, the company has 13 brands such as Lux, Sunsilk, Lipton, Axe, Rexona, Dove, Omo, Magnum, etc. which have an average sales of 1 billion euros in a year. Unilever products’ brand provides the First-Moving Consumer Goods (FMCG) and the company works consistently to maintain a balanced product mix that is the reason for company success (Team, 2021). According to the information of 2015 the company has 12 sustained products which ensure the 30% growth of the company that increased at 490% in the year 2016. The first-mover advantage and the developed strategies in the innovation and product design enable the company to grow.
Pricing is an important factor that can affect the demand for the product. By studying the pricing strategy of Unilever it is found that the company uses a competitive pricing strategy. For example, the company determines premium pricing for the rand Dove as the product provides premium quality (Unilever price strategy, 2021). The company has more than 400 brands over the world with a price range from low to high that ensures appropriate product pricing and the prices of the product are changing based on the market factors. Unilever also uses a penetration pricing strategy that serves high-quality products at a lower price. Rexona is an example of a penetration pricing product. The company aware the customer with lower-priced product and then target them to convert loyal customer with the best quality high priced product (Pratap, 2021). Sometimes, the company uses a product-bundle pricing strategy that offers discounted prices for a bundle of products. From the discussion, it is clear that Unilever is using a mixture of pricing strategies.
The worldwide operation of Unilever is a superior example of the company’s distribution strategy. The place or venues in which the company negotiates with its target customer is determined under the distribution or place strategy. In over 190 countries the company distributes its products through retailers, kiosks and own stores (Team, 2021). Walmart and local super shops are working as the major retailers of the company. Thousands of distributor serves more than millions of retailer encompasses the whole world. The distribution strategy of Unilever is facilitated through the global manufacturing and distribution channel to serve in outlets. Personal selling strategy is promoted through direct selling and kiosks such as T2 and Ben & Jerry’s Scoop Shops. Unilever has 45 carryings and forwarding (C&F) agents in India and 6.3 million retail outlets that cover the millions of retail shops(Unilever price strategy, 2021). Therefore, it can be said that the distribution strategy of Unilever is outstanding that ensures the success of the company.
Considering the competitors Unilever has spent 8 billion euros per year on the promotional strategy through the TV channels, digital media and online media. Advertising is the major part of the promotional strategy of Unilever, for example, the company advertises on the television for the brand Dove, Sunsilk, Rexona, etc. (Okeudo, 2013). Besides advertising strategy, sales promotion and direct marketing also increase the reputation of promotional strategies and public relations through giving discounts. Sometimes implementation of personal selling improves the collaboration with the retailer that improves the promotional tactic. The use of digital technology improves the marketing of Unilever that increases yearly sales (Unilever’s Marketing Mix (4Ps) Analysis, 2021). Dove arranges different marketing campaigns and offers discounts in the bundle of products. On the other hand, Axe also arranges different campaign and the company spend more in the promotional sector. As a result, the loyalty and preference of the company are increased over the globe.
The fourth and the last step relates to managing customer relationships and capturing value from the customers. To manage the relationship with customers company needs to offer appropriate products to the customers that make them satisfied customers. Besides, the companies should give priority to the more profitable customers and always engage them with their brand through social media or other ways. During the covid-19 pandemic, peoples preferred to buy online rather than going to shops and focused on their health. Understanding the needs of the customers Unilever reached their customers online and it acquired SmartyPants Vitamins and Liquid I.V to build its brands in functional nutrition, health and wellbeing (Annual Report, 2020). Finally, the companies should focus on making loyal customers and retaining them. Furthermore, they focus on increasing the market share of customers. By retaining profitable customers, companies can capture the lifetime value of the customers. Unilever is continually increasing its market share in rural sectors and its focus on empowering women created loyal customers (Mahajan, 2016). The increasing trend of loyal customers helped it to increase profits over the period.
Through the essay, the process or stages of the marketing is discussed and explain the Unilever market segmentation, target positioning and marketing mix strategies. Marketing is the inevitable issue in business that helps to identify people demand and distribute properly. Some major findings are found in this essay that can be used in decision making and further research.
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