[image: ]
APPENDIXGA36a


	Programme:
	BABusiness Management

	Module:
	MarketingFundamentals

	Modulecode:
	
LCBB4004
	Contribution toOverallModuleAssessment(%):
	
70%

	ModuleCoordinator/Lecturer:
	
TusharaBalendran
	
InternalVerifier:
	
DrAnupamMazumdar

	AssignmentTitle:
	Assessment 2
Marketing FundamentalsAnalysisandEvaluation-
	Word count (orequivalent):
	
3000-3500





Executive Summary 
From the report, it is deduced that Unilever is a multinational brand that has a variety of products and able teams behind its smooth functioning. The brand has various strengths and weaknesses that have been discussed with SWOT Analysis. It has helped to understand the factors of the company's success. The PESTEL and analysis of various factors of the company have provided a clear idea of the company's reason for success. A proper STP and marketing mix has been performed on Unilever to find out about the various techniques used by the brand to ensure maximum profit and accountability.

Table of Contents
Introduction	4
Main Body	5
Conclusion	14
Reference List	15

[bookmark: _Toc90399040]

Introduction
Marketing can be defined as the set of activities that follow the process of creation, communication, deliverance and exchange of valuable offers for the customers and clients in a larger sphere (Kotler and Armstrong, 2013). It can be depicted by the activities performed by a company to promote the products and services to the consumers (Deepak et al., 2019). Unilever is a multinational consumers goods brand that was founded by Dutch margarine producer and the British soap maker Lever Brothers in the year 1929. The company has its headquarters in Unilever House, 100 Victoria Embankment, London and has over 149000 employees globally (Unilever, 2021). In the year 2020, the company is estimated to be making revenue of 43.32 billion pounds. A detailed analysis will be performed on the various internal and external factors of the company in this report. STP and marketing mix for the company will be performed. 
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Various factors influence the functioning of the company. Performing an analysis on external and internal factors of Unilever with an overall STP and Marketing mix will help to asset the marketing factors of the company efficiently. 
Internal Analysis 
The internal analysis of the company can be stated with the helpof SWOTanalysis.
SWOT analysis
SWOT is an effective and simple tool that allows the consideration of strengths, weaknesses, opportunities and threats possessed by a company (Vlados, 2019). A proper analysis helps to understand the various underlying factors that influence a company's growth and success. 
Strength
Unilever is a global brand that operates in nearly 190 countries and has customers from the entire world. The brand has a wide range of product availability and serves the various preferences of customers all around the globe. It has over 400 household name brands that are widely used all across the globe (Unilever, 2021). Research and development are heavily funded in the company and there is a constant scope of innovation in their products. The presence of a strong global presence is very important for the company as it lets the brand acquire profit and customers from all over the world. Unilever targets the hearts and minds of a global audience with the production of items that retain distinct local flavours (Unilever, 2021). The company has over 149k employees that always put up their best to achieve maximum innovation and profit. Customers form the most important part of the industry of Unilever. The presence of a high customer rating is very important to the company and it increases the popularity and profit of the brand globally. 
Weaknesses
The company finds its weaknesses in emerging markets of Asia and Africa where it faces the threat of being easily replaced by traditional and alternative products. Emergence of Covid 19 has caused many changes in the consumer demand pattern and affected the supply of goods of the company. There was a subsequent negative sales pattern globally and caused a huge loss for the company (Unilever, 2021).  It also faces a lot of competition at every turn from global brands like Nestle and increases its stake in the fast-moving consumer goods environment. 
Opportunities
Globalisation and global media have let the consumers aspire to lead a western lifestyle, which provides the company tremendous opportunity to gain large and diversified consumer base. The emergence of COVID has given rise to a health-conscious consumer base and this can turn into a boon for the company where it can excel in the innovation of new products for the targeted audience (Unilever, 2021).The company has enough record of manufacturing sustainable and environmentally friendly products that can draw more consumers to indulge in their products. 
Threats
The ongoing global economic crisis of the pandemic has affected Unilever in various ways. Disruption in the supply chain and the transformation of the demands market proves to be a threat to the company (abeam, 2021). The company faced threats due to the increased cost and diminishing revenue. Introduction of various local upstarts is a serious threat to the brand because it can lessen the demand for the company's products. The entry of various Asian multinationals in the global arenas can be seen as an opponent threat to the company.
External Analysis
The external analysis of the company can be performed with the helpof PESTEL and Porter’s Five Forces.
PESTEL
It analyses various external factors affecting a business (Pan et al., 2019). Proper application of PESTEL helps to bring forwards various underlying factors that module the expansion of a business. 
Political factors
The corruption index in the UK is at 77 points in 2020 (tradingeconomics, 2021). Thus, the company can grow its business without the need of paying any underlying bribe to corrupt personals. Political stability index of UK is at 0.47 points in 2020 (theglobaleconomy, 2021). This provides a stable condition for the company as there are no chances of establishment of new laws that can affect the same.
Economic factor 
The GDP growth rate of the United Kingdom stands at a score of -9.85% of that in 2020 (Statista, 2021). Emergence of COVID 19 has led to the downfall of the overall growth and has caused hindrance to the development of the company. However, in the post covid state there is high scope for the company to expand and have huge profit. Inflation rate in UK is at about 0.85% in 2020 (Statista, 2021). This provides an excellent opportunity for the company to grow and generate higher income.
Social Factors
UK shows increase in population by 0.6% in 2020 and provides the opportunity to the company of increment in consumer base (data.worldbank.org,2021).The UK shows a literacy rate of 99 % where most of the population is educated and skilled (worldatlas, 2021). This is helpful for the company, as it will allow them to hire skilled professionals who will contribute their part in the development of the same. 
Technological Factors 
Around 94.62% of the population in the UK uses the internet daily (Statista, 2021). This provides the company with an ideal condition to expand their business digitally this attracting a larger number of consumers through advertisements and more. 
Environmental Factors 
The Environmental Protection Act allows the company to follow various standards in waste management and control the emissions from their factories (legislation.gov.uk, 2021). It leads the company to choose a greener and sustainable way to control their material waste thus attracting a larger consumer base. 
Legal Factors
The UK laws protect the employees of the company to be discriminated against because of their age, sex, religion or disability (gov.uk, 2021). This improves the employee engagement of the company and enhances the mobility of success. The Employee law of UK states that the company has to abide by the minimum legal rights provided to the employees of a maximum working week of 48 hours. Unilever follows the rules to improve the employee engagement that redirects to the utmost profit generation.
Porter’s Five Forces
Porter's Five forces let to identify the location of power and competitive strength in any business context (Bruijl, 2018). It is useful in consideration of the strength of any organisation and analyses various effects of the conditions. 
Competitive rivalry
Competition is a major force in the world of Unilever. The presence of various alternate brands like Nestle, Johnson&Johnson, GSK and others have created a potential threat for the company (comparably, 2021), Thus, competitive rivalry is high because of the presence of a higher number of alternate brands and firms that provide the same products in the consumer base. The company faces tough competition due to the low setting costs provided by other brands.
Braining power of the suppliers
Unilever takes raw materials from numerous suppliers that provide goods for the personal products industry. The presence of suppliers in a very dominant angle can demean the margins earned by Unilever. Powerful suppliers can use their powers to set up higher values of the materials. However, due to the presence of an adequate amount of suppliers who provide personal products, the threat is comparatively low. 
Bargaining Power of the buyers
The entire industry depends on the response of the consumers. Presence of low switching costs makes it easier for the consumer to switch from Unilever to different brands. The bargaining power of the buyers is high. Additionally, the consumers have access to a high quality of information about the market and it makes them vulnerable to switch brands. Thus, the brand needs to maintain high-quality products with minimum prices. 
Threat of Substitution
The threat for substitution is very low in the case of Unilever. Various companies provide the same products but there remains a challenge of availability of the same.   The prevalence of global recognition for the brand allows it to be easily available everywhere. Most substitutes have minimum cost difference with the products of Unilever wand it makes thecompany appear more attractive to the consumers. The vast availability of the products behaves as a threat to the substitutions. 
Threat of New Entry 
Low switching costs proved a plus point to the new entrants to display their products against Unilever. However, the cost required to set up their standards in comparison to the brand is huge. Unilever takes advantage of its high economic sale and supports competitive pricing(Unilever, 2021). The company is thus free from the threat of new entrants as the chances are very low. 
STP (Segmenting, Targeting and Positioning)
In recent times, STP marketing holds great value as it creates an efficient analysis of the company. It focuses on the commercial effectiveness, selects the most valuable fragments of the company and appositionally places the product in the market (Setiyawati et al., 2021). STP stands for the abbreviated version of segmentation, targeting and positioning of marketing. The importance of the STP marketing helps to personalise companies to their consumer market. This allows the companies to focus on dividing the customer base in smaller fractions. It enables the generation of the specified marketing strategies to enlarge the popularity of the brand. Unilever is a global brand that covers the various essential commodities needed by an individual. STP allows the brand to develop the understanding of the ideal customers along with their desired needs thus increasing the profit scale of Unilever.  The application of STP for Unilever is stated below. 
Segmenting
Segmenting refers to the division of market-based on customers using various strategies(Insider, 2021). The main goal of this segment is the creation of customers based on specific criteria of the company. There are four types of segmentation namely Geographic, Demographic, Behavioural and Psychographic segmentation. Demographic segmentation is performed by the brand as it targets a specific age and income group. Unilever divides its customer base based on demographic variables that are represented by the age, gender and income capacities of the same. Unilever allows its work force to indulge in focusing their time and resources on the segments that comprise of the customers who are keen to buy their products. This proves to be the most valuable asset of the customer base. Another criterion is Geographic segmentation, where it focuses different regions with their distinct needs.
It targets the upper-middle and middle class of various regions of the world. It targets a market that is commonly accessible by the predominant two classes of the globe. Products are launched accordingly that can attract people who can afford the premium quality of the same. Unilever is concerned to identify the various aspects of the gender spectrum thus referencing the significant effects on the preferences and purchasing options of the same. The various divisions of products are made because of keeping them accessible to both men and women irrespective of the location. Possession of the various segments of the market base allows Unilever to promote products accordingly to meet the demands of the consumer strata. 
Targeting 
The company targets men, women and families who are indulged in shopping for various household items. Mostly the age range of 20-50 is attracted to the products that bring ease to their daily life. Most of the customers are from the middle and higher middle classes. The UK shows a population of 3.82 million who fall under the desired age range of the company (Statista, 2021). The company provides access to a vast amount of products that keeps an individual connection. Availability of food and house and beauty range of the company has made it globally accepted by all. Unilever tries to maintain their targets to all the age groups in the market and their products are visible in the household of every family all across the globe. 
Thus, Unilever targets an audience that comes under the age range to stimulate their overall profit. The presence of a proper targeting strategy helps Unilever identify the segments that can be the potential buyers of the brand. It enables the deliverance of the customised messages to the target groups to promote the business and increase the overall profit of the same. It allows the company to lure customers away from the competitors of the brand and capture a huge share in the overall market. Unilever has presence in more than 190 countries, where it targets people with more than 500 brands (Unilever, 2021).
Positioning
Positioning is the final stage of the process where the company places their products statistically ached of the competitors (Kotler and Armstrong, 2013). It enables Unilever to decide the reason behind its popularity and ensures maximum profit for the company. The products of the company are of high quality and provide a nominal price. Unilever enables the labelling of its goods to allow the consumers to get the optimum knowledge of facts about the nutritional values and importance of each product. It promotes the brand to a higher environment where it becomes visible to the maximum amount of population. Unilever always promotes its products in a different way to stimulate the emotional sentiments of the targeted audience. It is the largest brand in the world that provides such a vast range of products.
It Influences the consumer perception of the products and establishes a major identity of the brand in the process. This let the consumers associate the brand products with a beneficial value and high quality. Unilever derives the positioning of its brand with care and vital importance to influence the presence of the products in the home and personal care of the consumer base.  Sustainable living and environment-friendly outlooks are the reason behind the company's successful promotional campaigns. The following diagram shows the positioning in the industry.
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Figure 1: Positioning map
Marketing Mix
Marketing mix can be defined as the set of actions when followed by a company helps the same with the promotion of the brand or the product (Thabit and Raewf, 2018).  It includes various areas as a part of marketing and refers to the framework of the brand. The 4P s of the marketing mix of Unilever is stated below. 
Product
Unilever is a company that has over 400 brands under its arena. It has a wide variety of products that can be classified widely as Foods, Refreshments, Home and Personal care products. Food products of the company include like Knorr and Hellman’s that cover various items namely mayonnaise, sandwich spreads, sauces and soup bases. Magnum, Ben & Jerry’s, Walls and others cover the beverages section of the company. Unilever makes use of various landed agents like Surf, Comfort and dishwasher detergents to place their products in the home care arena. Close up toothpaste, Vaseline, Dove and Lux form the personal care category of the brand (Unilever, 2021). The brand has its grip over various categories and areas. Diversification is the key element of the product range of the brand and it provides the delivery of promising products. Customers are highly attracted to the various products of the brand and it levitates its market presence all around the world. 
Place
Unilever has a global presence that reflects the extensive reach of the brand to all the consumer goods market. It distributes its products to retailers and stores all across the globe. Retailers are an important part of the distribution of the products of the company. Unilever also provided the opportunity to provide its product through various stores across Africa, America, Asia Pacific and Europe. Various stores locations can be availed through the official website (Unilever, 2021). The brands have their products all over the world and its easy availability marks the actual reason for its success. Products are easily sourced and describe the global domination maintained by the company. 
Price
Unilever has a variety of pricing strategies that allow the company to place different costs for diversified products. In general, most of the products are based on strategies that are market-oriented and provide premium quality. Market-oriented pricing sets Unilever to have different price points for different products in the consumer goods market. The company uses the various comparisons of prices of a single brand and sets their required cost to ensure profit gain. Various moderately high price ranges are applied to the products that offer premium quality of service. It specifically places prices because of the variation of consumer goods and target spots.  
Promotion
Promotion plays an important role in the growth of the business of Unilever. The company looks forward in launching a network of global publishers and platforms that work in union to transpose its online advertising and gain control over the experience for consumers. It proved advertisements on television and social media frequently thus promising customer engagement. It uses various discounts and product benefits to promote its services. The company hosts various welfare programs that promote the goodwill of the company to its customer base. Various social media endorsements and influencers are engaged to attract customers. It makes use of its global presence and takes hold of various celebrities and local films to promote various products (Unilever, 2021). The effectiveness of the various promotional activities followed by the company is evident from its huge success and global recognition. 
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From the above report, it can be concluded that Unilever is a multinational brand that has a superior marketing team that looks after the various operations quite effectively. The brand has various strengths and weaknesses that cater to the growth of various opportunities for the same. Evolution of the external analysis helps to understand the underlying factors of the company's success. Moreover, analysis of various factors with PESTEL and discussion of various forces makes the companies strategies transparent. A proper STP and marketing mix of the company ensures the company's ideals and methodologies that ensure the overall success of Unilever. The company has a variety of services and products and the union of all the strategies have resulted in the brand's achievement of optimum success. 
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