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Executive Summary
The study is focused on studying the external and the internal market analysis of Unilever using various marketing tools. The STP analysis of the company has also been provided to show the strategies of segmentation followed by the market. Additionally, the study has helped in analysing the marketing mix of Unilever as well.
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[bookmark: _Toc111833333][bookmark: _Toc113193568]1. Introduction
The present UK market in the consumer sector is highly competitive. Thus, it is the utmost need of the hour for all consumer companies to focus on increasing their competitive advantage. For the study mentioned, Unilever has been chosen. Unilever is headquartered in London and hence the British political regime is of utmost importance to the company (Unilever, 2022). A thorough external and internal market analysis has been presented in the study to show the state of the company in the country.   

[bookmark: _ahk5ybosus60][bookmark: _Toc111833334][bookmark: _Toc113193569]2. PESTEL Analysis of the Unilever Group in the UK
PESTEL analysis refers to the study of the various key factors that help in influencing the various key factors that can affect the growth of the organization (Abdullah et al., 2022). The main factors under consideration in PESTEL analysis are mainly Political and legal,  , Economic, Social , Technological and Environmental factors. 
The image below has helped in depicting the factors of the PESTEL analysis. With the help of PESTEL analysis, the decision-making system of the company can be improved to a great extent as well.    
[image: ]
Figure 1: Factors of PESTEL Analysis
(Source: AKMAN, 2020)
[bookmark: _t2rs39ld34hu][bookmark: _Toc111833335][bookmark: _Toc113193570]2.1. Political and Legal
The ongoing political uncertainty in the country due to Brexit can be described as a major turning point for all the companies in the UK (Turnpenny and Hussein, 2021). However, the maintenance of good political relationships with the USA and other commonwealth countries is very sustainable for the growth of the company in terms of import and export operations. Considering the legal factors, it can be mentioned that the introduction of the trade bill and the UK version of GDPR may help Unilever to compete with international companies in the UK market. Considering the legal factors, it can be mentioned that the implementation of the “Employment Act, of 1996” and the “Consumer Rights Act, 2015” are very strict in the country (Devenney, 2018). Thus, the company needs to reserve the rights of the employees and the consumers under these laws.
[bookmark: _apfzq5lo1eh0][bookmark: _Toc111833336][bookmark: _Toc113193571]2.2. Economic Factors
The UK has been observed 6TH  largest GDP in the world (Bloomberg, 2022), The nominal GDP of the UK  to reach 2.64 trillion USD in 2020 (Ons.gov.uk, 2020). Thus, it can be mentioned that this had a positive impact on the mentioned company. However, simultaneously, a fall in the GDP of the country by 9.76% in the year 2020 during the pandemic caused a setback to the growth of the company (Statista.com, 2021). Thus, the net revenue of the company faced a slight fall in the economy due to the pandemic.
[image: ]
Figure 2: Revenue condition of Unilever
(Source: Statista.com, 2022) 
[bookmark: _1hyqad8isq1t][bookmark: _Toc111833337][bookmark: _Toc113193572]2.3. Social Factors
Taking into consideration the social factors, it has been observed that the total population of the UK comprise different demographic and diverse cultures (Worldometers.info, 2021). The pandemic changed the purchasing power and behaviour of customers. Furthermore, the literacy rate of the country is quite high, at nearly 99% (Una.org.uk, 2020). The delivery of products through online channels helped the company to sustain itself during lockdown Hence, it can be said that the changes in social factors of the UK may require further investment to channelise their sales via online platforms for the growth of the company to a great extent. Moreover, the prospect of hiring educated and skilled employees for the country also increases, thus increasing the chances of productivity for the country.  
[bookmark: _3w5tw0wrcjzy][bookmark: _Toc111833338][bookmark: _Toc113193573]2.4. Technological Factors
The UK is one of the most developed countries in the world in terms of technology. Considering this fact, technology transfer between different countries, companies, and societies has not that complex regulation, that encourages to the adoption of new and innovative technologies. This aspect has helped companies to adopt new technology in production, logistics, sales and marketing, and other operations to achieve efficiency. For example, Unilever adopts satellite imaging and artificial intelligence (AI) for monitoring the process of land conversion and deforestation. Additionally, the technical advancement of the company has also helped them adopt blockchain technology in its digital supply chain (Techtarget.com, 2022).      
[bookmark: _4ep2lfizmaao][bookmark: _Toc111833339][bookmark: _Toc113193574]2.5. Environmental Factors
Consumers are also concerned about the sustainability and preservation of natural resources. From the SDGs adaptation of the UN, it has been observed that companies have focused on the same issue as well. As of 2019, the UK has focused on reducing carbon emissions by 2.9% and being carbon-free by 2050 (Carbonbrief.org, 2020). Unilever’s sustainability Reports have shown that the distribution centres and warehouses of the mentioned company make up nearly 2% of the greenhouse gas footprint (Unilever.com, 2022). Hence, it can be mentioned that they have focused on the development of the environment as well.     
[bookmark: _wm13dhqpyx4l][bookmark: _Toc111833340][bookmark: _Toc113193575]3. Porter’s Five Forces
Porter’s five force model is focused on analysing the weaknesses and strengths of the company based on the external environment (Juliana and Nyoman, 2019). With the implementation of this tool, the profitability and competitiveness of a particular sector can be identified in a better manner. The image below has helped in representing the five force model. 
[image: ]
Figure 3: Porter’s Five Force Model
(Source: Chetty, 2020)     
[bookmark: _oge3re5dwb85][bookmark: _Toc111833341][bookmark: _Toc113193576]3.1. Rivalry 
Competitive rivalry can be said to be a major force hampering the growth of a company. In the case of Unilever, it can be mentioned that the number of competitors that the company has is huge due to the presence of several companies in the industry. A recent report has stated that the major competitors of the company in the UK are international brands such as Colgate-Palmolive and Procter & Gamble (Craft. co, 2022). Thus, overall,  it can be said that the force of competitive rivalry is high for Unilever.    
[bookmark: _wfjco0h0iwfl][bookmark: _Toc111833342][bookmark: _Toc113193577]3.2. Threat of New Entrants
Due to its diverse brand name and awareness, Unilever is seen competing with major and established firms. In the case of the mentioned company, it can be stated that the consumers have high brand loyalty as well. Thus, it can be stated that the switching cost of the company is quite low and the establishment of a brand name as high as that of Unilever is quite difficult. Hence, it can be stated that the threat of new entrants is low for Unilever.       
[bookmark: _50m0xs33tl0c][bookmark: _Toc111833343][bookmark: _Toc113193578]3.3. Bargaining Power of the Buyers
The business of any company is highly dependent on the response of the customers to the products sold by that company (Bashir and Farooq, 2019). In the case of Unilever, consumers have been observed to have access to high-quality information about the products sold by the company. It has been observed that consumers in the present day compare products before they buy them. Thus, it can be mentioned that in the case of Unilever, the customer base of the company is diverse yet the pricing strategy plays a major role in deciding the customer's choice. Thus, it can be stated that the bargaining power of the buyers is high.     
[bookmark: _uqtscojx7h8v][bookmark: _Toc111833344][bookmark: _Toc113193579]3.4. Threat of Substitutes
The increased availability of substitute products plays a major role in maintaining the strength of these firms (Wood et al., 2021). The diverse product segmentation portrayed by the company plays a major role in avoiding the growth of substitute products. Thus, it can be said that this is a weak point for the company and does not affect its growth.   
[bookmark: _vz6hvr8b1jpy][bookmark: _Toc111833345][bookmark: _Toc113193580]3.5. Bargaining Power of Suppliers
The bargaining power of the suppliers can be considered to be a moderate force. This is mainly attributed to the firm size of the mentioned company. Because the company's supplier base is diverse. However, studies have stated that suppliers play a major role in keeping a balance between the supply and demand curves (Li et al., 2022). Thus, the diverse supplier base of the company plays a significant role for Unilever.

[bookmark: _t5t93nxzcqw4][bookmark: _Toc111833346][bookmark: _Toc113193581]4. SWOT Analysis
SWOT is an acronym for Strengths, Weaknesses, Opportunities, and Threats that a company faces in its business operations. With the help of a SWOT analysis, the internal strengths and weaknesses of a company are determined. External opportunities and threats to the companies are also identified (Krasodomska et al., 2021). The image below helps in illustrating the SWOT analysis.
[image: ]    
Figure 4: SWOT Analysis
(Source: Inspired by Businessmodelanalyst.com, 2022)
[bookmark: _wbipsp64bs4o][bookmark: _Toc111833347][bookmark: _Toc113193582]4.1. SWOT Analysis for Unilever Group
	Strengths
	Weaknesses 

	· Huge global footprint due to its vast presence in nearly 190 countries (Unilever.com, 2022) 
· Broad product segmentation and brand portfolio
· Combines the process of global thinking with local execution
· Flexible pricing strategy (Cheng, 2021)
· Wide distribution channels
· Huge brand loyalty of the consumers
· Ability to tune in with the changing customer preferences
	· High competitive rivalry
· Products sold by the company are common and are available from various other sellers at different prices.
· Natural alternatives to the product sold by the company are also possible.  

	Opportunities
	Threats

	· Proliferation and globalization of the local markets provide a greater opportunity for the company.
· The introduction of the healthcare range by the company has paved the way for an increase in its customer base of the company (Unilever.com, 2022).
· A well-developed sustainability plan shows a well-developed corporate social responsibility thus attracting customers.
	· The global economic crisis has hampered the revenue growth of the company
· Shrinking income level of the global consumer base.


Table 1: SWOT Analysis
(Source: Created by the author)
[bookmark: _vrk3bwv6454r][bookmark: _Toc111833348][bookmark: _Toc113193583]4.2. Advantages and Disadvantages of SWOT Analysis
The advantages of SWOT analysis are as follows:
· Helps in providing a better understanding of the business
· Points out the weaknesses and thus helps in developing strategies to strengthen them
· Helps in deterring threats to the business
· Makes the decision-making policy better for the company
· Helps a company to capitalize on the opportunities identified, thus allowing future growth (Malki et al., 2020).
· Developing business goals based on the strengths and opportunities to create a strong competitive presence.
The disadvantages of SWOT analysis are as follows:
· The SWOT analysis can oversimplify the extent of weaknesses and strengths 
· The lack of hierarchy in the SWOT analysis in terms of which action needs attention first is confusing for the company.
[bookmark: _4s8i2gbg4h2t][bookmark: _Toc111833349][bookmark: _Toc113193584]5. Segmentation Targeting and Positioning
[bookmark: _skds3c5tbhcq][bookmark: _Toc111833350][bookmark: _Toc113193585]5.1. Segmentation
In a market, segmentation is referred to as the process of identifying niche customers and focusing on increasing the profitability of the company (Cortez et al., 2021). In the case of the mentioned company, it can be mentioned that the market of Unilever is segmented depending on the four major principles of segmentation: Geographical, behavioural, psychographic, and demographic. It has been observed that Unilever has made its global presence eminent by following demographic segmentation as a core principle and choosing countries with huge populations such as India.
[bookmark: _9rpwv17b6qph][bookmark: _Toc111833351][bookmark: _Toc113193586]5.2. Targeting
The products manufactured by Unilever target a diverse age group right from children to adults. The mentioned company has over 400+ brands that have become famous household names (Unilever.com, 2022). In the case of the mentioned company, it has been observed that every household has at least one product of the mentioned company since they have focused on manufacturing items of daily needs. Thus, it can be mentioned that the target market of the company is based on product segmentation.  
[bookmark: _lbeghge43zca][bookmark: _Toc111833352][bookmark: _Toc113193587]5.3. Positioning
The mentioned company is dependent on competitive positioning since they deal in products that have a threat of substitution. Thus, the mentioned company has focused on investing in advertising the products. Thus, in this manner, they have ensured customer loyalty and thus occupy a good position in the market.  
[bookmark: _ogr9o84lspoi][bookmark: _Toc111833353][bookmark: _Toc113193588]6. The Marketing Mix
The 4P of marketing helps in reflecting the various combination of the businesses that are important for capturing the target market. The image below has helped in illustrating the elements of the marketing mix.
[image: ]
Figure 5: 4P of Marketing
(Source: Maity et al., 2020)
[bookmark: _bveq34uzvgyz][bookmark: _Toc111833354][bookmark: _Toc113193589]6.1. Product
Unilever has been observed to have a huge variety of products such as food, home care, personal care, and refreshments. Product diversification helps in increasing the customer base of the company. 
[bookmark: _9gn7u8biqfmc][bookmark: _Toc111833355][bookmark: _Toc113193590]6.2. Price
Unilever has been observed to follow both "premium pricing strategies" and "product bundle pricing strategy". This is done by the company to reach their target customers as well as implicate the premium quality of the products (Wood et al., 2021). 
[bookmark: _ik7zf59p15t8][bookmark: _Toc111833356][bookmark: _Toc113193591]6.3. Place 
Unilever chose stores, kiosks, and retail stores for selling their product. Thus, it has helped them in reaching the target customers in a better manner.  
[bookmark: _1t13wplxlpx][bookmark: _Toc111833357][bookmark: _Toc113193592]6.4. Promotion 
The promotional strategy followed by the company to promote the products is through the process of advertising or sales promotion or direct marketing. 
[bookmark: _txuagme6qbn0][bookmark: _Toc111833358][bookmark: _Toc113193593]7. Conclusion and Recommendations
Conclusion
From the above discussion, it can be concluded that the implementation of the various marketing tools by Unilever has helped show that the company is quite competent. The external elements and the internal elements have helped in analysing the strengths and weaknesses of the company thus facilitating better decision-making. Thus, these factors help the marketing manager in developing new strategies for increasing the market return.
Recommendations
Unilever, being one of the major FMCG organizations needs to implement recommendation measures to improve its weaknesses. Thus, it can be mentioned that the implementation of the Ansoff matrix can be considered to be the best tool for identifying the various marketing strategies (Oshilalu and Baldie, 2021). The image below illustrates the ANSOFF matrix. 
[image: ]
Figure 5: Modified ANSOFF Matrix
(Source: Ramadas et al., 2019)  
With the help of this matrix, the market penetration can be increased while focusing on creativity and innovation would help in increasing the product range of the company as well. Furthermore, greater diversification and better market development can be achieved as well. 
A further increased presence of online sales platforms may help the company to penetrate the new market. Unilever should encourage CSR and also use them as part of news or promotion to make its consumers aware of its programs. 
For market development and expansion, With the help of digital platforms, the company can offer more personalisation in product making as per consumer demands. It allows product modification as per consumer conditions. Unilever may go with partnerships with different dentists, nutritionists, and beauty experts to spread more awareness of its product line. They can start a subscription-based delivery of personal care, and nutrition sections and may also provide a free consultation with experts to choose the right product as per consumer situations. 
More transparency in the supply chain , productions and ingredients may also increase the trust of consumers in the brand. 
[bookmark: _Toc111833359]
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