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[bookmark: _Toc81029435][bookmark: _GoBack]The stages and the processes of marketing.
Producing a quality product doesn’t mean that revenue will increase. Proper marketing and promotional activities are required to ensure maximum turnover from a product. Nowadays blogging has become a source of promoting products of an organisation. In this part, blogging will be used to understand the stages of marketing and the marketing mix.
[bookmark: _Toc81029436]Blog post: 1. Analysing the process and stages of the Pocket hand-wash project of Unilever.
Unilever has decided to produce a pocket hand-wash to grab the market share of the present pandemic time. As the coronavirus pandemic has created pressure in the life of the people have become careful of being sanitized (Colino, 2021). But it is not possible to carry soap always. Hence, Unilever has decided to introduce pocket hand-wash. For this, it has to follow different marketing processes and stages that will be given below.
Different stages and processes of marketing will be given below.
[image: ]
Figure 1:  Stages of the marketing process (Source: Zaker, 2019, p.34)
The mission of the project is ‘Serve the quality product’. Ensuring the quality of the product will increase the attraction of the people and will motivate them to buy the product (Martynova, 2021). For this reason, the situational analysis of the project will be done that will discuss the strength, weaknesses, threats, and opportunities of the project. The strategic marketing process of the project will be discussed which will include segmentation, targeting, and positioning. Besides specifying the task the marking mix will be discussed.
[bookmark: _Toc81029437]Blog post: 2. Determining the opportunities and threats of the market. 
Understanding the opportunities and the threats of an organisation is very important. It helps to identify the limitation of the company that forces a company to be careful of the limitation. Understanding the opportunities is also important because it helps to find out the growth opportunities. To find out these 5c analyses is a rigorous process. It helps to understand the overall condition of the business.
[image: How to Document the Marketing Process in Six Steps - CoSchedule]
Figure 2: 5Cs of coapny analysis (Zaved, 2020, p.45)
Customers are a blessing for a company. Understanding the nature of the customers is very important for an organisation. Unilever finds out the customers' nature to understand the changes of demand of the customers (Tombs and McColl-Kennedy, 2020). Competitors create risk for Unilever oftentimes. If they take steps that are more market-oriented the market share of Unilever gets reduced. The company analysis is important to understand the opportunities and the threat of the company. The opportunity of the new product is that people are concern with their health condition now as there is a pandemic situation. That’s why the demand for the product will be high which will increase the market share of the company. The threat of the company is that there are giant competitors like Nestle, P&G. they may take the same steps in better ways. Besides, the pricing strategy will be difficult as the raw material has to be purchased at a higher price as the normal communication is hindered now.
[bookmark: _Toc81029438]Blog post: 3. The STP Approach of Unilever
Producing a product doesn’t necessarily mean that revenue will increase as per the plan. Because there are more than 700b people in the world a company can't serve a product to all of the customers (Ehrlich and Potter, 2020). Hence, the idea of segmentation comes. Segmentation of Unilever is done for the new product. The company segmented the customer based on geographical region. As the pandemic is more in Asia, Europe, and the US the company has targeted some geographical regions. These are India, Brazil, the USA and some parts of Europe. Besides, the company will segment in a particular country by demography (Córcoles, 2021). The company has targeted the middle-income demography in the Indian market who are employed. As they have to go to the office they must carry pocket soap for them to be sanitized. That’s why the targeting has come into hand. The targeted customers are people from 30 to 60 years who are bound to go outside of their homes. 
[image: A Beginner&#39;s Guide to STP Marketing - martechlive]
Figure 3: The STP approach (Source: Avakumović, 2019)
Selling will not be possible to the targeted customer if the positioning of the company is not done properly (Ronen, 2021). For this, the company will do the promotional activities properly. It will give buy one and get one offer the first time to sell the product and gain the trust of the customers about the quality of the products. Besides various online promotional activities will also be taken by the company to promote the product.
[bookmark: _Toc81029439]Blog post: 4. The 7P approach of marketing (Product and Price)
The marketing mix is the description of the business of an organisation. There are 7 variables in the marketing mix which describe the overall business procedures of Unilever. There are more than 400 products of Unilever (Okeudo and Margaret. N, 2021). It sells food and beauty products. The product that has been introduced for the project is a pocket hand wash. It is expected that the product will increase the market share of the company. The pricing of the product will be different in a different market. In the Asian market, Unilever has targeted to get the mass market that’s why the pricing will be cost-efficient while the pricing in the US and some parts of Europe will be premium pricing as the product will be a premium product (Ko and Lau, 2021).
[image: What is the marketing mix? | DSM | Digital School of Marketing]
Figure 4: 7Ps of marketing (source: Goel and Ahluwalia, 2021)
[bookmark: _Toc81029440]Blog post: 5. the 7P approach of marketing (Place and Promotion)
The location refers to the distribution route and the area where Unilever's products are sold. The company supplies its products through a variety of distribution methods. In the United Kingdom, the organization communicated with major retailers such as Asda, Aldi, Morrisons, and Tesco. It sells its goods through retail outlets. The pocket hand wash will be sold through the process of ‘selling through others’ (J. H. Al-Jedah and R.K.Robinson, 2002). Unilever will contact the retailing firs of different countries and sell the product to those firms. Besides, the company will sell the products in its outlet in a different part of the world. 
The promotional activities will be technology-based. The company will follow social media promotional activities like YouTube, Facebook, Twitter, and other medial to promote the products (Jankowska, 2020). Besides, the company will advertise the products in an online journal and a different blog. The company will follow discounting pricing strategy for the first time to promote the new product so that people can learn about the quality of the product.
[image: Promotional Strategy Meaning, Importance, Types &amp; Steps | MBA Skool]
Figure 5:  Promotion activities (Source: (Hansen, 2021)
[bookmark: _Toc81029441]Blog post: 6. The 7p approach of marketing (People, Process and Physical Evidence)
The company will hire the most efficient marketer to promote the products. There are more than 100000 employees who work to ensure the day-to-day operation of the company (Day, 2020). For the new products, the company will recruit some new fresh graduates of different universities and will shift some skilled workers from other departments to the production department.
The process lays out the framework for customers to obtain the finished product and consume value. It describes how a service provider effectively develops and provides value to clients. It assists the service marketer in discovering business market touchpoint. The instruments and elements utilized in service production and delivery provide physical proof for service marketing. It increases the customer's trustworthiness and service quality. Customers can learn about the service's real-world situation and score their satisfaction with it using the signal.
[bookmark: _Toc81029442]

Blog post: 7. Implementation of the project that follows evaluation and control
Unilever considers implementation and control as approaches for dealing with the company's current position. Porter's five models, SWOT analysis, and the PESTEL analysis are used to analyse the industry in situational analysis. Unilever's various control efforts are based on the context and an understanding of the strengths and weaknesses, as well as threats and opportunities.
The nature of the corporate environment is various. Customers' demand, desire, and want fluctuate on a daily basis based on a variety of factors. Unilever faces a difficult task in meeting these demands. As a result, the marketing department is the busiest. The department's job is to figure out what customers want and to keep track of market trends. It can exert control over the company's success as a result of this.
[image: ]
Figure 7 Implementation, evaluation and control (source: self-made)
Besides Unilever will get in touch with the market continuously to understand the market response about the product of the company. Taking feedback from the market it will modify the feature of its product. And take necessary steps as per the feedback of the customers. 
The main job will be done by the marketing department. As the demand, desire, and want of the customers are varied and changes all the time Unilever will take the utmost care of understanding the demand of the customers and the changes of the demand. For this reason, the marketing department will take the maximum responsibilities by interviewing different customers.
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