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Introduction
Unilever is a global company that makes consumer goods. It has more than 400 names of food, drinks, personal care, and home care items. Products from the company reach more than 2.5 billion people every day in more than 190 countries. Smart marketing helped Unilever develop and expand. The company separates customers by demographics, geography, psychology, and behavior to satisfy their changing needs (Reza, 2020). Unilever divides its market by many demographics and psychographics. 
When putting its products on the market, Unilever emphasizes the qualities that differentiate them from those of their rivals and help them stand out from the crowd (Dibb et al., 2019). The company touts its products as being environmentally friendly, affordably affordable, and safe for ingestion by both humans and animals. The positioning strategies utilized by Unilever are successful in that they successfully differentiate the company's products in the marketplace. 
The four P's of Unilever's marketing strategy are product variety, pricing, promotion, and placement in the consumer products market (Kotler and Amstrong, 2018). However, the combination of price and promotion guarantees a healthy profit margin for the business. As a key player in the consumer products business, the company maintains a marketing mix that handles competition and other problems.
Segmentation Strategies
The term "market segmentation" refers to the practise of breaking a market into subsets of customers who have common traits or wants. Because different types of customers place varying values on the same items and services, market segmentation plays a crucial role in advertising (Leisch et al., 2018). Marketers can target specific subsets of consumers by categorizing them into segments based on their demands and how they react to a given marketing initiative. In turn, this helps promoters save time, money, and other means.
To meet the ever-evolving demands of its clientele, Unilever employs a variety of customer-segmentation techniques based on demographics, geography, psychology, and purchasing behaviour (Venter et al., 2018). The company's products are made available to customers through a variety of various targeting tactics, each tailored to a certain need. Consumers of all sexes and ages are fair game for Unilever. Customers who are looking for specialized, high-quality goods are the ones the company strives to serve (Iyer et al., 2019).
Unilever has made the strategic decision to divide the market into subsets composed of consumers that have similar characteristics, preferences, socioeconomic status, etc. Unilever uses a wide variety of demographics and psychographics to divide its market (Gajanova et al., 2019). Geographic segmentation allows the organisation to divide the market into smaller, more manageable pieces (Kotler and Amstrong, 2018). Because potential customers in different countries have varying cultural norms, lifestyle preferences, and organisational structures, Unilever finds that geographical segmentation is particularly useful in these markets. 
Psychographic segmentation is another method used by Unilever to divide its potential customers into distinct groups defined by their shared attitudes and behaviors across a wide range of demographic and lifestyle factors. Demographic segmentation, a typical and straightforward approach to market segmentation, is another of Unilever's segmentation variables. Age, gender, income, education, employment, family size, etc. are only some of the demographic factors that can be used to divide a population into distinct groups (Baines et al., 2017). Consumers' usage frequency, brand loyalty, benefits sought, etc., form the basis of Unilever's behavioral segmentation.
Targeting Strategies
There is a wide variety of brands under the Unilever umbrella, each catering to a specific segment of the market. Unilever makes use of a wide variety of targeting strategies, each of which is selected based on the particular brand and the conditions of the market (Reza, 2020). The organisation partitions the market based on a variety of segmentation characteristics, including demographic, geographic, psychographic, and behavioral segmentation strategies. These techniques are together referred to as segmentation characteristics (Chernev, 2018). On the other hand, the company's Axe brand is tailored to the desires of young men who are looking for grooming products that can increase their attractiveness to those of the opposite gender.
The targeting strategies used by Unilever are effective in that they are able to effectively communicate with the proper demographic target. The substantial market position that the company holds across several segments is evidence that demonstrates the effectiveness of the targeting approaches that it employs (Sanny, 2013). People who are concerned about their health and are looking for natural and organic tea products are specifically targeted by the Lipton brand of the firm. In contrast, the Knorr brand produced by the company is geared at customers who are looking for quick and simple meal alternatives (Reza, 2020).
The targeting strategies used by Unilever have shown to be efficient in distinguishing their products from those of their competitors across the market. The corporation's positioning strategies provide the transmission of the unique value proposition that is connected with each brand a higher priority than any other consideration (Kotler and Amstrong, 2018).
Positioning Strategies
Unilever is a multinational firm that operates on a global scale and specializes in the production of a wide variety of consumer goods. These goods include foods, beverages, cleaning agents, and personal care items. The products that the company sells are positioned in the market in such a way as to provide the impression that they are of a better quality, can be purchased at competitive prices, and have environmentally sustainable qualities (Morgan et al., 2019). The particular value proposition that Unilever offers is based on the company's emphasis on social responsibility and sustainability. The company's products are designed with the goals of improving both the health of the world as a whole and the health and well-being of individuals.
It has been proved that the positioning strategies utilized by Unilever are efficient in effectively differentiating its products within the market and in developing a powerful brand image. Because of the organization's emphasis on environmentally friendly practises and social responsibility, they have been able to cultivate a loyal customer base that places a substantial amount of significance on the aforementioned moral principles (Aaker and Moorman, 2023). By positioning its products in a way that is both strategic and effective, Unilever is able to appeal to a broad range of consumers across a variety of demographics. In addition, the products of the company are marketed under the premise that they are environmentally sustainable, which is a crucial factor for a sizeable portion of modern customers (Sanny, 2013).
It's possible that putting more of an emphasis on how products vary may be beneficial to Unilever's positioning efforts. In spite of the fact that the items of the company are touted as being both inexpensive and of high quality, they frequently lack distinctiveness when compared to products that are offered by other companies that are in a similar vein. With a strategic focus on innovation and rigorous product development activities, Unilever has the ability to improve product distinctiveness and capitalize on the opportunities this presents (Nuseir et al., 2015). Unilever should give some thought to concentrating its efforts on the creation of products that can be adapted to meet the specific demands of specific market niches.
Marketing Mix
The marketing mix comprises a collection of strategic tools employed by organisations to facilitate the promotion of their products. The framework comprises four fundamental components, sometimes referred to as the 4Ps, namely Product, Price, Place, and Promotion (Jain and Jain, 2022). Furthermore, Unilever is also influenced by three additional factors known as People, Processes, and Physical Evidence.
Product: Unilever boasts a wide-ranging product assortment encompassing many categories such as food, beverages, cleaning agents, and personal care goods. The items offered by the company are strategically positioned in the market as being of superior quality, reasonably priced, and environmentally sustainable. The product component of Unilever's marketing mix holds utmost significance. The company provides a varied assortment of products, which are effectively marketed through advertising and priced in accordance with prevailing conditions in the consumer goods industry. (Dibb et al., 2019)
Price: Unilever's pricing strategy is determined by the prevailing conditions in the consumer goods market. The pricing strategy of the organisation is designed to align with the preferences and purchasing power of its intended client base (Jain and Jain, 2022). Unilever's pricing approach demonstrates efficacy in safeguarding the company's profits.
Place: Unilever has a presence in more than 190 countries and maintains a worldwide distribution network. The significance of the company's place element is noteworthy, given its operations in many global marketplaces (Baines et al., 2017). Unilever's worldwide activities exemplify the substantial market presence of the company within the consumer products industry.
Promotion: To get people to buy its goods, Unilever uses ads. Television, print, and internet media are just some of the advertising platforms that the group uses (Jain and Jain, 2022). Unilever's promotional strategy works well for both promoting their products and building brand recall.
People: Unilever puts a lot of stress on its human resources, especially its employees. People who work for the organisation are very different from one another, but they are all completely committed to the company's purpose and core values. The people who work at Unilever are very important to the general success of the company (Jain and Jain, 2022).
Process: Supply chain is the centered part of the process.  The company has a complex supply chain system that was carefully planned to make sure that its products get to the right places on time (Morgan et al., 2019). The methods part of Unilever is very important for making sure the company makes money.
Physical evidence: Most of Unilever's physical proof is related to the products it sells. The company's products are made on purpose to be of high quality, affordable, and eco-friendly. For Unilever, the physical evidence part is very important for making sure the company succeeds (Kotler and Amstrong, 2018).
Conclusion
Marketing plans used by Unilever have been good at meeting the needs of a wide range of customers and keeping them loyal to the brand. The company's segmentation, targeting, and positioning strategies are based on tried-and-true marketing principles, and the marketing mix is planned to get the most sales. This study looks at how well Unilever's marketing strategies follow established marketing principles and help the company succeed by using academic marketing theories and looking at business situations from real life.
Diversifying its brand portfolio has been a good way for Unilever to meet the wants of as many people as possible. The business knows how important it is to appeal to customers' emotions in order to build brand loyalty. It has done a good job of combining its global strategy with the local community in order to attract customers who want to buy well-known international brands without giving up its own style. Unilever has stayed ahead of the competition by coming up with new ways to sell its products. These strategies include ethical and mission-based marketing, working with well-known individuals, tailoring content to each person, using digital and social media for marketing, supporting good causes, and computing marketing information.
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