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[bookmark: _Toc119061622]Introduction 
In the 21st century, proper marketing plays a big role in the success of the business. Marketing also creates the value of the products and helps manufacturers or service provider to detect the demands of the customers (De Swaan et al., 2014). Marketing also helps both the buyer and the seller to know about the quality of the products. Moreover, proper marketing enables the product manufacturers and service providers to seek opportunities and present every marketing material to the customers about the quality of the products. This report focuses on several issues of marketing such as the definition of marketing and marketing process, macro environment analysis, five forces model, micro environment factors analysis, segmentation, targeting and positioning, and marketing mix (7P analysis). All those issues are analysed based on “Unilever company”
  



[bookmark: _Toc119061623]Illustration of the definition of marketing and marketing process of Unilever
Normally marketing entails those activities which are followed to increase the demands of the products in the eye of customers and influence them to purchase the products. It noticed that marketing is a systemic process that is practiced to know about the current customer’s problems and helps the manufacturers and service providers to fill the demands of the customers. It noticed that there are four stages of the marketing process which are
· Situation analysis
· Marketing planning 
· Marketing implementation
· Controlling marketing. 
Those stages are illustrated bellows in the light of Unilever company- 
Situation analysis: The first stage of marketing is evaluating the situation. In that case, the best way is to evaluate the target market based on demography, capability, willingness, income level, etc. In this case, product manufacturers can make proper market segmentation. An example, Unilever company properly tries to know about the demand of their target market before launching their products.   
Marketing planning: After analysing the situation, its necessary for the marketing department of any organization to think about their marketing planning such as what is the products and who are the target market, what is the pricing strategy, from where the products will be distributed and how to promote the products (Kaur, 2013). Marketing 4P analysis is the best theory that should be followed. 
Marketing implementation: After planning for the marketing products, finally- the management team should implement the marketing idea into action. In that case, they can use different marketing platforms to promote their sales. In the case of Unilever company, this leading products manufacturing company uses social media platforms to promote their sales.  
Controlling marketing: Any kind of mistake in marketing will impede getting the maximum benefits of proper marketing (Mukiira et al., 2017). In that case, the management team needs to focus on those factors. The management team needs to focus on the activities of the employees who are currently doing the marketing activities. In that case, the marketing department can give proper feedback about marketing to the employees.
[bookmark: _Toc119061624]Macro environment analysis of Unilever company  
Macro environment factors are mainly the external factors of the organization which mainly influence the business company. That’s the reason why an organization or a business company needs to focus on those factors. Normally, the macro environment factors of a business company are government, economic conditions, environmental impact, social responsibilities, etc. As a leading products manufacturing company, Unilever is also influenced by external factors.    
[bookmark: _Toc119061625]PESTLE analysis
PESTLE environment is the best tool for evaluating the external environment factors of a business company (Panders. 2011). The macro environment of Unilever company is illustrated in the light of Unilever's company
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Figure: Model of PESTLE analysis
Sources: (Reza, 2020)
Political factors: Unilever has branches in more than 160 countries in the world. That’s the reason why the political stability of a country where Unilever company is doing its business, needs to be politically stable. It noticed that BREXIT and the instability of the EU are the threats to Unilever. On the other hand, different, free trade opportunities help Unilever company to continue its operation.   
Economic factors: Like political stability, several economic factors also impact the business. One big example is the high inflation rate which negatively impacts business (Tien, 2019). It decreases the demand for the products in the eye of the customers. Like this, increasing wages and level of economic growth influence the activities of Unilever.
Social factors: Every business organization should have some corporate social responsibilities. An example, Unilever has around 160000 employees who are working in Unilever. 
Technological factors: In the 21st century, Unilever company, focuses on modern technology to carry out its business operation. From production to distribution, Unilever company highly emphasized practicing modern technology. In that case, the high maintenance cost of technology influences Unilever. 
Legal factors: Every business company needs to abide by the rules and regulations of the local government (Widyastuti et al., 2019). In the case of Unilever company, this leading multination company also needs to abide by some laws and legislation such as labor laws, company laws, environment laws, etc. 
Environmental factors: Every employee of Unilever company is so sensitive to sustainability issues. Alan Jope, the running CEO of this company claimed that Unilever is not involved with any activities which can cause environmental pollution.

[bookmark: _Toc119061626]Illustration of the Five forces model in the light of Unilever company
Porter’s five forces model is considered one of the most effective managerial tools. This is used to know about the current market position of the business organization by evaluating several factors such as the bargaining power of suppliers, bargaining power of buyers, threats of new products, and threats of substitute products. All those forces are evaluated in the light of Unilever company  
[image: Porter's 5 Forces Model- A brief overview]
Figure: Model of Five forces model
Sources: (Nelis, 2011)

Bargaining power of suppliers: A moderate level of bargaining power of suppliers is noticed on Unilever. It's noticed that a good number of suppliers are noticed in all most everywhere where Unilever company carries out its functions.  
Bargaining power of buyers: A high level of bargaining power is noticed in Unilever company because switching cost is very low here. There are many business rivals of Unilever company who also provide the same products. So, customers can shift to another company if he fails to meet the demands of Unilever. 
Rivalry among the existing competitors: The business rivals of Unilever company have strong forces in the market. It noticed that a high level of competition exists in the market of Unilever companies such as Mars, GSK, Johnson & Johnson, Nestle USA, and Procter & Gamble.
Threats of new entry: Low switching cost is the main reason which makes a high force on new products and substitute products on the market (Kotler et al., 2015). But it’s Unilever’s brand value that makes other factors of new products weaker. Moreover, high economic growth also makes this force weaker. 
Threats of substitute goods: It's noticed that Unilever company manufactures a product in several qualities so that every customer can afford the products of Unilever (Lamb et al., 2012). An example, customers of high income will purchase “Dove”. On the other hand, customers who have low income will purchase “Lux”. So, the influence of substitute products is low in Unilever.  
[bookmark: _Toc119061627]Micro environment factors analysis of Unilever company
Like macro-environmental factors, micro-environmental factors also influence the success of the business. Microenvironmental factors are the internal factors of business such as employees, organization policy, decision-makers, organization culture, level of communication, etc. As a leading products manufacturing company, Unilever is also influenced by its internal environmental factors. It's noticed that Unilever has a bigger organizational culture. The number of employees of this company is around 160000 employees. There are thousands of outlets of Unilever which are carrying out their activities in more than 160 countries in the world. Unilever has a good organizational policy which also plays a big role in creating a healthy organizational environment (Strauss, 2011). 
[bookmark: _Toc119061628]SWOT analysis  
There are many models are used to evaluate the micro environment factors. SWOT analysis is one of the most effective tools which is used to evaluate the micro environment factors of an organization. SWOT analysis mainly illustrates the strengths, weaknesses, opportunities, and threats of an organization. SWOT analysis of Unilever company is illustrated-
[image: How to Do a SWOT Analysis (Examples & Free Template!)]
Figure: Model of SWOT analysis
Source: (Ferrell et al., 2021)
	Strength
· The biggest strength of Unilever company is its brand value. It noticed that most of the products of Unilever have the capability to meet the demands of the customers. That’s the reason why every product of Unilever company has brand value. 
· A diverse range of products increases the demand for products of Unilever (Geraldine, 2013). Unilever always focuses on all types of customers. That’s the reason why they bring variation to their products. An example, Unilever manufactures Lux for their budgeted customers and manufactures “Dove” for their high-income customers. 
· It's noticed that Unilever has a global presence of scale. Unilever carries out its business functions in more than 160 countries. That’s the reason why Unilever has a high demand. 
· Unilever has skilled employees. 16000 employees are currently working here. Most of them are skilled and they know about their roles and responsibilities. 
· Finally, a good business culture plays a big role in the success of business of Unilever.  

	Weakness
· Limitation on implementing organizational culture in every outlet is one of the big weaknesses of Unilever company (Payaud, 2014). It noticed that Unilever operates in more than 160 countries. That’s the reason why it’s very tough to implement the policy in every outlet of Unilever. 
· Another big weakness of Unilever company other business company can easily copy their products since most of their products is beauty products. 
· Unilever company needs to depend on different types of marketing channels such as retailers, whole-sellers, etc. for distributing their products on the hand of their customers. 
· The market demands of Unilever are not the same in every outlet of Unilever company. That’s the reason why it is very tough to predict the actual demands of the customers in every area. An example, the demands of European customers and African customers are not the same.  

	Opportunity
· Different health-related products of Unilever increase their demands in the eye of the customers. Normally, the beauty products of Unilever company have more demand on the market. That’s the biggest opportunity for them. Moreover, as a products manufacturing company, the Unilever team is very committed to its customers. 
· Unilever company has developed an environment-friendly working environment (Biloyodska et al., 2018). They are committed that they don’t create any types of products that are not environmentally friendly. 
· A high growth rate is noticed at Unilever. Day by day, Unilever company is expanding its business which helps them to make a strong position in the market.    
	Threats
· A high level of competition in the manufacturing industry is noticed. That’s the reason why Unilever company has to face a lot of competition in the market. Several multinational product manufacturing companies are the business rivals of Unilever such as Johnson & Johnson, Nestle USA, and Procter & Gamble. 
· The switching cost is low in this industry. So, a high level of bargaining power of customers is noticed here. 
· Several global issues such pandemic, BREXIT, and political instability impedes the Unilever company to carry out its responsibilities. 


  
[bookmark: _Toc119061629]Segmentation, targeting, and positioning of Unilever company 
[bookmark: _Toc119061630]Target customers and customer segmentation of Unilever company 
Every business company should focus on its actual target market. In that case, the company focuses on market segmentation. Market segmentation is the process of segmenting customers based on their region, income, age, preference, and affordability. Proper market segmentation helps a business company to focus on the actual target market (Heartline, 2021). Normally, customers can be segmented into four forms which are 
· Demographic segmentation 
· Psychographic segmentation 
· Geographic segmentation
· Behavioural segmentation 
All those market segmentation is illustrated in the light of Unilever company-
[image: Market Segmentation of Unilever | Download Scientific Diagram]
Figure: Model of the Market segmentation 
Source: (Frost, 2011)
Geographic segmentation: It's noticed that the demands and preferences of the customers are not the same. Just an example, the demands of European customers and the demands of African customers are not the same. In the case of Unilever company, most of the target customers are from Europe, Asia, South America, the Middle East, and Southeast Asia (Jayalgi et al., 2018). Currently, Unilever company tries to establish its business in Africa.   
Psychographic segmentation: Psychographic segmentation is done based on the customer’s values, beliefs, and thinking. It noticed that most of the customers of Unilever company are health conscious. The number of this type of customer is very high in the world. That’s the reason why Unilever has a good amount of target customers   
Demographic segmentation: It’s the mostly used segmentation. According to this segmentation, customers are segmented based on their income, living standard, age, preferences, affordability, etc. It's noticed that Unilever always focuses on all classified customers. From 15-50, all types of people are customers of Unilever company (Paliwoda, 2013). Men and Women both use beauty products. That’s the reason why both men and women are customers of Unilever company. Another big fact is that Unilever manufactures the same products of different quality so that everyone can purchase their products. That’s the reason why both the customers of high and low income are the customers of Unilever.    
Behavioural segmentation: Behavioural segmentation can be done based on the behavioural pattern of the customers (Akgun et al., 2014). Most importantly the benefits, usage rates, etc. depends are the key indicators of behavioural segmentation of the customers. In that case, the real customers of Unilever are the public who are very conscious about health issues.  
[bookmark: _Toc119061631]Positioning of Unilever company 
Good positioning in the market entails how the commodity of a business organization (item or service) compares to competing goods and services on the market as well as in the minds of customers. Several indicators are the key factors of good positioning of a business company which are illustrated-
Benefit: The positioning of a business company depends on what types of benefits the customers are getting from their products (Park, 2020). In the case of Unilever, most of their products are beauty products. Those products have also high quality which can meet the demands of the customers. 
User: In the case of Unilever, this product manufacturing company has a wider level of users in the world. From 15-50, all types of people are interested to use the products of Unilever. That is the reason why the annual revenue of Unilever company is USD 62 billion. 
Competitive: A high level of competition is essential to make a good position in the. It noticed that many business companies are the business rivals of Unilever such as Mars, GSK, Johnson & Johnson, Nestle USA, and Procter & Gamble. But the quality and pricing strategy of Unilever company helps them to dominate the market. 
Pro-environment- Environment commitment is very essential to create a strong position in the market. The CEO of Unilever company, Alan Jope illustrated that they are not involved with any activities which are a threat to the environment (Almor, 2018). 
[bookmark: _Toc119061632]Illustration of the marketing mix of Unilever (7P analysis)
A marketing mix is considered a managerial tool that is used to focus on the objectives of marketing. Marketing 7P analysis is the most effective tool for evaluating marketing objectives. 7P’s is the modern version of 4P’s. The marketing mix 7P’s is illustrated based on Unilever company. 
Products: Unilever manufactures diversified products (Lojacono et al., 2017). It was noticed that most of the products of Unilever company are beauty products such as toothbrushes, toothpaste, shampoo, soap, winter cream, ice cream, etc.   
Price: Unilever manufactures a product of different quality so that every customer can use their products. Normally, the price of their products is lower than their business rivals so that they can capture more customers.
[image: The 7 Ps of Marketing Mix | SkillsYouNeed]
Figure: Model of the marketing mix (7P analysis) 
Source: (Li et al., 2010)

Place: Unilever is a multination company. This company operates in more than 160 countries in the world. So, around 160 countries have the outlets of Unilever. But the head office of Unilever company is located in London, UK. 
Promotion: To promote the sales of products, Unilever mostly uses online media to promote its sales. Moreover, they also give different types of discounts to their customer to promote their sales.   
Physical evidence: Physical proof gives clear indications of the caliber of the experience being offered by a business (Singh, 2012). On the other hand, the brand value of Unilever is also big evidence of its success. 
People: Skilled employees are one of the key indicators of the success of any business company. In the case of Unilever, it's noticed that around 160000 employees are currently working here.  
Process: As a product manufacturing company, Unilever company follows the hygienic process of manufacturing products. Alan Jope strongly claimed that they don’t do anything which can create threats to the environment.  
[bookmark: _Toc119061633]Recommendation 
Currently, every business organization is facing a hard time after the pandemic (Tien, 2022). A big economic collapse is noticed in every country. Unilever is a leading manufacturing company in the world. Now this company also faced a lot of challenges. Now that would be the solution if the Unilever company should properly focus on marketing. It noticed that the demands of the customers are changing after the pandemic. That’s the reason why Unilever company should focus on market research so that they properly determine the actual demands of the customers. Moreover, environmental sustainability is a big issue. As Unilever company is a multinational company, Unilever needs to focus on sustainability issues for both its employees and customers.


[bookmark: _Toc119061634]Conclusion  
After the pandemic, every business organization has become very sensitive about both the micro and macro environment of the business. Moreover, the management team of Unilever company gave a message to every customer and employee about how they can be safe during and after the pandemic. To get success, it’s essential to exist those factors correctly. A good position is very essential for the success of the business. If the products of the company have high demands from the customers, it has to be considered that the company has a good position in the market. This report tried to focus on all those issues. 
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