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[bookmark: _Toc90667295]Introduction
Blogging provides companies with a direct, faster, and easier way to reach and communicate to their audience. Writing and creating blogs enable companies to tell the audience and customers a lot about themselves, the products and gives an excellent opportunity to invite the audience to give their feedback and share opinions. Thus, a frank and fair discussion is elicited and freely giving opinions (Key & Czaplewski, 2017). This paper will focus on creating blog posts for Unilever PLC, a consumer goods manufacturer, to create awareness and encourage an audience with its customers.
[bookmark: _Toc90667296]Blog Post I – Market Segmentation
Unilever PLC targets health and beauty-conscious customers in its manufacture and sale of beauty and health products. The identification of various target markets directs its marketing efforts. Its major value proposition is presenting its brand as a company that provides goods of the highest quality in the market at the most reasonable prices. It enjoys an economy of scale due to its large production capacity, thus retaining quality while selling at comparatively lower prices. Unilever PLC has managed to allocate its resources effectively and meet the needs of its customers easily by dividing its market into small groups that share the same characteristics. The company's primary focus is on product differentiation to appeal to various customers in the global market by offering various products. The company's market segmentation efforts, it focusses mainly on Geographic segmentation and demographic segmentation. Factors that the company considers in its geographic segmentation include location, climate, and density. Segmentation based on location involves dividing its markets based on different continents, countries in which it operates, and various cities. In the company’s American and European markets, it sells many variants of products. However, in underdeveloped countries, it focuses on selling primary products. For example, its Colgate toothpaste is sold in many variants in Europe, whereas only basic variants are available in African countries. When it comes to density, the company divides its market into rural, metro, and urban. In matters climate, it sells sunscreen lotion, which is demanded in hot climates, and moisturizing lotion, which is demanded in a cold climate. 
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In demographic segmentation, the company looks at gender, age, income, psychographics, and family life cycle. The company segments its marketing according to age, such as in the case of Dove and Lux that are produced to be used by young people. Based on gender, it has various products that target women and men. The company has also divided its market into various segments based on the income of the people in the targeted markets. It has divisions for the lower, middle, and upper classes. For example, the company has Lifebuoy and Lux for lower- and middle-class segments, whereas Pears and Dove for the upper class. It also has products that target the whole family and single people in the market (Nazarova, 2015). You are welcome to give your suggestions on how you think the company has faired to serve different segments of the market and continue appealing to the customer segments.
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Unilever PLC has managed to set itself a class apart in the FMCG industry by creating a more superior image above its major competitors. It is among the companies that are well—established worldwide. The company is well known for diversification through its three major divisions. The divisions are home care, food and refreshments, and beauty care, and personal care. The company has managed to produce leading products globally, which has strengthened its brand all over the globe. Thus, its positioning has been highly effective as it has been distinctive and highly memorable in terms of the brand value that it has built over the years. Its main theme is competitive positioning, where it looks at presenting its brand as above the brands presented by its competitors. The company's marketing strategy focuses on the integration of its international strategies with communities in the local setting. The strategy works by attracting consumers with products that are known all over the world. It is also able to hold to the local essence(Jones & Miskell, 2005). For instance, the company has a subsidiary in India known as Hindustan Unilever, which has grown to take its position among brands most loved in the country's market. The company's philosophy has always been rooted in its target consumers' values and purpose, thus having a significant appeal to them in different global markets. The company can promote its brands, and at the same time, gain the upper hand in communicating with its audience while avoiding any form of compromise with the delivery of the brands. The creative methods that the company has adopted in marketing its products have propelled it to continue gaining consumers regardless of it being one of the oldest companies. Also, Unilever PLC has shown outstanding commitment to ensuring sustainability as part of its strategy in business. It has been carrying out a Sustainable living plan since 2010. It has committed itself to ensure that eight billion people in the world are provided with sustainable living. It has also committed to addressing climate change and social inequality globally. Working on the expected implications of its global business trends in the long term has been a game-changer concerning its brand positioning (Kostiuchenko & Zakorko, 2019). You are welcome to ask any questions relating to the issue of Unilever PLC brand positioning and recommend whether there is any need for its brand repositioning.
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The company has continued to expand the variety of products to its consumers over the years. Thus, it is continuously broadening its product mix. As of now, it has more than four hundred brands that it sells to consumers worldwide. It uses individual product branding. It also uses line extensions whereby its target markets are different despite producing in the same industry. Its products are classified into various categories, including home care, personal care, foods, and refreshments distributed and sold worldwide to different consumers. Examples of the company's food products are sauces, Knorr stock cubes, sandwich spreads, and mayonnaise. It also sells various refreshments in its global market, which includes brook bond teas and ice creams. The company sells various products in its home care category, including detergents such as sun dishwashers and surf laundry. The company offers shampoos, soaps, lotions, and toothpaste in its global market in personal care products.
Thus, its marketing mix is highly diversified due to the wide variety of products in its global market. This has been possible due to its strategy in acquiring the market for consumer goods in the years that it has been in existence. Also, the structure of the company's organization shows how diverse the consumer goods in its product mix are, which also helps strengthen its brand compared to its competitors. Offering a wide range of products for the customers to choose from gives them an excellent opportunity to pick the best product that suits their needs. Also, the company has succeeded due to its high differentiation of products, whereby it can offer its customers a wide variety of products with differing features. This keeps it ahead of the competition as the consumers consider its products unique and depend on the company to shop for products that meet their unique needs. It also creates a perception that it offers higher quality products as compared to the competition. This also prompts the customers to be ready to pay higher prices for the company’s products (Djarova, 2004). Feel free to contribute to the exciting discussion on how Unilever PLC has succeeded in offering products widely accepted in the market.
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The company has an extensive reach in the global market for consumer goods. The company's global operations reflect this. It has many places and avenues where it can transact with target consumers and customers. Unilever PLC uses the intensive distribution approach as it mainly deals with low-involvement products. It uses different avenues to distribute its products in the global market. Its primary distributors are the wholesalers and retailers in various markets worldwide. It also uses stores and kiosks to ensure that its products reach the target markets. An example of a major retailer for the distribution of the company's products is Walmart. The company prefers to use kiosks in its efforts to introduce its products to its target customers directly. In this case, it prefers personal selling to convince the customers to buy its products. Unilever PLC also collaborates with retailers to promote some of its products through the kiosks. Besides, some of the company’s products are offered through stores, mainly the products that come from its subsidiaries. An example is the products that Ben and Jerry's produce. The marketing strategy that the company follows is intensive and involves marketing its products through its many retailers. Thus, the company’s products are available in different parts of the world for easy access by consumers. Unilever Plc also sells directly to its consumers on the online platform using its website. Its websites experience frequent traffic, thus its ability to make substantive sales on its online platform. This has made it possible to enter into partnerships with multiple providers of delivery services to ensure that the delivery of its online sales to customers is timely, thus creating convenience for its customers worldwide. It uses the omnichannel distribution system. This means that the company has enabled easy access for its customers to its products in the market by integrating its online selling platforms to its offline stores. Also, the company can constantly introduce new features to the products that it offers by working closely with suppliers through well-established networks (Thabit & Raewf, 2018).
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The market for consumer goods is faced with a high level of competition in the global scene. Thus, Unilever PLC makes significant efforts to promote its products to ensure that consumers are aware and constantly updated about its products. The company has adopted various tactics and strategies to find the best approach to promote the products it offers to its customers. Among the promotional tactics that the company employs are personal selling, advertising, public relations, sales promotion, and direct marketing. Using the personal selling approach, the company collaborates with retailers to carry out promotional events on various occasions to attract potential customers to its products. The company also uses advertising as the main means of promoting its products to potential consumers. This is done through online media and television mainly to make customers aware of its products. Besides, it uses public relations by engaging in the company’s foundation activities to strengthen its brand and improve its corporate image to appeal to the potential consumers of its products. It also uses sales promotion whereby it offers product bundles and discounts to its customers. Moreover, the company uses direct marketing in its marketing mix. This approach involves engaging clients directly intending to promote suitable products. However, the company is keener on using advertising as it believes it is the best approach in influencing consumers' perception of its products. It promotes its products through traditional media and online and social media. Advertising on radio and television enables the company to reach vast numbers of people. Advertising on social media platforms has enormous benefits as internet usage is growing with time, and it is cheaper than other media. Therefore, the company is focused on using its massive following in its social media platforms, including Twitter and Facebook, to create awareness of its products and, in the process, save on the cost of advertising (Djaroova & Millar, 2004).
[bookmark: _Toc90667302]Blog 6 – Unilever PLC Pricing Strategies
The company has multiple price points due to its high level of product diversification. The company mainly uses the price competition approach to either match the prices set by the competition or undercut them by selling at discounted prices. The pricing strategies that the company mainly uses market-oriented pricing and product-bundle pricing (Schindler vs. Schindler, 2011). In using the market-oriented strategy, the company considers various factors for consumer goods when setting prices. For instance, it considers the prices set by the competitors for similar products when setting the prices for its products. This allows the company to remain competitive in an environment where the competition is intense. 
[image: ]Image Showing Market-Oriented Strategy Characteristics
While using the product-bundle pricing, the company charges discounted prices for products that it offers in bundles. The company does this occasionally to attract a more significant number of customers and improve its sales volume. Due to the availability of competitors' data, the company has opted to mainly focus on using a competitive-based strategy to set its prices. For the products where information about competitors is not available, it sets its prices by considering the costs incurred in production. (Hinterhuber & Liozu,2012). Also, the company uses a value-oriented pricing approach. It offers a high-quality product at a relatively lower price, which has shaped the customers' perception over the years. Thus, customers in the target markets attach high value to the company's products.
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