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[bookmark: _Toc143596415]Introduction 
In this report, the marketing fundamentals of Unilever are discussed. Marketing involves various activities which are undertaken by the company for promoting the selling and buying of products and services. various activities are involved in marketing like advertising, delivering, and selling products and services to other businesses or consumers. In this report, the marketing process of Unilever is discussed and various stages that are included in the marketing process are discussed. The main stages of marketing like the situational analysis, objectives, strategy, implementation, and control will be discussed. PESTLE analysis of Unilever will be also done and it will analyze whether the forces are unfavorable or favorable for the organization. Porter's 5 forces model is also related to Unilever and it is also justified that each force is low, medium, or high. Some of the advantages and disadvantages are also discussed in the report about Porter's 5 force model. At the end of the report some of the recommendations are also provided which can be used by Unilever and from the Ansoff matrix some strategies that can be applied for Unilever will also be analyzed. 


[bookmark: _Toc143596416]About Company 
Unilever was established over 100 years ago. It is a multinational consumer packaged goods organization that was founded on 2 September 1929. At present the headquarters of the company is in London. It is one of the biggest consumer goods organization.  The business is known for its prodigious brands and it is believed by the company that doing the business in the correct way drives superior performance. The brand of the company is available in 190+ countries. Every day around 3.4 billion people its products and in 2022 the turnover of the company was around € 60.1 billion (binti Tsuraya, et al., 2023). Fast-moving consumer items are supplied and manufactured by Unilever. The company offers a wide range of goods, including cosmetics, food, drinks, home care, vitamins, minerals, and personal care items.
 There are some of the largest brands under Unilever like Ben & Jerry's, axe (Lynex), dove, Knorr, Hellmann’s, lifebuoy, lux, omo (Persil), sunsilk, wall's (Heartbrnad), Rexona, and Magnum. Into three main divisions, the company is organized like food and drinks, beauty and private care, and home-based care. It has over 400 household brands and at present approx. 149,000 employees are working for Unilever (Sivakumar, 2021).
Mission 
On any given day, to look good, to get more out of life, and to feel good, the products of Unilever must be used by 2 billion people. 
Vision 
To make sustainable living commonplace
[bookmark: _Toc143596417]Definition of marketing
Marketing includes the activities which are undertaken by the company for promoting the selling and buying of the services or product to satisfy the needs of the customers and achieve set organizational goals. Marketing involves understating the preferences of the consumers, developing the products doing timely innovation, pricing strategies, and promoting and choosing the correct distribution channel. On behalf of the organization, some of the marketing can also be done by the affiliates (Sivakumar, 2021).
Marketing helps get customers interested in the products and services of the company. By doing the proper research and analysis of the market it can happen and all the ideal customer's interests must be understood. All aspects of the business are about marketing including the development of products, methods of distribution, advertising, and sales (Jayadi, et al., 2023).
When marketing the products and services 4P’s must be considered. The 4Ps include the product, price, place, and promotion. 
1) Product: It is the main root of marketing. It refers to the services or products that an organization wants to offer to its customers. For the product before preparing for the campaign, it is crucial for the marketer to be well aware of the nitty-gritty of the product, how it can be used, for the customers how product can be beneficial, and so forth. The product must be answered to the demand of consumers or the availability of the market (Tien, 2019).
2) Price: It is another marketing P. It includes the selling price of the products. Factors like distribution expenses, unit cost price, and marketing cost play a crucial role when finalizing the price of a product. When deciding the prices, the competition company’s prices and the demand of the consumers can also be considered. 
3) Place: It is another P of marketing. It refers to product distribution. The products can be sold online or physically forefront. 
4) Promotion: It is the last P of marketing. Selling, advertising, direct marketing, public relations, guerilla marketing, sales promotion, and sponsorship are included in the promotion technique (Tien, 2019).


[bookmark: _Toc143596418]Types of marketing 
Different types of marketing can be used by Unilever to market its products and services. 
1) Internet marketing: the use of the internet is increasing with time and across the globe internet is used. Therefore, if the organization has a strong presence on the Internet it will help in the growth of the business. 
2) Blog marketing: This type of marketing involves products and services promotion by brands for potential customers who use the internet to obtain more information about the product and services (Kamara, et al., 2021).
3) Search engine marketing: Depending on pay per pay-per-pay-per-click concept, brands pay search engines to place links to their business ventures and pages above other competing brands. 
4) Social media marketing: by thousands of people this platform is used, If Unilever wants to boost its sales this type of marketing can be done. various platforms like Instagram, Facebook, Twitter, or YouTube can be used by organizations and it will help to increase the base of customers (Yanuar, et al., 2021).  
[bookmark: _Toc143596419]Marketing process 
The marketing process is the strategic plan that helps the organization set and fulfill its financial goals. The marketing process involves various stages that guide the organization's approach to marketing. In other words, it is the series of steps that are followed by the business to promote its product and services to its targeted customers. The marketing process stages are interconnected and interactive, which reflects the ongoing marketing nature (Reza, 2020).


Below is a diagram showing the stages:

[bookmark: _Toc143596420]Stages of the marketing process
1) Situational analysis
It is the process of examining an organization and its competitors based on market size and share, history of sales including the profits and costs, the use of the advertising, customers' nature and type, and more. 
For the situation analysis, Unilever can assess the external and internal factors that can influence the marketing environment of the organization. In marketing, different types of situation analysis can be used by Unilever like the 5C's analysis, SWOT analysis, or Porter's five force analysis. By analyzing the situation Unilever can understand its current position in the marketing and potential challenges can be identified as it operates in dynamic environments influenced by social, economic, technological, environmental, and political factors. Situation analysis can be helpful for the company to understand its strengths, weaknesses, opportunities, and threats (Reza, 2020).
2) Setting of Objectives 
Marketing objectives the measurable goals which outlines that what should be the result of the marketing strategy
After analyzing the situation, Unilever will set the measurable, and achievable goals of marketing. These objectives support with the organization's overall business goals and guide the marketing strategy. In emerging markets, Unilever might aim to expand market share, increase sustainability efforts, and enhance customer loyalty.
3) Developing the strategy 
A development strategy is the growth strategy of the customers which focuses on introducing its current products in the new markets. Strategy is developed often by the organization to identify and develop new opportunities to sell their products in the market which was explored previously (Hasan, 2015).
Unilever will develop the marketing strategy which outlines how an organization can achieve its set objectives. The strategy can include the target market segmentation, brand positioning, and marketing mix (product, price, place, promotion) can also be determined. A market development strategy can be employed by Unilever by entering into a new geographic market with the current products or a product development strategy by introducing the new products to the current market (Cheng, 2021).
4) Strategy Implementation 
In this after developing the strategy, by executing marketing initiatives the strategy is put into action. This strategy implementation involves designing products, pricing them suitably, distributing them effectively, and promoting them to the target audience (Kotler & Armstrong, 2013).
In the strategy implementation stage, Unilever can launch its products in the targeted market, cultural nuances must also be considered, its pricing strategies must also be evaluated, and promotional tactics (Hasan, 2015).
5) Control
Against the established objectives at this stage outcomes of marketing activities are monitored and evaluated. Strategies are adjusted as per the need for performance improvement and to achieve the desired results. 
Unilever can assess the sales regularly, timely feedback from the customers can be taken and market trends can also be assessed to determine if the set objectives of the organization are met or not (Cheng, 2021).


[bookmark: _Toc143596421]PESTEL analysis 
It is the tool that allows the organization to discover and evaluate different factors that can hamper business performance in the present and its future as well. PESTAL analysis is the acronym for the Political, Economic, Social, Technological, Environmental, and Legal factors. This analysis provides background data about the direction of the corporate, its positioning of the brand, growth targets, and risk to productivity like the pandemic or other disasters (Matovic, 2020).
In shaping the business environment of Unilever, PESTAL analysis plays a significant role. This analysis will also help Unilever to determine the existing products and services validity and new product development is also determined. PESTAL analysis model is a tool for directors to comprehend the external environment's influence on the organization. In the Unilever case, exterior factors are different, considering the business's global scope. However, the corporate must focus on enhancing its performance of the business (Birahim, 2020).
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Political 
The political landscape can affect the performance of Unilever. on the health standards and product labelling government regulation can affect the operations of Unilever. PESTAL analysis can help identify the government's impact on the organization's remote or macro environment. 
Some of the political factors which are important in the customer goods business for Unilever:
1) Developing relations of free trade (opportunity)
2) Political stability in most of the nations (opportunity)
3) Political problems in the European Union (threat) 
Most of the nation's political stability provides an opportunity for Unilever to increase these markets. Based on the political factor, in the market, there are some opportunities available for Unilever, although it is also crucial for the organisation to address the issues that are linked to the European Union's political condition (Matović, 2020).
Economic
Unilever performance of is based on the economy around the sphere. Fluctuations in the economy can affect the purchasing power of the consumers and due to economic fluctuations unilever products demand can also get affected. Economic factor summaries the influence of economic situations on the business and their macro-environment or remote environment. 
Some of the economic factors which are determinates of the performance of Unilever in the consumer goods industry:
1) Increased earnings in the developing countries (it is a threat & opportunity as well)
2) Increasing growth of developing countries (it is an opportunity) 
3) Economic steadiness of developed countries (it is an opportunity) 
In developing nations increasing wages provides the golden opportunity to the unilever to increase its profits from increasing its sales, as consumers receive higher disposable incomes. However, in terms of higher labour cost, the same external factors become a threat for Unilever because it also has various facilities of manufacturing which are established in eh developing regions. Nonetheless, growth of business can be expected by Unilever as in terms of the consumer goods market these nations develop in market and its value (Çitilci & Akbalık, 2020).
Social
Unilever's business performance and macro or remote environment are affected by sociocultural issues and trends. Increasing demand for sustainable and principled products aligns with Unilever's promise of social accountability. In social factors, markets' socially driven behavioural aspects are considered. In the Unilever consumer goods business, the sociocultural factors are as follows: 
1) Increasing health awareness (it is an opportunity)
2) Developing behaviour of environmentalists (it is an opportunity)
3) Slow undoing of the gender divide (it is an opportunity) 
The social factors show that products that address the increasing interest of consumers in health and wellness directly can be helpful for Unilever to grow (Çitilci & Akbalık, 2020).
Technological
To support the consumer goods business, Unilever is based on the available technologies. Advances in technology can affect the innovation of products and digital marketing strategies. Technological factors analyse the technological trends' impact on the firms and their macro or remote environment.
In the case of Unilever, some of the technological factors are significant:
1) Rising automation of businesses (threat and opportunity)
2) Increasing investments in research and development (threat) 
3) Reducing transportation costs based on the efficiency of technologies (opportunity and threat) 
Increasing automation in the business is an opportunity for Unilever as it can help increase the operational efficiency of the business (Shaikat, 2020).
Environmental
Ecological conditions and trends can affect the Unilever macro or remote environment. Enhanced environmental issues awareness can create opportunities for the eco-friendly products of Unilever. In the environmental factor, the natural setting and connected problems effects are considered. 
Some of the ecological factors which can affect the customer goods business of Unilever significantly:
1) Increasing interest in business conservationism (it is an opportunity)
2) On sustainability growing efforts of business (it is an opportunity)
3) Enhancing complication of the environmental plans (it is an opportunity) 
For Unilever, the increasing interest in a business environment is an opportunity to develop its various environmental programmes which can help attract more environment-friendly customers. Unilever can also develop its sustainability program as it can help strengthen its competitiveness against its competitors (Shaikat, 2020)
Legal
For Unilever, it is crucial to comply with all intellectual property regulations and global trade laws. Complying with all the regulations minimizes the chances of any legal barrier to its consumer goods business. 
Based on the following factors, Unilever ensures its compliance:
1) Developed environmental regulations complexity (opportunity) 
2) Strengthen the laws of consumer rights (opportunity) 
3) Strengthen laws of the international patent (opportunity) (Jamaludin, 2021).


[bookmark: _Toc143596422]Porter 5 Forces Model 
It is the model that recognizes and examines five forces which are competitive which shape every industry and helpful in identifying the strengths and weaknesses of the company. This model is used commonly to identify the industry structure so that company strategy can be determined (Baburaj & Narayanan, 2016).
[image: Porter's 5 Forces]
1) Threat of New Entrants- Low 
A strong brand and global presence of Unilever can make it quite difficult for the new entrance to quickly gain market share. 
2) Bargaining Power of Suppliers- Medium
 Due to its size, Unilever may bargain with suppliers for favourable terms, but supply chain interruptions can affect business operations.
3) Bargaining Power of Buyers- Medium 
Although consumers have many options, brand loyalty and differentiation in products limit their purchasing power (Baburaj & Narayanan, 2016).
4) Threat of Substitutes- Low 
Because of its wide range of products and strong brand recognition, Unilever faces less competition.
5) Industry Rivalry- Medium 
Continuous innovation and uniqueness are required to survive the competition from other consumer product companies (Jamaludin, 2021).
[bookmark: _Toc143596423]Advantages of Porters 5 Forces 
1) Provides a well-organized framework for analyzing industry competition 
2) Helps in locating the major factors that affect a company and helps in showcasing the strengths
3) Helps in identifying which entity holds more power.
4) For expanding the business it displays various opportunities 
5) Assist in understanding corporate issues.
6) Helpful in forming corporate vision and strategy (Desai & Vidyapeeth, 2019).
[bookmark: _Toc143596424]Disadvantages of Porters 5 Forces 
1) Can simplify complicated business situations and neglect to take into account dynamic changes that occur quickly.
2) For conducting quantitative analysis of the external factors there is no built-in method. 
3) For the larger organization it is difficult practically. 
4) For the analysis, Porter's 5 force model can be used as the starting point only. 
5) It is not used practically for some industries and external business risk factors like legal constraints, financing methods, interest rate fluctuations, etc. are not considered for this framework (Desai & Vidyapeeth, 2019).
[bookmark: _Toc143596425]Future Recommendations
Some of the recommendations are provided which can be considered by Unilever: 
1) Sustainable innovation: In research and development Unilever can continue to investigate. It will help the company to create more innovative, eco-friendly products that can align with the changing preferences of the customers. 
It is also crucial for Unilever to prioritize sustainable practices like investments can be done in digital transformation and new product offerings can be developed. it will help to accommodate the changing preferences of the customers. 
2) Digital transformation: Unilever can also embrace the strategies that are technology driven for example personalized marketing or e-commerce platforms. These strategies can be helpful in understating behaviors and preferences of the consumers in a better way and it will also help to reach a wider customer base 
3) Timely innovation: Unilever must also timely innovate its products and services. it will help the company to attract more clients and current clients will also not go anywhere. When timely innovations are done in the products and services customer does not get bored (Kotler & Armstrong, 2013). 
4) Collaboration: Unilever can also collaborate with industry partners and NGOs. It will strengthen the reputation of Unilever as an environmentally conscious and socially responsible organization. 
[bookmark: _Toc143596426]Ansoff matrix strategies
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1) Market penetration: By boosting up its marketing initiatives and growing its presence in current markets, Unilever can focus on gaining market share. For example, starting focused marketing initiatives to promote its current product lines can draw in more clients. Different types of marketing can be used by Unilever. 
2) Product development: Unilever might create fresh product lines to meet changing consumer demands. For example, developing a line of sustainable and plant-based goods could satisfy the rising demand for green items. it will also increase the brand reputation and more customers who are environment friendly will be attracted towards the organization.
[bookmark: _Toc143596427]
Conclusion 
It is concluded that the success of Unilever depends on the effective navigation of its external environmental factors by strategic planning and careful analysis. Unilever can keep up its competitive edge and achieve in the ever-changing business environment by seizing chances and overcoming obstacles.
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