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Introduction
Marketing is the process of understanding the demand of the customers and producing products up to the demand including the promotion of the product to the customers (Kaya, 2013). The main task of the marketing department is to understand the trend in the market and direct the production department to the product in line with the demand of the market. To do this the marketing department has to follow different stages. The main role of marketing is that it defines the marketing mix which is the identity of a company. In this essay, the stages of the marketing and marketing mix will be described. There are two types of stakeholders in an organisation. These are internal stakeholders and external stakeholders. This part will also be described here. For analysing the process in the real-life example the chosen organisation is Unilever which is a UK-based multinational company.


[bookmark: _Toc80949669]Understanding the process and stages of marketing including the marketing mix analysis.
[bookmark: _Toc80949670]Idea of marketing 
Even though in the past people regarded marketing as the process of selling products through promotional activities, the idea is not the same in the present time. In a real sense, marketing is much wider than that. Marketing is the process of understanding the demand of the customers in the market and helping an organisation to produce products up to the demand of the customer. The last task of marking is to let people know about the products by promotional activities. The task of marketing is to create customers' wants. Because of the want, the customers will feel a gap on the market. Marketing will serve the gap which becomes the demand of the customers. For example, before going to the Indian subcontinent the marketing department of Unilever did the important task. At first, it understood the want of the people and feel the gap in the market. Then it serves products to fill the gap and thus has been able to grab the mass market of that region. 
After all, it can be said that the task of marketing is to find out the demand in the market and the gap in the market. According to the gap, it instructs a company to serve products. Then finally it plays an important role to let people know about the product of a company like Unilever. 
[bookmark: _Toc80949671]Processes and stages of marketing
There are different processes and stages of marketing that help an organisation to operate day-to-day tasks. The process of marketing includes the process of understanding the desired demand and the gap in the market. It can be done by observing the trend in the market. In this part, the stages and the process of marketing will be discussed clearly.
[image: Marketing Process: 5 Steps of Marketing Process]
Figure 1: process of marketing (Heitzman, 2020)
There are five stages of marketing. These are understating the marketplace and the need in the market, defining the nature of the customers, developing a marketing plan, building a profitable relationship with the market, and the last task is to capturing value from the customers in the market. 
Understanding the need, want, and demand in the market: the task of the marketing process is to understand the need of the customers. It arises from the state of deprivation. If the customers feel the deprivation from something they will feel the need for a particular thing (Justman, 2019). The next stage is want. Wants, most of the time, are shaped by society and coot. For example, the people of India need food who visit the US. But they want a restaurant for rice but do not want McDonald's. Demand is the want that is backed by buying power. 
Customer-driven marketing strategy: Customers-driven marketing strategy can be done in two ways. One is selecting the customers to whom the company will serve the products and the other is in which way the company will serve the product to the customer. Selecting the customers is not an easy task. There are lots of customers who have the need, want, and demand. But is not possible for a company to serve the products to all of the customers in the market. Hence the company must identify the best customers to serve the product. For example, when Unilever selected India and Brazil to sell the product it decided to which customers the product will be sold. The company selected mass customers and people with minimum wealth were their targeted customers for which the company follow a cost-effective pricing strategy. The second task is to decide in which way the product will be served. There are different ways to serve the product. These are production concept, product concept, selling concept, marketing concept, and societal concept.
Developing an integrated marketing plan: Making integrated marketing means specifying to which customers the company will sell the product (Perks, 2020). The task here is to define the product, price, place, and promotional activities. It is called the marketing mix which will be described below. The company defines its integrated marketing plan to understand the arena of the business.
Building profitable relationships: Building a profitable relationship with the customers is the prerequisite for marketing. It can be done by ensuring customer relationship management. CRM increases the loyalty of the customers and increases their integrity. Customer loyalty makes repeated customers and increases the sales turnover of a company.
Capturing value from the customers: The final task of the marketing process is to gaining value from the customers in the market. Value from the customers can be gained by making customer loyalty high. Customer loyalty can be ensured by proving better service. For this reason, the marketing department must work collaborating with the other department to ensure supreme quality of the product which will increase the lifetime value of the customers of a company. The more the lifetime value of the customers the more the value from the customers will be.  By following these processes marketing department ensures success for any type of company.
Another task of the marketing department is to understand the industry to which a company belongs. This is given below. It helps to do the situational analysis.
Threats of new entrants: It means the risk of losing market share by new competitors. Unilever is a multination company. That’s why it will not be easy for a company to grab the market share of Unilever within a very limited time. 
Threats of substitute products: The threats of substitute products are high in the market. Everyone can get an alternative to the same product there are different alternatives to the products that are sold by Unilever. Hence the risk is high.
Bargaining powers of buyers: The world has become globalised now. There are lots of technological privileges and social media which help the buyers to look for alternative products from different companies. Besides buyers can purchase a product through online media. That’s why buyers option is larger which make buyers power to be high.
Bargaining power of suppliers: Unilever purchases most of its supplying products from Asia. There are lots of suppliers who sell products to Unilever. If one supplier increases the prices Unilever looks for other supplies to purchase the raw materials at a lower price. That’s why the power of suppliers is low.
Rivalry among the existing competitors: There are more than 400 products in the product line of Unilever (Wuyts, 2020). There are lots of companies in different countries which produce the same product as Unilever does. Companies like P&G, Nestle, and the different products of the retailing firms create high pressure for Unilever which has made the rivalry among the existing competitors to be high.
[bookmark: _Toc80949672]Strategic marketing planning
The strategic marketing plan is the method that helps an organisation to follow specific methods and strategies to achieve the long terms goals. Strategic planning helps a company to get the market share over the competitors. Different strategies help Unilever to be one of the largest multinational companies in the world. It follows segmentation, targeting, marketing mix, positioning accurately to grab the market share. 


Segmentation
[image: Market segmentation – knresearch]
Figure 2: Process of segmentation (Hansen, 2021)
There are more than 700b people in the world. Practically it is not possible for any type of company to supply products to these people (Bonke, 2020). Not all of the customers are equally profitable. Besides the nature of one segment is not the same as that of other segments. That’s why segmentation helps Unilever to achieve customer satisfaction by creating specific products for a specific segment. Segmentation can be behavioural, geographic, psychological, and demographic. First of all, it follows geographical segmentation. The business strategy in India and Europe is not the same. Then in a country, it follows demographic segmentation. For example, it targets the mass market in India and Brazil to sell the product even though there are a niche market and premium market. 
Targeting 
Targeting is the process of focusing on specific customers from the chosen segments. Because not all of the people of a specific segment will be equally attracted and profitable for Unilever. Hence it has to target specific consumers from the segment. According to the theories of Kotler, there are three methods of targeting which are followed by Unilever. First of all, Unilever targets the whole segment to serve the product. Then the next task of the company is to produce its marketing mix based on the customers. It helps to identify to which customers it will be able to sell the product. And finally, it produces products targeting those customers only.
Positioning
There are lots of companies which sell the same types of products. Positioning is the matter that controls buyers’ perception of a company. That’s why Unilever focuses on positioning effectively. It follows customer relationship management techniques to create a positive image for the customers (Et al., 2021). It communicates with the customers regularly and expects their comments on the development of the services. 
[image: Market Positioning: Do You Know What Position You&#39;re In?]
Figure 3: Market positioning (Guerrero, 2019)
It increases the loyalty of the buyer which increases the lifetime value of the customers. To do this the marketing department of Unilever plays the most effective role. It measures the demand of the customers and directs the company to produce the product according to the demand. The marketing department also promotes the products in different methods which ensures the proper positioning of the brand. 
Growth strategies
There are more than 400 products of Unilever and the number is increasing day by day. Besides the selling area of the companies is also increasing. To manage the growth the company follows 4 growth strategies according to Ansoff's growth matrix. It follows product development strategies in which it brings a new product to the existing market (BASHIR, SAEED and ABBAS, 2020). It follows diversification in which it brings new products to new markets. It follows market penetration strategies in which the market and products are existing and in market development strategies Unilever create new market while the products are existing.
[image: Ansoff Matrix - Overview, Strategies and Practical Examples]
Figure 4: Ansoff’s growth strategy matrix (Kumar, 2016)
[bookmark: _Toc80949673]Marketing mix strategies
According to McCarthy's marketing model, there are 4p’s which he suggested defining the marketing mix of an organisation. Further, it has been extended to 7p’s by adding three p’s with the 4p’s suggested by McCarthy. The marketing mix of Unilever will be described in this part to understand the overall marketing strategies of the company.  
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Figure 5: The 7P’s of marketing mix strategies (Diamond and Agarwal, 2020)
Product
The main strength of a company is its products and services. Unilever is a products-based organisation. That’s why defining the product line is quite important for the company. It has more than 400 products in its product line including food, cosmetics, beauty products, etc. This is the strength of the company in comparison to that of its competitors (Binninger, 2020). The company has a vast number of products line which helps the company to get customers from different areas who are looking for different kinds of products. 
Price
Even though the products are good customers don’t buy a product oftentimes just because the price is more. That’s why proper pricing is very important for a company. Pricing makes a product more valuable to the customers. If the price is less than the value of the product to the customers they tend to buy the product. Hence Unilever follows pricing strategies properly. It follows cost-effective pricing strategies for the mass market product in South Asia and some parts of South America. But the pricing is not cost-effective for the premium product. Hence, it can gain middle-class people with lower pricing methods. 
Place
The place is the distribution channel and the area in which the products of Unilever are sold. There are different distribution channels through which the company supplies its products. In the UK the company communicated with the largest retailing businesses like Asda, Aldi, Morrisons, and Tesco (Bellin, 2021). It sells the products through retailing firms. According to distributing model there are four types of distributional strategies including, direct selling, and selling through intermediaries, dual distribution, and reverse logistics channels. Unilever follows direct selling and selling through intermediaries. It has selling points in different parts of the world. Besides, it sells products through communicating with the retail firms which are called selling through intermediaries.
Promotion
For selling the products ensuring effective promotional activities is very important. Promotions help to let people know about the product of a company. Unilever does promotional activities in different ways. It offers different types of discounting and gift with new products. To ensure the proper promotion it gives buy one and get one offer for new products. It advertises the products through offline and online media. Social media has become one of the influential sources for the company to promote its products (Stern, 2020). The company also follows digital billboard advertising to promote the products effectively to the customers. 
People
People are those who are related with the company to produce the products. If the employees are not skilled enough and have a good sense of humour then it will not be possible for the company to ensure better products. Besides how the staff of an organisation communicates with the customers has a great influence on customer satisfaction. Unilever recruits the MT officer in a rigorous process by following different stages which ensure the skill of the employees of the company. 
[bookmark: _GoBack]Process
The process outlines the structure within which customers will acquire the final product to consume value. It outlines how a service provider generates and delivers value to clients in an effective manner. It aids the service marketer in identifying touchpoint in the business market.
Physical evidence
Physical proof for service marketing can be found in the tools and elements used in service production and delivery. It improves the customer's trustworthiness and quality of service. Customers can learn about the service's tangible circumstance and use the signal to rate their pleasure with it. 
[bookmark: _Toc80949674]Implementation and control
Implementation and control are the methods that Unilever takes into account to face the situation that the company faces. Situational analysis is done with analysing the industry through Porter’s five models, SWOT analysis, and the PESTEL analysis. Based on the situation and understanding the strength and the weakness including the threats and opportunities Unilever's different control activities.


[bookmark: _Toc80949675]The nature of the environment in the business is diverse. The demand, desire, and want of the customers' change day by day based on different parameters. To meet those demand it is the challenge for Unilever. For this reason, the marketing department works the most. The task of the department is to understand the need of the customers and find out the changes in the market. Through this, it controls the performance of the company.
Stakeholders impact on marketing activities
Stakeholders are those who have a direct and indirect relationship with the business’s entity. The decision taken by an organisation is, directly and indirectly, influences the stakeholders. For this reason, companies have to be careful about the stakeholder. The wrong decision taken by Unilever may hurt the stakeholder. According to stakeholder theory by Edward Freeman, there are two types of stakeholders (Mitchell et al., 2015). These are internal stakeholders and external stakeholders. 
[image: Overview of Key Elements of the Business | Boundless Accounting]
Figure 6 Stakeholders of the business (Piercy, 2017)
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Internal stakeholders are those who have a direct relationship with the organisation. The decision taken by the organisation directly influence the internal stakeholders. That’s why internal stakeholders get the maximum concern in a time of taking any kind of decision by an organisation. The internal stakeholders are the owners & shareholders, managers, and the employees.


Owners and shareholders
Owners are those who own a company. The performance of Unilever directly influences the owner. Because after deducting all of the cost the profit is consumed by the owners (Natonis, 2020). For a public limited company, there are shareholders who are the owners of the company. Decisions taken by a company create a huge impact on shareholders. That’s why companies have to take product development, capital structure decision very carefully. Otherwise, shareholders get nervous and there arise agency cost problems.
Managers
Managers are those who are in the topmost position in the formal structure of employment. Managers decide the future steps. The performance of a company directly influences the managers of Unilever. If the managers can more profit they share a portion of the profit. But oftentimes managers take action that is beneficial for them but harmful for the owners or shareholders which create agency problem. There are different methodologies following which agency problems are solved between the owner and the managers.
Employees 
The marketing strategy is taken by the higher managers but is implemented by the employees. The skills and qualities of the employees define whether the product quality will be good or not (Eposi and Potgieter, 2021). If the quality of the products is good then the quality of the products will be good which will ensure customer satisfaction. The behaviours of the employees help to make customer relationship. That’s why employees are the most important part of an organisation to ensure customer satisfaction by maintaining customer relationship management.


[bookmark: _Toc80949677]External stakeholders
The stakeholders who don’t have any direct influence on business but are indirectly related to the business is called external stakeholders. Different types of stakeholders are influenced by the decision of Unilever. These are customers, suppliers, government, producers, society, etc. The influence of these parties on Unilever will be described below.
Customers
Customers are referred to as the blessings for a business entity. If the lifetime value of customers is higher Unilever can generate more revenue and profit. That’s why Unilever puts maximum concentration on the satisfaction of the customers. To do this the marketing department plays a crucial role. It gathers information about the demand of the customer, the satisfaction of the customers, and what changes they expect to form the company. Then Unilever delivers its products according to the demand. Customers work as a word of mouth and promote the products to others. Hence Unilever tries to ensure proper customer relationship manager.
Suppliers 
It is said that garbage in, garbage out. IF the raw materials of a company are not good then the final product will not be good also (Parker, 2020). For this reason, ensuring good raw material is very important for an organisation. Unilever collects most of its raw materials from Asia and some parts of Europe. It ensures that the suppliers provide the best raw materials. That’s why the company always looks for reliable and trustworthy suppliers. Suppliers influence the performance of the company greatly by monitoring the price of the raw materials. If the suppliers increase the price of the raw material the production cost becomes increases and the price of the product of Unilever gets increases which has a huge impact on the market.
Society and pressure groups
The pressure from society and different pressure groups are of different kinds. Society creates pressure if the products of a company are harmful to society or if the production process violates environmental laws. For this reason, Unilever must focus on the rules and regulations of different societies in different countries. Besides there are different pressure groups who look for any discrimination among the employees based on ethnicity, religion, gender, etc. That’s why Unilever must ensure that the rules and regulations are followed properly.
Government 
A country's government establishes the laws and legal standards that regulate its marketing and economic activity. It is the ultimate decision-maker among the company's various external stakeholders. The government has the power to create regulations and legislation that govern marketing operations in the marketplace.  In addition, the government has the authority to impose import and export restrictions, tax implementation on a variety of issues, and prohibit relationship orders against certain markets. Again, the government can reduce restrictions and controls so that marketing activities can be carried out efficiently within the country.
Creditors
Creditors are the one who provides loan to a company. They influence the performance of Unilever. If Unilever needs money for production growth and the creditors increase the interest rate then the production cost will be increased. Besides the presence of creditors in line with shareholders increase the agency cost. Hence Unilever must be careful to reduce the agency cost.


[bookmark: _Toc80949678]Conclusion 
Marketing is like the nucleus of an organisation. The performance of an organisation without successful marketing is next to impossible. Because the main task for Unilever or other companies is to make sure that they meet the demand of the customers. As customers demand changes oftentimes it is required for an organisation to understand the changing nature of the customers. For this reason marketing department plays the significant importance for Unilever by collecting the information from the customers in the market. The important part of marketing is that it set the marketing mix. Marketing mix defines the nature of a business entity. Marketing mix of Unilever defines the business strategy of the company. 
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