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[bookmark: _Toc90326948]Introduction
The concept of business and the exchange of offerings is a fundamental concept of civilization. As the world is advancing each day, the prospects of the business and organisational activities are increasing tenfold. Business ventures of this age are versatile and competitive. They have to be aware of the surrounding environments and conditions that affect their ability to operate, as well as develop effective and suitable strategies to capture the attention of the customers in a market. The following report aims to illustrate the significance of a core pillar of every firm, the marketing activities, and how it plays a critical role in achieving business sustainability and remaining competitive in a market. The report also evaluates the numerous environmental and market factors on the external and internal level, that affect firms, by implementing a range of theoretical tools and methods, from the perspective of Pandora Group UK, a highly popular multinational corporation, that sells high-quality Jewelry.













[bookmark: _Toc90326949]Defining Marketing
Every business conduct marketing activity to some extent within its operations. It is a core pillar of business, which broadly encompasses some processes for showcasing the brand and the offerings of the firm in the market to capture the attention of the target audiences. It is a strategic direction taken by businesses to stimulate the demand and interest of the customers in a market, by promoting the products and services of the brand in any way possible. This means that the design of a product, the way it is packaged and the advertisement created to inform the customers of its awareness, every action aimed to gain customer response and attention is a part of the greater marketing concern. The Chartered Institute of Marketing (2021) stated that any management process that has been created to identify and anticipate the needs and demands of customers and satisfy their requirements can be considered as marketing.
[bookmark: _Toc90326950]The Marketing Process
Marketing activities of a firm follows a structured framework through which, managers can create strategies, develop methods to implement said strategies and control the activities, measure performance after the plans are executed in the market to determine their effectiveness. As noted by Kotler and Armstrong (2013), there are different stages in the marketing process, which can be defined with the SOSTAC Framework. The first part of the framework is to conduct a “Situational Analysis” to identify and apprehend the relevant market conditions and factors that directly implicate the operations of the business. After that, a set of practical, logical and measurable Objectives need to be developed for the firm to follow and accomplish. To do so, Strategies will be required, referring to the specific segments of customers and market positioning undertaken by the firm. The strategies will be further reinforced via effective Tactics, such as promotional techniques etc. These designed proposals will be then executed by internal and external personnel and allocated resources. In the final stage, the effectiveness of the deployed techniques will be measured to determine whether the company has been able to achieve the objectives set previously.


[bookmark: _Toc90326951]The Business Environment: Macro and Micro Environmental Conditions
A fundamental part of every business venture is the dynamic relationship with the environment. Every organisation in a market is subjugated to a range of diverse factors and conditions existing in the surrounding environment, which need to be identified accordingly. These factors often play a significant role in the ability of a business to operate in a market. Although the driving forces are spread across different levels, they can be broadly categorised into two divisions, considering the degree of influence and certain characteristics. The external environmental factors or the macro-factors affect the business from the outside of the firm, which applies to all firms in the industry. As described by Gao et al. (2017), these factors are mostly generalised and have an indirect influence over the actions of the organisation. These forces cannot be controlled directly, so firms have to adjust their activities to accommodate. On the other hand, the internal or microenvironmental elements reside within the operational boundaries of a business, allowing them to manipulate and control the forces in its best interest. These forces are primarily connected to individual organisations.










[bookmark: _Toc90326952]Macro-Environmental Analysis: PESTEL Model
As mentioned earlier, the surrounding environment of organisations contains different types of external forces and stimuli, which can pose influence and direct the prospects of businesses to a great extent. To identify and evaluate the driving forces of the macro environment of the selected organisation Unilever Plc, a popular analytical tool, PESTEL analysis has been used. The model divides the factors into 6 broad categories and analyses their positive and negative implications on the business. Shtal et al. (2018) evaluated that the Pestel Analysis is a highly effective tool to identify the opportunities and market conditions of a broader environment, providing valuable insights regarding positive and negative aspects of a market. This ensures informed and critical decision making. However, a key drawback of this tool is that it has often been argued to be too simple and lacking some key market factors such as market competitiveness.
Political Factors: Political factors refer to the governmental policies and political stability of a market economy. These factors can range from FDI policies, monetary policies, tax policies and governmental outlook towards foreign companies in general. Pandora Group has been able to overcome a highly complex set of political complications, as it has to operate in multiple economies across the global market. As mentioned by Anca et al., (2017) particularly for the UK market, the Brexit fallout has influenced previous policies to become strict for European companies, leading to Pandora facing restrictions at different levels. Moreover, the coronavirus pandemic has pushed nations to mandate strict regulations regarding business practices, which has severely impacted the company. In addition, the instability in the pricing policy of raw materials has also created negative implications for the company.
Economic Factors: Economic factors are one of the primary driving forces, as it is directly related to profitability and business growth. Unfortunately, the Covid-19 pandemic has crippled the global economy on an unprecedented level, which has impacted the firm as well. Pandora Group is a major operator in the Scandinavian region, European region and Asian Regions, all of which have ceased operations regarding economic activities and businesses, creating a massive void of profit for the firm. In addition to charges and expenses of day-to-day operations, the firm has faced financial problems regarding global transportation and supply chain as well.

Social Factors: Pandora is an old brand in the market. The company has been operating in the market since 1982 that started as a family owned-brand. The social outlook towards the company is very well regarded, as the firm is known for its attention to quality, craftsmanship and after-sales customer services associated with jewellery. So, the firm stands in a prominent position in their respective markets, particularly in the UK market.
Technological Factors: Technological aspect of the industry under consideration is very high. The collection, preparation and curation of diamonds and other valuable gems and materials are considered as a highly sensitive sector of business, that requires state-of-the-art technology and infrastructure alongside top quality machinery. Pandora is known for the quality and attention to detail of its products through careful manufacturing and infusion of technology to maintain standards.
Environmental Factors: Environmental factors have become a serious concern in the modern world of self-aware and informed customers, as well as governmental organizations. Environmental issues and the impact of organizations has been brought to the spotlight, and many firms are scrutinized for their lacklustre practices. So, Pandora Group has also designed corporate social strategies to address their implications for collecting the materials from nature and help to develop the surrounding communities.
Legal & Regulatory Factors: Legal and regulatory environment for the company and multinational companies, in general, tend to be filled with complexities, as they operate in multiple countries, the governments of which have differentiated policies and legal practices put in place. Complications in regulatory clearances, developing suitable organizational rules, and modifying company operations of various subsidies to fit different regulations in different markets have been found to significantly impede efficiency and stifle corporate growth. 



[bookmark: _Toc90326953]Micro-Environmental Analysis: SWOT Model
The environmental factors that exist within the boundaries of a business and affect the internal activities are considered as internal or microenvironmental factors. These conditions are related to the internal capabilities of the firm and the problems that are reducing operational competitiveness. The internal characteristics are under the control of a business, which means that by identifying key elements, firms have the opportunity to improve upon existing strong points and develop effective strategies to eradicate weaknesses. As stated by Vlados (2019) the widely used SWOT analysis has been implemented to conduct a micro-environmental evaluation of Pandora Group which depicts the Strengths, Weaknesses, Opportunities and Threats faced by the corporation. The SWOT analysis is an excellent tool to quickly identify the key internal attributes of the firm. However, the tools only provide a linear and rudimentary division of factors, which is not always applicable in practical market conditions. Moreover, the model does not illustrate intricate factors and is only a primary stage, therefore, effective decision making cannot be done based upon results.
Strengths: One of the strongest aspects of the company is its impeccable attention to detail, craftsmanship and quality assurance. Although the company originated in Denmark, they have established a highly innovative facility for the production of their jewellery in Thailand, which has enabled them to establish a diversified supply chain and cater to the Asian market. Moreover, as mentioned by Bucuta and Balgaradean, (2016) the skilled workforce of Pandora is known for its capabilities. The company also has a strong CSR strategy, where they aim to improve the social conditions and empower the women of Africa. Their assorted range of products is diverse, as they have a massive selection of jewellery for the customers to choose from.
Weaknesses: Although Pandora is a well-known name in the international market, its actual spread across the global atmosphere can be considered fairly limited. The firm has been operating in a limited number of countries and regions that are most convenient for them in terms of distribution and production. Their main regions are Asia and Europe. This severely reduces their international competitiveness. They are also not highly skilled in terms of marketing practices and brand development tactics, as they have not been able to effectively advertise their brand or their products through traditional mediums used by competitors.

Opportunities: Following the weaknesses, the firm has a strong viable opportunity to expand its businesses across different international markets, where a strong rise in economic GDP can be seen. For instance, they should aim to introduce their brand in China, Russia and Italy, all of which are highly lucrative and prominent countries that have a strong market demand for expensive and affordable jewellery. In support of the writings of Martynenko (2020) to accommodate this expansion, they can also increase their capacity of production from their Thailand base of operations to either extend the production capabilities of that specific facility or introduce a new production plant in another convenient location. Finally, although the products of Pandora are considered as diversified, they are mostly focused on the female demographic. In modern times, Jewelry for men has also increased, which opens up options for new product lines such as Gold or Diamond studded Watches.
Threats: The negative implications due to the coronavirus pandemic has severely threatened their profitability and operational capabilities across the world. Moreover, due to unstable economic and political conditions, the raw material of their products, golds, diamonds and expensive gem materials have also become unstable, reaching unprecedented prices. Another issue for the firm comes in the form of 2nd hand jewellery market amidst existing customers, as individuals are selling their private collections and many people are buying for comparatively less prices.
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Segmentation & Targeting
A successful business cannot operate for long if it does not know who the customers are. When a business starts its activities, it must also determine the exact nature of the products and services it intends to offer, and who are the customers for that product. According to the findings of Camilleri, (2018) In an existing market, there are different types of customers present. Among them, many consumers will have shared characteristics and similar needs, requirements and attributes that can be used to put them into singular groups. The strategies and identification of such groups of customers are called segmentation and is a basic activity of any business organisation. The existence of such customer segments will determine the prospects of a market.
The Pandora Group for jewelry has a highly specific group of customer segments, with a target audience focusing on a niche market in the larger jewelry segment. The customers of the company consist of males and females, who are interested in collecting and purchasing jewelry that is trendy, stylish and on par with the fashion aesthetics of the modern world. However, their jewellery can be expensive for the middle class, therefore, they have targeted the upper-middle-class demographic, who have the capabilities to purchase jewellery but in an affordable manner. The income-earning capabilities are high and the customers of Pandora have a specific interest in jewellery the diamonds.
Positioning
When promoting the brand identity of a business, it has to take a certain position in the market against competitors, which essentially means providing a mental image or identity to the customers with particular characteristics. As mentioned by Dauriz et al., (2014) Pandora Group has positioned itself in the global market as a unique company, that provides versatile and a diversified selection of diamond and other rare gem infused jewellery on par with the aesthetics and trends of modern society. The company aims to provide high-quality modern designed jewellery products at an affordable price point in contrast to the active competitive firms in the market  

[bookmark: _Toc90326955]Marketing Mix
Marketing activities are a part and parcel of every business institution. Therefore, providing dedicated attention, conducting market research and developing effective marketing strategies is a critical attribute that significantly influences the success and failure of companies. To present the marketing efforts shortly, the marketing mix tool has been used, which describes the 7 fundamental activities related to the marketing operations of Pandora Group
Products: The products of this company are highly diversified, as the company produces a wide range of bracelets, watches, lockets, chains, nose rings, pendants etc. Their assorted range of products has been well appreciated due to the complex and unique design choices and attention to detail, quality and craftsmanship as well.
Price: the company offers an expensive range of products that are diamonds and other gems, which makes them operate in the premium market segment and fetch a high price for their products in comparison to regular jewellery items. However, in terms of comparison to the modern-day industry leaders in the world of diamond, the firm is known for its affordable prices while maintaining higher quality, giving them the ability to pursue a cost leadership position in the international market.
Place: It has been mentioned previously that the company is spread across 3 primary regions, which are the EU, the UK and the Asian region, with a specific focus on Thailand. In accordance to Chen et al., (2016) they currently have about 5500 employees, 3600 of which work in the Thailand division. This is mostly due to their production plant being located in Thailand, which is at the centre of their supply chain and related operations. They are present in the global marketplace, but that presence is mostly concentrated in the Scandinavian countries and Countries nearby Thailand, which should be extended upon.
Promotion: The promotional activities of the Pandora group are not highly developed. Their promotional content has not been designed to effectively be implemented in traditional or digital marketing channels and mediums. As described by Dias and Cavalheiro, (2021) the firm has very little presence in the international market in terms of brand awareness, as they are mostly known through customers and associations. In the age of digital communication and infrastructure, it is strongly recommended that the firm establish a dedicated resource based digital marketing strategy that can improve their profitability significantly in the era of social media and constant communication-based society.
People: The people aspect of the firm is massive, as they currently have 5500 employees working for the retail and production division in total. The front desk employees, customer service personnel and sales representatives are provided exceptional training in maintaining a friendly and professional standard throughout their services, and the craftsmen and workers are considered as some of the skilled labour in the industry, due to their high-quality handmade works.
Process: The procedural functionality of the company is impressive. They aim to manufacture their products through their Thailand base of operations and then distribute through a global supply chain that is spread across the international market. However, the administrative and operational activities are mostly controlled from overseas, and their country of origin, which can somewhat reduce efficiency. Moreover, their process could be developed furthermore, by introducing a new production plant and improving the capacity of production as well.
Physical Evidence: The company has created a diversified aesthetic for their brand image. The classic Pandora logo and aesthetics can be seen visible in all of their packaging. The retail outlets are designed aesthetically and attractively, which immediately captures the attention of the customers as a luxury brand that does not spare quality or perfection.
[bookmark: _Toc90326956]Conclusion
The world of business in the 21st century is complex and versatile. Remaining competitive and establishing a sustainable concern requires experience in the market and the ability to cope with dynamic shifting trends in combination with meaningful and expansive marketing strategies. This report discovers the market conditions and surrounding environmental factors of Unilever PLC, where it evaluates the macro and micro environmental conditions using a range of marketing tools. The paper also illustrates different strategic directions adopted by the organisation and how they conduct their marketing activities regardless of the implications of the coronavirus pandemic and continue to remain as one of the largest multinational corporations in the international market.
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