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[bookmark: _Toc92841870]Introduction
The report is based on the marketing management of Unilever Plc, a multinational consumer goods company and its headquarter is in London, UK. The paper includes the external environmental factors which have influenced the marketing strategy of the company along with the internal factors, which play a role in implementing marketing strategy. The company has been evaluated based on the PESTEL analysis discussing the favorable and unfavorable aspects. In order to understand the environmental force which is more impactful to the company, the use of Porter 5 force models has been used. It also includes the SWOT analysis of the firm along with the evaluation on the other portions such as segmentation, targeting, and positioning of the company. The marketing mix also shows equal importance in providing the position of the company.   
[bookmark: _Toc92841871]PESTEL Analysis
It is a strategical tool to analyze the macro environment of the company. The PESTEL of Unilever Plc can be understood with the factors given below:
Political- The international environment is peaceful and stable for the company, but in the UK, after Brexit, the development of the company is uncertain. The present free trade agreements are favorable for the company as no such restrictions have been imposed for the home-based company. The international patent law, along with worldwide law, has provided more opportunities for the company.
Economic- There was a downfall in the economy after the pandemic; the company itself has faced a decline of 1.6% after the outbreak of the virus. The company has still managed to reduce the negative impact with the help of good decision-making. The progress of Brexit has an impact on the profit of the company, with a drop of 21%; therefore, the economic system has an unfavorable impact on the company (Cheng, 2020). 
Social- The standard of living has improved, and people are focusing more on hygienic products. Therefore the social factors are favorable for the company as they deal on the goods such as home care & personal care products and disinfectants both can meet the increasing demand of the people. The company's initiative during the pandemic has provided a positive influence on society.
Technological- The Company was highly embracing innovation and transformed them into digital platforms. They have started using artificial intelligence along with Human Resource specialists. It is favorable for the company as it has reduced the manual intervention and the accuracy of the data is high.
Environmental- The Company has also incorporated environment protection and sustainable development as their strategic approach for the firm. The company has introduced more approaches that include the development of ecosystem services and biodiversity. This is overall favorable for the company in the long run as well as for the environment.   
Legal- The Company works on a dual-headed legal structure. This structure was not favorable in terms of the tea business. The legal framework of the company works of unification, due to which the sale in the UK showed no major changes. This shows that the legal structure is not fully favorable for the company (Unilever, 2021). 
[image: ]
Figure 1: 2020 FULL YEAR RESULTS
Source: (Unilever plc, 2021)
[bookmark: _Toc92841872]Porters 5 Force Model
Bargaining power of buyers- The consumers of Unilever have high bargaining power and seek the minimum price, which acts more strain on the profitably of the firm. The customer's purchasing habit can be predicted on the given discounts or else offers.
Bargaining power of suppliers- Suppliers can be seen in the dominant position for the company, as they have the negotiating power to sell their raw material at higher prices with the firm. They can have an overall moderate impact on the firm.
Industrial rivalry- The Company is competitive in terms of personal care products. The rivalry may cause a steep fall in the price of goods and impact the firm's profitability. 
The threat of substitution- It depends on the value proposition of the substitute, but for Unilever, the company itself provides various types of goods. Therefore there is a low threat of substitution.
The threat of new entrants- The existing product has more advantage more the new entrants, as the consumers have more information about the products sold in Unilever than the new seller. 
	Barraging power of buyers
high
	Bargaining power of suppliers
medium

	Industry rivalry
high

	Threat of new entrant
low
	Threat of substitution
low



[bookmark: _Toc92841873]SWOT 
Strength- The Company’s stable finance and experienced leaders, are the main strength of the firm. They sell their product locally as well as in the international market. They have a diverse range of products with a lower price range and higher sales. 
Opportunity- The internal environment within the UK is peaceful, and there has been an increase in the demand for consumer products as well as beauty products. The advancement in the technological aspect of the company has improved in providing customer services. Many local companies suffered due to pandemics; therefore, Unilever still has the chance to sustain itself in the market (Universitat Pompeu Fabra Barcelona, 2019).
Weakness- The company has a weak structure in terms of liquidity and the ability to meet its long-term debts. The company has failed in many acquisitions along with the rise in the entry of local companies. The lower price of the goods also encourages more competition.
Threats- The free trade agreement between the EU and The UK is uncertain after the Brexit. The global pandemic has caused more falls in the economy, and its re-entry into the globe is also uncertain. The changes in the international market can also be a great threat to the company.  
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Figure 2: Sales of the leading household/personal care companies worldwide in 2020
Source: (Statista Research Department, 2021)
[bookmark: _Toc92841874]Segmentation, Targeting & Positioning
Segmentation- This concept divides the market into groups of distinct buyers. It can be seen that the company has focused on every section of the market.  The buyers can be categorized in terms of gender, age, income, and personal needs. In terms of entry into the market, the company has always been flexible in implementing the strategy of domestic diversification. The company has more advantages due to its beauty products, as the different age groups of females invest more in their personal care, and now even men are also emphasizing more on personal care (Tien, 2020). 
Targeting- The company's main target can be seen as female customers, as they are always attracted towards household goods and cosmetics. The given figure clearly shows the sale of personal care product is more in the market followed by the food and refreshments. Home care products also contribute to revenue generation. Since the major demand is for personal care products, the people belonging to the younger age, especially women, are more as compared to males. 
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Figure 3: Global Revenue of the Unilever Group from 2010 to 2020
Source: (Statista, 2021)
Positioning- The products of the company have been able to meet the needs of the consumers. The company shifts its focus on the products according to the rising demand. Since there is a demand for cosmetics, they have invested in the acquisition of beauty products, but after the pandemic, the demand shifted more on hygiene and disinfectant, so the company focused more on such products. The company has been able to work flexibly as per the changing demand. 
[bookmark: _Toc92841875]Marketing Mix
Marketing strategy of unilever analyses the brand with the marketing mix framework which covers the 4ps (product, price, place, promotion). The four Ps classification for developing an effective marketing strategy was first introduced in 1960 by marketing professor and author E. Jerome McCarthy.
Product- The Company provides a variety of goods containing over 400 brands. These products include personal care, beauty, disinfectant, household goods, food & beverages, and hygiene goods. They also include the selling of products belonging to different brands. The top brands in personal care include Dove, Rexona, and lifebuoy and in homecare Omo, Domestos and Cif are some leading in their sale (Reza, 2020).
Place- The products of Unilever are found in more than 190 countries. Apart from the UK, it has captured many international markets, such as it has stores in Eastern Europe, North America, South America, the Middle East, and the Asia Pacific. The company has many outlets in the major cities.
Promotion- The products can be purchased in a retail stores, malls, and online. Their products are advertised through various mediums such as TV ads, printed newspapers, and also in radios. The company has also promoted them on billboards around the UK. The digital platforms are more in use for promotions.
Price- The price range has been kept within a reasonable range, implementing the strategy of minimizing the input cost so that they can provide competitive prices for the consumers. However, the price of the product cannot always be kept low as it will have an impact on the firm's profitability.
[bookmark: _Toc91174635][bookmark: _Toc92841876]Recommendations (Ansoff Matrix)
The common goal of the company to remain in the market with sustainable living has been able to keep hold of their suppliers, retailers, and consumers. The company has a long way to go if they can meet the demand of the consumers along with the positive impact on society. The company can also implement the Ansoff matrix to understand the situation of the market and prepare strategies that can help the firm to sustain itself in the market. The conservative environmental methods must be the main goal of the company. They must focus on reducing the use of plastics and other non-decomposable materials in their products, and both are harmful to society as well as the ecosystem (BS and Ambli, 2018). The company must also focus on using natural and organic material as the key ingredients in all the ranges of beauty products as nowadays people are shifting more towards natural and chemical-free products. The company must also focus on having people whose talent and skills will bring more innovation for the firm (Unilever, 2014). They must also focus on providing food items that provide positive nutrition to the consumers and are healthier. There are millions of people who are highly dependent on the company, as it is the only source of earning. It is the responsibility of the company to nurture them and educate them about their products so that they can also contribute to the growth of the company. The human resources of the company must also be taken care of when it comes to handling such a large multinational company. Their contribution helps in achieving the goal of the organization. 
The company must also focus on spending more on the advertisement of the brands as well as keep updating the people with the introduction of new products in the market. They may also focus on the up-gradation of the store available in the market as the new ambiance in the market may attract more people. The company can also focus on optimizing its digital marketing. The world has already witnessed the ease of shopping from their home. The use of the internet has increased sharply after the pandemic, and the company can work on both online and offline marketing structures.  The company must build a strong Research & Development program the company to keep its business strategy more innovative and updated. They may also work on the acquisition with the local brands to minimize their competitors (Zhang and Fan, 2020).
The company must also focus on improving the communication channel of the company so that it can help to work for the company goal in a team. The communication gap between the employees might give rise to conflict within the workplace, so to avoid such circumstances, they must build good communication. The company also works in the international market; therefore, it has become more important to understand the different cultural aspects. The employees working in the UK market also belong to a different region, so it is important to have a proper communication tool to be understandable for both entities. Working as a proper team can only be possible with the implementation of such effective communication (Onifade, Opele and Okafor, 2018).







           Ansoff Matrix
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                                                        Figure 4: Ansoff Matrix
Source: (CFI, 2021)
The Ansoff matrix is a tool used to analyse and prepare strategy growth, and the matrix shows four sections of strategies that can help the firm to analyse the risk associated with different strategies and help the firm to grow using suitable strategies.   
Market Penetration: The firm focus on implementing strategies that can help them to enter the market and increase their sale of existing goods, such as by selling at in cheaper rate or with the help of discount offers.
Product Development: The firm focus on introducing a new product in the market on the basis of the demand and, for example, introducing solar vehicles for hot places.
Market Development: The firms focus on the strategy to introduce their existing good in a new market. Such as selling UK based clothing in the US market.
Diversification: The strategy of the firm works on introducing a new product in a new market. Such as manufacturing of clothes by the company which manufacture paints. 
[bookmark: _Toc92219768][bookmark: _Toc92841877]Conclusion
The report has provided an overall assessment of how each segment of the market has been favorable and non-favorable for the company. It also provided information about each factor, such as the influence of the political force. The advancement in technology has helped the company to grow its market in a larger context. The company still has the opportunity to sustain itself in the market in the long run due to its concern about nature as well as they have invested more in-home care products and beauty products, which is increasing in demand. Even the figures show that Unilever plc is leading in the sale of household products.
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