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Executive summary
The overall paper contains huge information based on the different marketing strategies that implement by the unilever in india and the UK market context. This provides a detailed description and comparison of marketing strategies of Unilever between two countries such as India and the UK. It highlighted that multiple factors are available that affect the organziation and market position due to cultural differences, language barriers, and many other aspects. Unilver is a well-known multinational retail organziation that operates its business globally. The report has been based on two different operating countries, where Unilever has been processing its business in. In terms of strategic management of their business, ethical and practical strategies have been detailed which helps to understand the business process in a detailed manner. Other than that communicative business strategy has been detailed in this report for attaining a conclusive conclusion.
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1. Introduction
The marketing strategies must be determined by the differences and similarities between countries to ensure that they effectively target their desired and potential audiences. Marketing strategies are becoming the most significant and complex aspects in the global context of marketing. This study mainly discusses the different marketing contexts of Unilever in different nations such as the UK and the united kingdom. Unilever is the most successful brand or retail organization that operates its business globally and generates huge revenue and growth every year. The organization uses different marketing and product strategies and contexts to successfully operate its business in different countries. There are many factors that also available that affect the organization. This study will critically represent the comparison and contrast of Unilever products in two different countries and also highlight different marketing strategies that implement by the organziation to successfully operate a business, and market its products. It will also discuss the STP, SWOT porters 5 forces, and 4P marketing mix analysis that helps successfully represents the marketing status of the organziation in different countries. 
2. Macro environment analysis
a. PESTLE
	Political 
	· In india, different government rules and regulations such as ban plastic use
· In the UK, political stability can provide a favorable environment 

	Economic 
	· Several economic challenges in india such as inflation, poverty, and income inequality 
· In the UK, n environment that is stable and established has made it possible for Unilever to thrive and grow its company.

	Social 
	· India has a diverse population with different cultures and social values 
· In the UK, the development of social trends can affect businesses such as plant-based diets, and many other

	Technological 
	· Well establish technology sector in both the country 
· The development of social media and mobile technologies in India has opened up new channels for marketing and advertising.

	Legal 
	· Different rules and regulations are available in india related to labor, environmental protection, and food safety 
· Unilever is required to abide by a number of consumer protection, competition, and packaging and labeling rules in the UK.
· 

	Environmental 
	· “Uses of different regulations and initiatives aimed at promoting sustainability”
· Decreasing “waste and utilizing renewable energy sources” in both the nation 



Table 1: PESTLE analysis
(Source: Self-Developed)
b. The Hofstede culture dimensions model 
Hofstede cultural dimensions model can deliver an effective framework for analyzing and representing the similarities and dissimilarities between the products and services of the above organziation in india and the UK. This is an important model that discusses each difference and similarity systemically and provides huge information about the different marketing contexts of Unilever. In this model, there are mainly six dimensions available that support and are used to understand the difference in culture across the nations such as “Power Distance, Uncertainty Avoidance, Individualism/Collectivism, Masculinity/Femininity, Long/Short Term Orientation, and Indulgence/Restraint”. [Refers to appendix]

C. Critical analysis of Hofstede culture dimensions model
Power of Distance 
This dimension represents that india has a higher power of culture distance score, and detects a massive acceptance of authority and hierarchy as compared to the UK. It may affect the marketing segment of Unilever and influence the way of organziation market its products in particular nations (Pinna, and Cicotto, 2022). It also emphasized the importance of social status and prestige. In the UK marketing context, the organziation is commonly focused on self-expression and individuality. 
Individualism vs collectivism 
In the UK, the company mainly supports individualism rather than collectivism. The UK is more individualistic than india which is a more collectivist society. As cited by Chitimira, and Maselwa, (2021), the products of the company in the UK mainly concentrate on personal choice and individual expression, while,, in the context of the Indian market, it may highlight the importance of collectivism, community, and family. 
Masculinity vs femininity
According to Garri, (2022), the above dimension can represent the “degree to which a society values traditionally masculine or feminine traits”.It measures that the UK has a higher score on masculinity which represents a greater emphasis on achievement and competition. It helps the organization to get more competitive advantages and develop the business operation process. On the other hand, the Indian market can score higher on femininity. It suggested a massive control and greater focus on the quality of life and effective connection or relationship with consumers and other stakeholders (Villena, and Dhanorkar, 2022). The diverse range of products of Unilever in the UK may therefore highlight its success, growth, and performance. In the Indian market, it may prioritize social connection or relationship and well-being. 
Uncertainty avoidance
This dimension of Hofstede refers to the degree to which the community or society is “comfortable with ambiguity and uncertainty”. As a comparison of the Indian and UK marketing contexts of Unilever, the Indians can score higher on uncertainty avoidance. In these nations, these organizations can avoid and safely plays in the market. It suggests a greater requirement for clarity and structure, while the UK is more likely to take or face the risk and more comfortable with ambiguity and development. As cited by Nayır, and Shinnar, (2020), it may affect the way the company makes its products in the Indian market, it also highlights the reliability and predictability of the products and services, while in the UK market, it may emphasize the adaptability and innovations of its different products and services. 
Short-term vs Long-term orientation 
According to WENG, (2020), in this segment or dimension, the UK can score higher than india in the long-term orientation, which represents that a greater focus on the planning process for future success is more likely to implement by the organziation in india. The UK can support short-term orientation dimensions. The above dimensions may influence the products of Unilever offers in India and highlight long-term success, opportunities, and sustainability. On the other hand, the UK may prioritize instant outcomes and conveniences. 
Indulgent vs. restraints 
This is the last dimension of the above framework, in this dimension, the UK can score higher on indulgence. It suggested massive tolerances for the enjoyment and pleasure environment, while india is more restrained. It may influence the company's way to make its products in each nation and highlight the pleasure and enjoyment in the UK. On the other hand, in india it may concentrate on “functionality and practicality”.  
Overal, by representing the above model, it can be easy to critical analysis that Unilever products are required to be tailored to the values of culture and preferences of the market in both nations. 

d. Environmental analysis
The marketing strategies of an organziation are played an effective and essential role in operating the business in an international market context. According to Prado Perez, (2020), different market strategies have been used by organizations to market their products and services in different countries. Multiple factors are available that affect the organziation and market position due to cultural differences, language barriers, and many other aspects. Unilver is a well-known multinational retail organziation that operates its business globally. The above study discusses and compares the marketing strategies of Unilever in india and the UK. India and UK. Dötsch-Klerk et al. (2022), it is a multinational consumer good organziation that provides a series of products to its customers all over the world. Due to the varied cultural, social, economic, and political situations in which firms operate, marketing tactics have grown more complex in a global context. A variety of moral and practical tactics that take the target market's environment into account are needed for the development, planning, implementation, and management of successful marketing strategies (De Vries, and Fennis, 2020). Although the company's products are the same in all markets, there might be some variations in each area with regard to product formulas, branding, packaging, and marketing tactics. 
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Figure 1: Global sales of Unilever 
(Source: Statista.com, 2023)
The above statista represents the global revenue and sales of the organziation. It represents that company uses a range of different marketing strategies that help them to successfully operate in different countries and get huge revenue every year (Statista.com, 2023). In 2022, the organziation can generate $60.073 billion in revenue globally, which is the highest as compared to the previous year. 

e. Environmental scanning 
Unilever is a multinational retail company that operates its business in multiple locations and generates huge revenue and marketing growth. India and UK both the country are both different from each other and support different marketing strategies and contexts (Monem, 2021). A total of 80+ companies or plants are operated by the organziation in india which provides huge growth to the organziation and reduces the level of employment in india (Unilever.com, 2023). In the UK, a total of 400+ brands have been operated by the organziation which provides huge growth to the company. With the implementation of multiple marketing strategies, the organization can successfully operate its business in these two countries and make the company more profitable and growing. The marketing landscape in India and the UK is significantly different from each other including different aspects such as cultural differences, the behavior of consumers, and regulatory framework. Although the company's products are the same in all markets, there might be some variations in each area with regard to product formulas, branding, packaging, and marketing tactics  (Unilever.com, 2023). The following table contrasts the offerings from Unilever in India and the UK such as the product range, formulation of products, branding and packaging, marketing strategies, and many other aspects. 
3. Porter 5 forces model

	Five Forces
	Factors

	Rivalry among existing competitors
	· The FMCG in both nations highly competitive 
· High rate of rivalry competitors 


	 Threat of substitutes  
	· High threat of substitute 
· Company provides many common products and buyers many choices for the same products 
· The switching cost is low for the consumer 

	Threat of new entrants 
	· Availability of high hand diverse range of products 
· Low entry barriers due to requirement of low capital 
· High competition due to presence of large number local and regional players 
·  The FMCG organization provide high competition in both nations 
· “Initial investment capital is high” 

	buying power of buyers
	· Low bargaining power of buyers in both nations 
· Provide diverse and high range if products and services 
· Smaller number of market players 

	 Bargaining power of suppliers 
	· Increasing bargaining capabilities due to big market size and shares 
· The subsidiaries switching cost by 20%   (Unilever.com, 2023)
· High bargaining power of suppliers 


Table 2: Porter's Five Forces 
(Source: Self-Developed)
a. Similarities and dissimilarities 
The above table can represent porters five force analysis of Unilever based on its marketing strategies and positions within two different nations such as Inda and the UK. The above framework is used by the organziation to discuss the competitive intensity and attractiveness  of the industry. There are different marketing positions and competitive intensity are highlighted in this analysis based on the UK and  India amrket of Unilever.  This table is highlighted that the FMCG industry or organization can significantly affect the business position and marketing of Unilever in both countries (Karolina, 2021). It reprsernts that in India, the FMCG industry has a low barrier to entry, making it easier for new participants to enter the market. 
Moreover, Unilever has a more strong presence in india and is a well-established and reputed brand with different distribution channels and marketing positions. It also shows that in the UK market, the FMCG organization has a higher barrier to entry due to the stick rules and company regulations. Unilever is one of the leading FMCG players in the UK, making it difficult for new entrants to gain a foothold  (Unilever.com, 2023). The above organization is one of the “leading FMCG players in the UK”, “making it difficult for new entrants to gain a foothold” (Garri, 2022). The overall analysis shows that the company has faced multiple challenges in both markets such as the high barriers power of buyers in India and the concentration of suppliers in the UK. Moreover, it has a more strong market position and a well-established brand in both nations. 
4. SWOT

	Strength
	Weakness

	· The strength of Unilever in both the country includes Effective financial services, strong brand reputations, a global supply chain, and a diverse product portfolio. 
· It is an “internationally recognized brand”
· Operates its business with almost 80+ companies in india and 400+ branches in the UK  (Unilever.com, 2023)
· Increasing the global revenue to $60.073 billion in 2022. 
· High market share in both the nations 
	· It includes the risk of a product recall 
· Increasing the competition from the local and global parties and the threat of a price war (Baragiola, and Mauri, 2022). 
· The company has a limited presence in several product categories in both the nation 
· Depends on the certain key markets 
· “Vulnerability to economic downturns”  (Unilever.com, 2023)

	Opportunity
	Threat

	· Using different advertisement channels such as omnichannel, social media marketing, sponsorship, and collaboration with brands. 
· Expand its products portfolio and innovate its predicts and packaging 
· The growing demand and sales of organic and natural products
· Plant-based vegan products 
· Rising demand for “personal care and home care products in emerging markets” (Barnett et al. 2020)
	· Intense competition 
· The exchange rate fluctuates in both country 
· “Political instability in key markets”  
· Reduces the “acceptance rate” of "home-sharing"  (Unilever.com, 2023) 
· Economic instability is also available in several key markets of both the nation


Table 3: SWOT analysis 
(Source: Self-Developed)
a. Similarities and dissimilarities 
The SWOT analysis can provide internal market factors of an organization that affected the overall market growth, market potential, and position. The above analysis has highlighted the strengths, weaknesses, opportunities, and threats of the above organization in two different countries as india and the UK. With huge growth, sauces, and strengths, there are several threats and weaknesses that are also available that are associated with the organziation to successfully operate its business in different nations (Akter, 2021).  This represents the different strengths of the company in both countries. The company has operated a well-established and re[uted brand in both nations with a long history of delivering good quality and affordable products and services. 
It represents that the strength of organizations in both countries includes Effective financial services, strong brand reputations, a global supply chain, and a diverse product portfolio. A wide product portfolio and distribution network channels are the most significant strengths of the firm. According to Chowdhury, (2022), Unilever gives a “wide range of products” in India, including “personal care, home care, and food products” that assist it in meeting the diverse requirements of Indian consumers. The company operates its 80 companies in India’s multiple locations and also updates 400+ stores and supermarkets in the UK. The company has a strong and wide distribution channel network that helps it to reach more potential customers and provide delivery at a specific time. 
With huge and different strength initiatives, there also many weaknesses are available in the organization that affects the growth and business performances of the company within  different nation’s marketplaces. One of the significant weaknesses of the above company includes the risk of a “product recall and dependencies on several key brands”.  In india, the organization may depend on several key brands such as Dove, surf excel, and Lux creating it valuable risk of reducing sales if these brands are undeformed (Goti, 2022). The organization has had facing issues with entering India's rural markets, “despite having a strong distribution network and tremendous development potential”. Apart from the Indian market, there is very weakness that can also be identified in the UK market. Due to its defenses on several or fewer numbers of important brands, including “Dove, Hellmann's, and Persil, Unilever UK” is facing several challenges or issues also “experiencing a reduction of revenues should one of these brands perform poorly”. 
The products of Unilever are also expensive in the UKs market as compared to its competitors. As per the observation of Umesi and Ntewo, (2020), it may also influence the purchasing power of customers to switch the company which could also “limit its market share among price-sensitive consumers”. 	his analysis also represents the growing demand and sales of organic and natural products and the rising demand for “personal care and home care products in emerging markets”. Overalls SWOT analysis can represent many similarities and dissimilarities of Unilever marketing between these two centuries. 
5. STP
a. Perceptual map
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Figure 2: Perceptual map of Unilever’s product
(Source: Goti, 2022)
STP analysis 

	Geography Segmentation 
	The company operates more than 80+ plants or companies in India and 400 organizations in the UK’S multiple locations  (Unilever.com, 2023). 
The above organization targets both the “rural and urban markets in India”, and provides unique product lines for each market segment. The firm has a different kind of age groups, income levels, and lifestyles of potential customers it caters to in the UK (Garri, 2022).



	Demographic Segmentation 
	60% Females and 40% males  (Unilever.com, 2023)
It caters to urban and rural consumers with different products such as soaps, shampoo, and packaged food. 


	Psychographic Segmentation
	The company provides room and place facilities to any class of people. Through its extensive portfolio of brands, which includes those for food and beverages, personal care, and home care, Unilever serves a range of consumer categories in the UK.



	Targeting
	The age group of the customers or clients is 16 to 50 
In India, it mainly targets middle and lower-middle-class people and provided affordable products, while in the UK, they target more premium segment and higher-income populations 

	Positioning 
	The company positions itself as a reputable retail brand.  “In India, Unilever's products are positioned as value-for-money products, whereas in the UK, the products are positioned as premium quality products” (Escamilla et al. 2021).


 Table 4: STP analysis 
(Source: Self-Developed)
b. Similarities and dissimilarities 
The above analysis represents a critical description of Unilever based on its market position in different nations such as the UK and India. STP stands to represent the segmentation, targeting, and positioning of the particular organization. As cited by Karolina, (2021), this is a useful marketing framework that is used by the company to address and understand the requirements of a specific group of customers and make effective strategies that address those requirements or needs of customers in both the country. Unilever is a well-known multinational organization that provide a range of products and services to its customers in both nations. The comparison of companies, marketing strategies, and products is different from each other in both the country (Biswas et al. 2022). There are similarities that are also identified in both the country. This analysis highlights that the company uses different segmentation techniques or strategies in both nations.
 In india, Unilever has a diverse range of consumers such as urban and rural. The organization segments its market based on different elements such as income, lifestyle, and cultural background. They mainly cater to the different segments in Indian markets such as premium, middle range, and low and affordable products. On the other hand, in the UK, the segment of Unilever is based on different elements such as age, income, and lifestyle. They can cater to different income levels and group customers. The organization mainly focuses on marketing the products to eco-conscious consumers who concern with the sustainability and environment. 
The company mainly targets a wide range of customers in India from high to middle-income consumers. The organization mainly caters to different market segments in India such as Dove AND aXE for young urban customers, as well as Surf, excel, and Rin for rural customers. This analysis also shows that, In the UK, in the UK the organization is mainly targeted to those customers who are willing to invest or pay a premium price for the product's quality (Lieu et al. 2021). The organization can operate brands such as Ben & Jerry’s and Magnum that help the company that caters to customers looking for luxury ice creams, Knorr, and Hekmannls that cater more customers towards premium food products. 
The positioning strategy of Unilever as a brand that understands the diverse requirements of Indian customers. The organization emphasizes its commitment to both “price and quality”. With the help of its “products and marketing initiatives”, it additionally places a strong emphasis and extreme values on “fostering brand loyalty”. In the context of the UKs market, the organization positions itself as a “brand that commits to sustainability and eco-friendliness” (Adıgüzel, 2020). Overall, the above firm implements different strategies to segment, target, and position itself in both the Indian and UK markets.  
Comparing and contrasting selected products in two countries 
Unilever is one of the largest multinational consumer goods or retail organization in the world that provide needed products and services to customers globally. As per the observation of Dinh et al. (2021), the company operates multiple locations and generates huge revenue every fiscal year. It is one of the leading organizations with a range of diverse products and services such as home care, personal care, and food and beverage Categories. The organization provides maximum job opportunities and employment to the people in both the country. The total number of employees of Unilever in India is measured at almost 22,000 to 50,000 and the organization offers approximately 20000 jobs every year (Gunawan, and Mochtar, 2021). In the UK, the organization has almost 60, 000 employees and offers 30,000 vacancies every year  (Unilever.com, 2023). In other words, it shows that the organization has a significant presence in both india and the UK markets, with a variety of products tailored to the requirements of each market (Chiedu et al. 2022). In this report, the significant comparison and contrast of Unilever products in India and the UK have been represented systematically with the help of different marketing analyses such as STP, SWOT, 4P analysis, and porters five forces models. 
6. 7P marketing mix
	4p marketing
	Impact

	Product                                                                                                  
	●  	 The organization offers a diverse range of products in both india and the UK, such as “personal care, home care, and food and beverages”.
●  	The company’s products are priced differently in India and the UK
●  	Income level and market demand (Rao and Bernaz, 2w020)
 

	Price
	●  	The company has an extensive network of product distribution
●  	It offers affordable prices and products strategies  (Unilever.com, 2023)
●  	In the UK, adopt a premium pricing strategy for its products and services
●  	Market-based pricing, promotional pricing strategy such as coupons and discounts to attract customers from the local and global market

	Place
	●       Operates its business with almost 80+ companies in india and 400+ branches in the UK
●  	It has a variety of distribution channels in both the nations such as supermarkets, e commerce platforms, and conveniences stores
●  	The organization tailors its distribution channels to the specific requirements of each market (Rahayu et al. 2020).
 

	Promotion
	●  	Organizations implement advertisement strategies, sales promotions, and social media marketing
●  	Collaborate with local stores of the countries
●  	Different types of “digital  and traditional advertisements”  (Unilever.com, 2023)
●  	customizes their “marketing tactics to reach the unique needs and tastes of each market”.
 
 

	People
	·  Unilever employs a diverse workforce in both markets, it may adjust its hiring and training
· take into account regional labour laws and cultural norms. 
· social responsibility initiatives in India

	process
	· Uses product quality and safety proces in booth country 
· In india, to make sure that products adhere to regional regulatory standards, Unilever may employ additional quality control processes.
· 

	Physical evidence
	· Unilever may employ more vibrant and eye-catching packaging in India to draw in customers.
· To appeal to affluent customers in the UK, Unilever may utilise more minimalistic and premium branding.



Table 3: 7P analysis 
(Source: Self-Developed)
a. Marketing entry methods 
The above marketing mix analysis can explain the different marketing strategies of the organization such as products, placers, promotions, and prices. As per the view of Ayden et al. (2021), this analysis can represent several similarities as well as dissimilarities of the organization in different nations. Product strategies of the organization can define the services and facilities that provide by the organization to the customers. It is the most important and effective strategy that helps to generate huge revenue and customers within the company. Unilever uses different marketing strategies in different nations and caters to customers and sales. The product strategy of the firm represents that it offers a diverse range of products in both india and the UK, such as “personal care, home care, and food and beverages”. Unilever deliver an east range of products with different categories such as Dove, Axe, Lipton, surf excels, and many more (Henriques, 2022). In the Indian market, it mainly offers a portfolio of brands tailored to Indian markers such as Lifebuoy, shampoo, Dove, and many others. At the same time, in the UK, the company provides Premium quality products such as “Hellmann's, Lynx, Magnum, and PG Tips”  (Unilever.com, 2023). 
This analysis shows the organization can implement different types of pricing strategies in both the market based on the demand and competition. In india, the company can use affordable pricing strategies and in the UK, it implements a premium pricing strategy. The organization can operate its business with almost 80+ companies in india and 400+ branches in the UK. It has a well-established distribution channel in both the nations such as supermarkets, e-commerce platforms, and convenience stores.  For the promotion strategies the company may implement advertisement strategies, sales promotions, and social media marketing, it also Collaborates with local stores in the countries and promotes its products and services according to customers' needs, desires, and preferences (Lieu et al. 2021). Overall, “Unilever has been successful in implementing its “4P marketing mix strategy” to the “Indian and UK markets” to meet the “diverse consumer demands”.
7. Directional development strategy 
a. BCG Matrix of unilver’s product 
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Figure 3: BCG matrix
(Source: Wood et al. 2020)
In strategizing a proper business impact in terms of global business, most organizations are trying to critically establish their corporate social responsibilities in making effective internal and external business in the world. Unilever, being one of the top brand names in the world has its operational sectors in India as well,m which is extricate known as Hindustan Unilever Limited (Unilever.com, 2023). HUL throughout its operative years in India, has been known as one of the most influencing brands that have been working with India. However, it is important to know that ethical perceptions in business are one of the most challenging factors in business which can cause serious implications for brands operating in different countries. In the financial year of 2022-2023, Unilever India has seen a turnover of 16% in their business (Unilever.com, 2023). Even though people living in different countries try to make such brands effective by essentially engaging in business with these, brands are also responsible for maintaining basic and better relationship with the social aspect of a country. 
 As a part of society, most brands like Unilever need to make effective contributions to the betterment of social factors through business strategies. Mahmood and Bashir,  (2020) have pointed out that when organizations take ethical behavior as a part of their strategic development factor, the growth of their business has been channelized from a developing perspective. Faeq et al. (2022) have opined that the ethical behavior of the companies also leads the customers to invest more in the company as they can be trusted as well as a reliable source of purchasing goods. Therefore, it can be seen that from a social viewpoint, it can be stated that ethical business organizations are more likely to be engaged with their customers than their counterparts. Unilever has been tagged as a “sustainability expert” and their business of over 400 brands has channelized ethical business behavior in a greater manner which helps the organization to engage with more customers both in India as well as in the United Kingdom (Ding 2023). Unilever, unlike other organizations, has scanned its business perspective in a clarified manner which helps the organization to take action on maintaining the relationship between its present business position and its future brand development. 
Ding (2023) has also highlighted that it is necessary to understand that ethical as well as practical approaches in business not only leads to an impact on the environment and the social perspective but the approach that society might have developed can effectively make or break the organization from attaining its sustained development. Having developed unethical practices in business can lead the business organizations to fail in their performance management and also impact their decision-making process in a negative manner. 

b. Recommendations 
In creating fluency in marketing strategy proper communication can be seen as one of the greatest tools in crafting better plans for implementing business in different organizations. Karolina (2021)  has stated that companies need to be able to trace out the proper strategies which can be implemented to analyze the pattern of languages as well as social stigmas in different countries if they implement their business communication in a planned manner. Understanding the cultural as well as the linguistic factor of the varied countries in the business operations of Unilever opens up the scope for understanding the differences in needs of the people living in those different environments. Zorlu and Korkmaz, (2021) have stated that in the globalization of the business operations of the organizational structures of the business, barriers are being demolished in a constant manner. It has been noted that communication technologies and their strategic implementation, in general, have led companies like Unilever to understand the barrier validity and abolish them to set up transactional markets in the international marketplace. Wood et al. (2021) have highlighted that strategizing business communication, occasionally not only composing as a marketing strategy, helps the business organizations to channel their very own understanding of the products to the people of the global countries through the brief and clarified messages for their customers. 
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Figure 1: Use of linguistics in communicative marketing 
(Source: Karolina 2021)
 Communication is an essential part of delivering as well as addressing messages to the audience that the organizations are trying to hold onto in making their business more effective (Li et al. 2021). Unilever in the United Kingdom as well as in India has been channeling its voice to create more awareness of the degrading situations of the environment. Borchers and Enke, (2021) have stated that one of the greatest strategic implementations of communicative business is that it lets the business organizations value the issues that consumers might state in their relationship with the brands that have been developed and served by the organization. Unilever in their communicative business strategies has been seen to have taken theinitiative on commercializing their sustainability works across the channels of their brands and giving proper impact to the living quality of the customers as well as deliver betterment for the environment. 
8. Product lifecycle 
Four stages—introduction, growth, maturity, and decline—can be used to compare the Unilever product lifetime in the UK and India. During the growth stage, Unilever's products start to gain consumer acceptance, and sales start to rise. Brands like Magnum ice cream have enjoyed long-standing popularity in the UK and are still expanding thanks to the introduction of new products like the Double Gold Caramel Billionaire. With additional variations like Lifebuoy Herbal and Lifebuoy Nature, Unilever's Lifebuoy soap has long been a reputable brand in India. In general, Unilever products go through similar product lifecycle stages in both the UK and India, however specific products' lifecycles may differ based on the dynamics of the respective markets and consumer preferences. To keep a competitive edge in both markets, the corporation must constantly study consumer trends and modify its plans accordingly.
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Figure 3: Product lifecycle
(Source: Karolina, 2021)
a. Strategies used in different stages 
The market growth of Unilever has been respectively developing and standing at 19. 5% growth rate in India, the organization has been seen to have successfully strategized its business throughout the nation (Unilever.com, 2022a). However, in terms of internationalized business in companies, their pivotal focal point always stands at their operating countries. In order to create fluency in their business strategies, communicative business strategies have always been a way of posing operative marketing strategies. In order to succeed in an international business, the operational betterment of Unilecver’s strategies like approaching the cultural factors of the countries is needed to be prioritized for lucid strategical development. Unilever in their business both in the United Kingdom as well as in India has been choosing future-fit strategies for which they have implemented communication to be one of their proper channels of planning (Unilever.com, 2022a). Furthermore, it is needed to be appreciated that communication in terms of business development as well as in service of customers creates a scope for scrutinizing the challenges, helping the organizations to observe and learn in a proper fashion. 
9. Conclusion 
In international marketing strategy implementation and planning not only leads the organizations like Unilever to value their development process in a sustainable manner but also helps the company to scan and scrutinize the challenges in an overall fashion. In conclusion of this report, it can be stated that understanding the factors of international markets and developing strategies in accordance with that leads the organizations to scope better brand value through implementing business in different countries. This report has been created to view the global business strategies of Unilever and different factors like SWOT, and Porter’s 5 forces have been accessed in this report to make effective alignment of the information and knowledge regarding the organization and their business operations.
 It has also been understood from the formation of this report that the businesses operating in India and in the United Kingdom by Unilever are different based on the differentiating social needs of the customers and the company has been aligning several technical as well as financial decisions that have been come to be effective for the organization and their proposed method of doing business in two different countries based on their ethical and social perspectives. In addition, it is also needed to be stated that strategic implementation of the business organizations at the global level correlated to the financial development of the organization which can only be attained if Unilever aligns the demands of the customers are done in an effective manner. 
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Appendices 
Appendix 1: Cultural dimensions of Hofstede model
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(Source: https://www.trainerslibrary.org/hofstedes-cultural-dimensions/)
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