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[bookmark: _Toc133658047]1. Introduction 
The main objective of this report is to closely assess the strategic models and frameworks employed by Unilever in both UK and Indian markets. To do that, a PESTLE analysis will be carried out taking into consideration politics, economics, sociocultural elements, technology aspects, legal matters and environmental factors active in these countries. Moreover, an evaluation based on Hofstede Cultural Dimensions model which investigates social dynamics impacting them will also be included too. Afterward an investigation using Porter's Five Forces Model plus SWOT & STP analyses as well as 7Ps marketing mix framework and Product Life Cycle for a thorough assessment attempting to comprehend similarities & differences between two locations shall follow accordingly. 
Afterwards, the SWOT analysis is examined to look at both Unilever's internal advantages and disadvantages as well as external possibilities and challenges that are unique to the United Kingdom and India. This assessment would direct in deciding which areas must receive consideration in order to formulate market-specific strategies. Moreover, a STP study of each country's guidelines; recording any favourable and unfavourable aspects while putting together an outline with their combinations along with constructing a visual representation through perceptual map.


[bookmark: _Toc133658048]2. Macro Environment Analysis 
[bookmark: _Toc133658049]2.1 PESTLE
A PESTEL analysis looks into the external factors that could influence an organization, like Unilever. This framework takes into consideration political, economic, sociocultural, technological, environmental and legal elements in both the UK and India markets to determine how they can affect a company's operations or decision-making.
Political Factors:
In the United Kingdom, Unilever benefits from a politically stable climate and an advantageous regulatory setting. The government is prioritizing sustainability and eco-friendly guidelines which align with Unilever's goals in these areas; however, potential variations resulting from Brexit including discrepancies concerning trade procedures and hindrances to market access may have an impact on their supply chain (Rao, et al., 2019).
In the Indian market, there are many opportunities for Unilever due to political stability and government measures made to draw in foreign investment. But uncertainties with policies and regulations may be difficult obstacles to overcome. Laws regarding which goods can be bought or exported as well as acquiring local parts could have an effect on how Unilever runs their business operations. 
Economic Factors:
The UK market provides a strong base for Unilever to capitalize on, with potential customers having steady economic power and the retail sector showing strength. Nonetheless, variables such as inflation or currency exchange rate changes might affect what people buy and how much profit can be made (Sivakumar, 2021).
In India, Unilever can take advantage of the booming economic growth, a growing middle class with rising disposable incomes and an extensive customer base who have increased demand for personal care products and household items. Even so, they must keep in mind issues such as price-sensitivity, inflationary pressures and unequal income distribution when deciding upon pricing strategies
Sociocultural Factors:
In the United Kingdom, consumer habits and behaviours have shifted due to an emphasis on health and wellness, as well as a demand for ecological sustainability. This is reflected in Unilever's product line-up, which emphasizes both healthy consumption options and ecologically sound products. Additionally, demographic alterations provide new opportunities for marketing to specific groups.
In both the UK and India, sociocultural factors exert a considerable influence on consumer behaviour. Unilever's familiarity with local cultural aspects in India particularly aids its competitive edge - such as an understanding of traditional practices and preferences for natural products. Furthermore, increasing urbanization, growth of the middle class and changing lifestyles create vast market potentials in each country too (Langford, 2021).
Technological Factors:
Technology developments create possibilities for both businesses and markets to become more cutting-edge. In the UK, Unilever is presented with various digital possibilities such as e-commerce, online marketing, and data analytics that open up ways of connecting with customers. Utilising this technology helps Unilever to optimise their operations while also improving customer satisfaction (Maity, 2017).
In India, the widespread adoption of smartphones and internet access has given a huge boost to e-commerce. Unilever can take advantage of digital platforms as well as technology in order to expand their reach into rural areas. Nonetheless, infrastructure issues coupled with disparities between those who have and do not have access to the web must be addressed for an effective roll out.
Environmental Factors:
Unilever has an intense focus on environmental sustainability. In the UK, recognition of climate change and sustainable initiatives aligns with Unilever's objectives. The company is dedicated to lessening their ecological influence and advocating for a closed-loop economy model which is met positively by shoppers and related stakeholders.
In India, water scarcity, waste management and deforestation are very prominent environmental worries. Unilever's feats to deal with these matters through dependable provisioning, accountable rubbage administration and ecological movements puts the business in a great light inside the marketplace (Krishnan and Prashantham, 2019).
Legal Factors:
In the United Kingdom, Unilever abides by a strong legal infrastructure which provides protection for consumers and guarantees fair competition while following health and safety obligations. Intellectual property rights as well as data security laws are essential considerations when it comes to Unilever's product creation and marketing initiatives (Langford, 2021).
Unilever's success in India depends on its willingness to comply with local regulations for product quality, labelling, advertising and pricing. Along with this, keeping up with intellectual property protection and taxation policies is also an important factor. Adjusting to any changes that take place legally needs to be done so as to remain compliant.
[bookmark: _Toc133658050]2.2 The Hofstede Cultural Dimensions model and related for Social/Cultural forces
The Hofstede Cultural Dimensions model offers a valuable analysis of cultural variations and their impact on social behaviour. Through its application to the UK and India, Unilever can gain insight into the nuances of each market to inform tailored strategies. Research reveals that in the British landscape, individualism is highly valued with freedom being paramount; as such, Unilever should prioritize personalization within marketing campaigns while also encouraging employees' input into decision-making processes due to low power distances between people. Additionally, masculinity is high in this region so promotional messages should be assertive yet adaptive if desired outcomes are meant to follow from them. Alongside this, long-term orientation suggests sustainability initiatives will both resonate with those who buy products and appeal appropriately across regional levels of communication still further enhancing successes for Unilever's activities (Spencer, et al., 2015).
The Hofstede model has shown that Indian culture tends to have a large power distance, which reflects the hierarchical society. As such, Unilever should take into account this cultural factor when it comes to management and communication within their company. Additionally, Indians' collectivist nature plays an important role in their values; thus Unilever must employ marketing tactics tailored towards emphasizing community relationships and family connections when advertising their products (Dhanesh and Sriramesh, 2018). The model shows that Indians have a preference for structure and rules, as well as an intolerance for ambiguity. Thus, Unilever should create trust by giving clear guidelines about the quality of their products and safety measures. 
Through the utilization of Hofstede's cultural dimensions model, Unilever can successfully navigate and respond to social and cultural differences between the UK and Indian markets. This analysis can be used to benefit their product development, marketing approaches, as well as internal management practices. 
[bookmark: _Toc133658051]2.3 Critical Analysis of Hofstede Cultural Dimensions model 
The Hofstede Cultural Dimensions model has been employed as a powerful tool to discern discrepancies in cultures and how they impact organizations based in diverse countries. It is important, however, that the strengths and shortcomings of this approach be thoroughly reviewed before it can be utilized effectively.
Advantages:
Hofstede's model facilitates comprehending cultural parameters and how they can influence matters pertaining to business, such as communication techniques, managerial approaches, and buying habits. This method of analysis allows corporations like Unilever to gain insight into the subtle distinctions between cultural practices in diverse markets around the world.
Comparative Analysis: This model provides a way to compare cultural characteristics among countries, which can be used by businesses to spot similarities and variations. Understanding this info is vital when creating successful cross-cultural plans and customizing business operations for different cultures (Sheth and Parvatiyar, 2020).
Decision-Making Support: Considering various cultural elements can assist organizations in making more informed judgments when it comes to product localization, marketing techniques and staff management. 
Disadvantages:
Limited Scope:  This model largely concentrates on the culture of work-related activities and could be inadequate in representing a culture's entire intricacy. It might ignore other essential cultural features, for instance, religious beliefs, chronicles and social practices which can have considerable impact on shopper behaviour as well as professional operations.
Cultural Dynamics: The model offers a fixed representation of cultural characteristics; however, cultures are not unchanging entities. Globalization, migration, and other factors can lead to changes in culture over time which may be overlooked as the model does not reflect this dynamic evolution (Davvetas and Biraglia, 2022).
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Porter's Five Forces Model can be used to effectively evaluate the intensity of competition in both the UK and Indian markets, as well as Unilever's profitability potential within them. By applying this model to each market, we are able to gain insight into the competitive forces at play and strategize accordingly for Unilever’s success.
Threat of New Entrants:
In the UK, it is not easy for new businesses to enter the consumer goods market due to Unilever's influence. Starting up requires a great deal of investment in R&D, distribution networks and brand recognition. However, their strong existing brand image together with their expansive range of products as well as advantages from cost-efficiency make it difficult for any newcomers to compete successfully with them (Maity, 2017).
In the Indian market, there is a great risk that new companies will enter to capitalize on and take advantage of the ever-growing middle-class population and their disposable incomes. However, Unilever's robust brand recognition, distribution channels, and secure retailers' ties give them an upper hand in competition which serves as a hindrance for any potential newcomers.
Bargaining Power of Suppliers:
In the United Kingdom, Unilever has a substantial amount of influence in negotiations with suppliers due to its scope, international presence and previously created connections. This allows them to arrange beneficial conditions for themselves, gain access to consistent supplies of resources and keep expenditures down. Nevertheless, if there is a scarcity of certain sustainable or specialized components then this can alter the power balance by strengthening the bargaining capabilities that suppliers have over the company (Lieu, et al., 2021).
The bargaining power of suppliers in India differs according to the particular raw material. Due to Unilever's large presence and influence within the market, they are able to reach advantageous agreements with major providers. However, when it comes to local or rare ingredients, suppliers may have more leverage especially if there is a lack of alternative sources.
Bargaining Power of Buyers:
In the UK, buyers are able to obtain a lot of knowledge and have lots of different product options available which makes them highly capable of negotiating in the market. For Unilever to hold onto customer loyalty, it must continuously create novel offerings and keep costs down so that it remains competitive (Bettencourt, 2022). Furthermore, as major grocery store chains consolidate their operations in the sector, this gives bigger supermarkets an even more powerful leverage when bargaining with suppliers like Unilever.
In India, buyers generally have less control over prices due to the large number of customers and many small stores. However, cost consciousness remains dominant among consumers, who can make selections from a variety of products. Unilever must offer good value for money as well as items that are tailored towards local tastes if it wishes to keep its market share and please purchasers in the region.
Threat of Substitute Products:
In the United Kingdom, Unilever is faced with a moderate to high chance of its products being substituted by similar goods. The market for consumer goods is highly competitive, featuring multiple domestic and foreign brands that provide substitutes at varying prices. To reduce the effect of substitution on their bottom line, Unilever must be creative in offering unique products and foster strong brand loyalty among consumers (Godfrey, 2019).
In the Indian market, there is a considerable risk posed by substitute products. Traditional and local brands as well as more inexpensive alternatives put Unilever’s offerings to the test. To remain in customers' good graces and stay ahead of its competition, Unilever should utilize its powerful global brand image, high-quality goods, and modern capabilities for development.
Intensity of Competitive Rivalry:
In the UK market, there is a significant degree of competition among multinational and regional companies in the consumer goods sector. Companies such as Unilever, Procter & Gamble, Nestle and local brands are all striving to gain an edge over one another. For Unilever to stay ahead of its rivals it must make sure it stands out from them by way of marketing tactics, building brand loyalty through positive customer experience and consistently creating new products that meet customer’s needs (Unilever, 2020).
In the UK market, Unilever must distinguish itself from its rivals like Procter & Gamble, Nestle, and local brands in order to succeed. Brand recognition and reputation is essential for success as well as staying on top of marketing techniques and continual product updating. All of these are necessary for keeping a competitive edge over competitors in the highly contested consumer goods industry.
[bookmark: _Toc133658053]3.1 Similarities and differences
Similarities:
Intensity of Competitive Rivalry: In both the UK and India, there is intense competition among companies in the consumer goods industry. Unilever must compete against numerous multinationals as well as local players. In order to remain competitive, it is essential for them to make sure their products stand apart from others, devise effective marketing plans, and stay up-to-date with any innovative advances.
Threat of Substitute Products: In both markets, Unilever is facing a noteworthy threat from comparable items. Clients have numerous alternatives to pick from and there are various brands that give comparative items. To limit the danger of substitution, it is essential for Unilever to continually create new ideas and make its offerings stand out in comparison with others (Bettencourt, 2022).
Differences:
Threat of New Entrants: In the UK, Unilever has a reasonable level of risk from new entrants as its long-standing brand recognition, wide range of product offerings and economies of scale provide protection. However, in India there is an increased chance for newcomers to enter the market due to the growing middle class with larger amounts of disposable income. Although Unilever holds a strong presence and network base which acts as obstacles for other companies, this still remains more feasible compared to their situation in the British market.
Bargaining Power of Suppliers: The UK market gives Unilever strong bargaining power due to its size and existing connections. Yet, for certain rare items, suppliers may be able to leverage more power in negotiations. In contrast, the extent of a supplier's bargaining ability in India depends on the raw material being offered. Despite Unilever's clout within large-scale deals, localized or special ingredients could grant greater negotiating control to suppliers.
Bargaining Power of Buyers: In the UK, buyers have a decent to strong ability to haggle due to their familiarity with product options and price-consciousness. Companies like Unilever must stay on top of innovation, diversification in products and competitive prices if they want customer loyalty. Whereas in India, purchasers generally lack bargaining power because of its vast consumer base and disaggregated retailing sector.


[bookmark: _Toc133658054]4 . SWOT 
Unilever's expansive portfolio of brands and global presence provide it with several internal strengths. Notable among them is the strong customer loyalty that its popular products, such as Dove, Knorr, Lipton and Ben & Jerry's enjoy. This gives Unilever a competitive edge in terms of market share. Additionally, the company has operations in more than 190 countries around the world which provides access to an extensive consumer base and diverse markets. However, Unilever's weaknesses stem from the competitive nature of its products and markets, as well as increasing pressure to reduce costs. Additionally, Unilever has long-term debt that needs to be repaid. These factors put constraints on company performance and limit potential growth opportunities (Unilever, 2022).
Turning to external forces, there are significant opportunities for Unilever in emerging markets such as Africa and Asia due to their relatively untapped consumer bases compared with more mature regions such as North America or Europe. Moreover, demand for sustainable products is also likely to lead Unilever towards increased success; given its strong track record in this area, it may look into expanding these operations even further.  On the other hand, there are several threats that face Unilever including rising raw material prices which can act like an additional cost burden on already tight margins; stiff competition from rival firms who may offer similar products at lower prices; changes in government legislation affecting businesses operating globally (Unilever, 2021).
Considering opportunities, Unilever has the potential to advance its foothold in developing nations. The urbanisation surge, rising disposable incomes and shifting consumer preferences present fertile ground for growth. By modifying their range of products and marketing strategies to suit their specific needs in these markets, Unilever can capture a larger portion of an ever-expanding customer base. Additionally, there is a high demand for sustainable items which provides them with an advantageous edge since customers are becoming more conscious about ethical and environmentally friendly choices when purchasing goods. 
However, Unilever is confronted with intense rivalry from both worldwide and local businesses, making the consumer goods industry a highly competitive landscape. This competition results in pricing pressure, reduced margins, and increased difficulty for Unilever to establish itself as different from other products on the market. Furthermore, geopolitical risks and economic changes have an effect on Unilever's activities through impacting customer spending patterns or causing supply chain interruptions. 







[bookmark: _Toc133658055]5. STP Analysis of Unilever 
[bookmark: _Toc133658056]5.1 Analysis 
Segmentation:
Unilever divides their customer groups in various countries by utilizing different segmentation techniques. These include observing the demographic of customers (including age, gender and salary levels, analysing their psychographic characteristics like lifestyle or beliefs and assessing their behaviour such as shopping habits and loyalty to products.
Similarities:
Unilever may segment particular consumer groups in both nations, such as youth, families, and those concerned with health (Lieu, et al., 2021). These groups will likely value efficiency, sustainability and quality when making purchases. It can divide common product categories like hygiene products, home necessities and groceries into smaller segments to better cater to these consumers' needs.
Differences:
It is probable that there will be dissimilarities due to a variety of cultural, economic and social components. For example, in one nation organic products may have more importance whereas the other country could prioritize affordability and cost effectiveness. To deal with these contrasts, Unilever would need to adjust their segmentation approach accordingly.
Targeting:
Unilever narrows down the market to certain sections that they feel are worth devoting their advertising and resources to. Factors like how big a potential area is, what kind of demand there might be for it, who else may be looking at it and if its objectives match up with Unilever's product portfolio all play into this decision-making process (Fithry, et al., 2021).
Similarities:
Unilever may decide to focus on the middle-class consumer segment in both countries, as they are likely to have money for purchasing and make up a substantial portion of the customer base. Additionally, Unilever could concentrate on targeting individuals who place importance on sustainability, in line with their global commitment to environmental responsibility.
Differences:
Unilever's selection of audiences to target can vary from country to country based on culture, economics, and social factors. For instance, in one nation they may focus on high-end urban buyers whereas another could be geared towards more moderately priced rural consumers.
Positioning:
Unilever aims to establish a clear distinction between its products and those of other companies by emphasizing the unique advantages each of their offerings have compared to others. They strive to make sure customers understand the various features and benefits associated with using their brands.
Similarities:
Unilever could promote themselves as a dependable provider of superior, sustainable merchandise in both countries. They might stress the usefulness, cost-effectiveness, and effectiveness of their items to meet customers' necessities and wishes. However, the placement of Unilever's products in certain areas would depend on the local circumstances and what customers prefer (Santos and Laczniak, 2015).
[bookmark: _Toc133658057]5.3 Perceptual Map 
Perceptual mapping is a chart or graph that shows how customers regard various brands in comparison to one another based on particular qualities or factors (Lee, et al., 2016). The following visual presentation is efficient in order to generate knowledge associated with the perceptual mapping of supermarkets including Unilever:
[image: ]
Figure 1 Perceptual map for Supermarkets
Similarities:
In both countries, Unilever's products can be graphed on maps that show how they stand out in terms of quality, sustainability, affordability and performance. This will help spot areas where the company's items have a competitive edge and present potential positioning chances.
Differences:
The way in which Unilever's brands are perceived would vary between countries since consumer opinion, cultural norms, and the competitive landscape all differ. Depending on what characteristics are seen as most significant by customers of each nation, different products could be placed differently on perceptual maps.
It is worth stressing that a detailed STP assessment concerning segmentation, targeting, positioning and perceptual mapping for Unilever's strategy in the two countries would involve market investigation as well as analysis. 


[bookmark: _Toc133658058]6. Marketing mix elements 7Ps market entry method 
The steps below outline the 7Ps of marketing, an important part of understanding how marketing has grown in both the UK and Indian markets:
Product:
Unilever provides a broad variety of products in various categories like personal care, home care and food & beverages. Its portfolio includes well-known brands such as Dove, Lipton and Hellmann's which have been tailored to the requirements and tastes of British customers with an emphasis on excellence, ingenuity and sustainability. 
Price:
Unilever has taken an approach to pricing in both the UK and India that is geared toward competition. In Britain, they price at a higher level which emphasizes quality and worth associated with their products. Utilizing its positive brand image allows Unilever to keep costs up without compromising sale numbers. India operates under a different strategy by offering lower prices tailored for affordability while remaining profitable; since people there are more likely to be sensitive to cost (Obayelu and Stylos, 2017).
Promotion:
Unilever employs a range of marketing and promotion tactics in both the UK and India. In Britain, they feature multiple channels including television commercials, digital advertising, social media campaigns, and star endorsements with the aim to build brand recognition as well as emphasize product excellence and highlight eco-friendly activities. For India's dynamic consumer base they utilize conventional plus digital outlets such as TV spots, print media articles together with local promotional events.
Place:
Unilever has a powerful presence in both the United Kingdom and India, with distribution networks reaching out to all corners of each country. In Britain, it makes use of existing agreements with large retailers, supermarkets, and online venues to guarantee its product can be found everywhere. Unilever products are visible through many retail stores as well as through digital marketplaces. In India they have an established system which is able to reach individual people whether located in urban or remote areas by using a combination of traditional outlets like wholesalers along with their own channels for delivery (Mele, et al., 2015). 
People:
Unilever values both its employees and customers tremendously. They strive to create a diverse, welcoming workplace environment, as well as investing heavily in employee growth opportunities. Also, in the UK and India they have recruited professionals who understand their local markets and consumers' individual needs. The customer service teams at Unilever work hard to ensure that all shoppers receive outstanding support while nurturing meaningful connections with retailers and suppliers alike.
Process:
Unilever has a strong focus on efficient procedures to guarantee the optimal functioning and delivery of their merchandise. From design to supply chain organization, Unilever utilizes streamlined policies that assure quality, progressiveness and sustainability. To provide customers with high levels of contentment as well as improved efficiency in operations, Unilever applies comprehensive methods within the UK and India which facilitate product launches punctually, proficient stock control along with effective order completion.
Physical Evidence:
Unilever utilises various physical evidence techniques to entice customers, such as packaging and brand presentation in the UK and India. The company is devoted to becoming more eco-friendly by having sustainable packaging strategies, aiming for a reduced environmental footprint. Additionally, their visual branding gives off an impression of dependability that consumers can trust. Furthermore, Unilever accommodates different consumer needs with varying formats and sizes in order to create a product suited for all types of people regardless of financial or cultural factors (Ogochukwu, 2022). 
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[bookmark: _Toc133658060]7.1 Relate with the Ansoff matrix 
The Ansoff Matrix is an effective strategical instrument to examine growth opportunities for a business in terms of two main aspects: product and market. It presents four distinct development approaches: expanding the current customer base, entering new markets, creating new offerings, and diversifying products or services. By considering the Ansoff Matrix as a reference point for formulating goals, Unilever could create a strategic plan by focusing on broadening their clientele; advancing into unexplored areas:
Market Penetration:
Unilever can strive to increase its presence in existing markets by raising awareness of their products among consumers and expanding their share within those markets. This could involve a range of initiatives such as increased advertising, various promotional activities, optimised distribution channels and implementation of customer loyalty programs (Dawes, 2018). By utilising the strength of its brands and investing in marketing campaigns, Unilever will be able to encourage customers to choose its offerings over those from competitors.
Market Development:
Unilever can attempt to break into new markets by offering their existing products to untapped customer segments or regions. To make this possible, Unilever needs to modify its goods so that they better suit local tastes, as well as ensure there are adequate distribution networks established for these countries. If successful, this would help widen their reach and bring in more customers from different places around the world.
Product Development:
Unilever can concentrate on creating new products or product alternatives to offer to its current customer base. This will involve utilizing the already-established brand value and faith that customers have in the company, so as to introduce inventive items that address evolving consumer needs and tastes. For this, Unilever can allocate resources into researching and developing more eco-friendly products due to the ever-growing requirement for environmentally conscious merchandise among consumers.
Diversification:
Unilever can diversify their operations by exploring new markets and introducing different products. This strategy involves branching out into unrelated or tangential industries to reduce reliance on a single industry or product. To enter these fresh ventures, Unilever could use its vast distribution networks and existing brand recognition as leverage. Examples of possible opportunities include venturing into health and wellness services, beauty treatments, digital solutions (Akwetey, 2015).  
The following areas can be considered by Unilever for ensuring the prominent areas for the purpose of diversification:
Market Research: To grow, an in-depth analysis of the markets should be done. This includes examining consumer wants and needs, looking into possible segments within these markets and screening potential regions they may expand to. Through this research, organizations can determine which strategies are most likely to produce results in each market environment.
Competitive Analysis: Examining the strengths, weaknesses, and market positioning of Unilever's competitors can help uncover any missed opportunities for Unilever to increase its competitive edge. By studying this information more closely, it is possible to tweak existing strategies and hone in on an advantageous position within the marketplace (De Waal, 2016).
Resource Allocation: It is important to deploy resources carefully in order to effectively support the desired expansion plans. This includes evaluating necessary investments, maximizing promotional expenses, and allocating both monetary funds as well as personnel for effective execution of the strategy.
Risk Assessment: Unilever should assess the possible risks and issues related to each growth plan. These could include market volatility, regulatory limits, and operational intricacies. By distinguishing these potential problems in advance and finding ways to address them, Unilever can reduce any effect they may have on their plans for expansion.
By examining the Ansoff Matrix and taking into account all of the mentioned factors, Unilever can create a strategic plan that maximizes growth potential, expands their reach in existing and emerging markets. 
[bookmark: _Toc133658061]7.2 Recommendations (TOWS analysis included for the recommendations)
Strengths-Opportunities (SO) Strategy:
The utilisation of the influence of Unilever's corporate profile and distribution channels to benefit from potential markets in both India and the United Kingdom. Promote more marketing campaigns, design customer reward programs, and scale up appearance in key retailers (Ullah, 2021). By utilizing their existing strengths as a foundation, Unilever can expand its relevance in these regions while strengthening its overall market presence at the same time.
Strengths-Threats (ST) Strategy:
To address potential risks, Unilever should employ its existing resources and strengths to their fullest extent. This includes utilizing strong brands, a decades-long reputation for quality products, and investments in product innovation that are geared towards sustainable offerings. By capitalizing on these advantages, Unilever can stay competitive against both local and international competitors in the marketplace.
Weaknesses-Opportunities (WO) Strategy:
Unilever should take a proactive approach to address any areas of weakness and make the most of market opportunities. It can do this by assessing where it may not have as much presence or power, such as certain product categories or geographical regions in both the UK and India. The company could explore potential partnerships or acquisitions to broaden their selection in Britain. In India, further investment might be necessary for Unilever to enter new segments; this could involve investing into targeted rural markets and introducing more cost-effective options for consumers (Maiyusril, 2018). 
Weaknesses-Threats (WT) Strategy:
Unilever should proactively minimise potential weaknesses that might be taken advantage of by competitors or create difficulties in the market. Such drawbacks could include cost issues and supply chain fragilities. To decrease costs and increase performance, Unilever can invest in streamlining operations and managing its supply chain. By recognising vulnerabilities and minimizing risks, Unilever will have an edge over other companies within both the UK's and India's markets.
Collaborative Strategies:
Unilever should think about teaming up with local businesses in the United Kingdom and India to gain access to market knowledge, improved distribution channels, and ultimately increased control over both markets. Working together with nearby companies can open doors for Unilever to better understand what consumers want in each region while utilizing existing resources available from these relationships. With this strategy of strategic collaborations, Unilever can effectively respond to consumer needs and preferences on a localized level as well as increase their competitive advantage.
Sustainability Focus:
Given the escalating customer need for sustainable and eco-friendly products, Unilever should persist to place a spotlight on sustainability efforts in both markets. This could incorporate investing into research and development to come up with green product lines, utilizing responsible packaging techniques, and endorsing ethical sourcing. By matching its items with changing consumer values, Unilever can establish itself as an innovator in environmentalism and gain an upper hand against the competition in the market.
In summary, the TOWS analysis gives Unilever a way to come up with strategic ideas that use their advantages, tackle weaknesses, take advantage of potential markets, and protect against hazards in both the UK and India
[bookmark: _Toc133658062]7.3 Critical analysis of the model (Advantages & Disadvantages)
Advantages:
· Simple and easy to understand: The Ansoff Matrix is a useful tool that provides an easy-to-understand framework for recognizing and explaining four different types of growth strategies. 
· Focus on growth opportunities: The Ansoff Matrix is a valuable resource for Unilever to use when deciding upon their expansion plans, such as raising their current market domination (market penetration), venturing into new areas with pre-existing products (market development), formulating and launching fresh items in the same marketplace (product progress) or incorporating different types of product lines into the firm's range. (diversification).
Disadvantages:
· Limited scope: The Ansoff Matrix primarily focuses on product and market dimensions, potentially overlooking other critical factors such as competition, industry dynamics, and environmental factors that influence market entry strategies.
· Lack of specific guidance: While the Ansoff Matrix offers growth options, it doesn't provide specific guidance on how to implement strategies or overcome challenges associated with each option. Additional analysis and frameworks are often required to develop a comprehensive market entry plan. 


[bookmark: _Toc133658063]8. Product Life Cycle Model 
Introduction: In this stage of the process, Unilever launches a new product into the market. To encourage acceptance and sales, they invest in research and development as well as product design and marketing efforts to get people talking about their offering (Lockrey, 2015). They attempt to create familiarity with their brand by developing recognition through various campaigns, setting up distribution networks for easy access throughout the region or country where it is sold, and establishing themselves within the market so that potential customers can see what advantages Unilever's particular item offers them over competitors' offerings.
[image: BUSINESS ECONOMICS PAPER NO. : 15, MARKETING MANAGEMENT MODULE NO. : 7,  MANAGEMENT THROUGH PRODUCT LIFE CYCLE AND THE CONCEPT OF]
Figure 2 Product lifecycle of Unilever
Growth: As the product gains popularity in the market, it enters a period of expansion. Unilever sees an increase in sales, consumer base and revenue during this time. People become more familiar with the product as its demand keeps rising. For capitalizing on its success, Unilever puts money into promotional activities and improving both distribution networks and their offerings to customers.
Maturity: At the mature stage, sales reach their highest point and there is a great deal of competition in the field with similar products all vying for attention. To stay on top, Unilever concentrates on preserving market share, increasing profitability and prolonging the life cycle of its product through updates to packaging as well as innovative marketing approaches (Kuka, 2018).
Decline: At long last, the item arrives at its decrease period as customer inclinations change, advertise immersion builds up or fresh advancements and options create. Deals and benefits decline, prompting Unilever to end creation of the thing or gradually eliminate it from their portfolio.





[bookmark: _Toc133658064]9. Conclusion 
In conclusion, Unilever uses various strategic tools and frameworks, such as the SWOT analysis, STP analysis, Ansoff Matrix, and TOWS analysis model, to evaluate and develop market entry strategies in different countries. These tools help the company identify its strengths, weaknesses, opportunities, and threats, segment market segments, select growth strategies, and develop tailored marketing mix elements for the UK and India. This approach enables Unilever to adapt its strategies to the local market conditions and consumer preferences, allowing for successful market penetration, market development, and product diversification. The consideration of Tows and Ansoff matrix model is supportive enough in order to generate valuable for the purpose of ensuring market research, competitive analysis, resource allocation, and risk assessment for both Indian and UK marketplace effectively. 
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