




Principles of Marketing
LCBB5015
Ivan Rodriguez Hernandez
Group Report
Dragos Nedelcu 2323249
Floarea-Stanca Costea 2323250
Petre-Daniel Nedelcu 2326555
Juliana Kotlarova 2326556
Gigel Ruse 2130478
Analysis of Segmentation, Targeting, Positioning, and Marketing Mix Strategies of Unilever


Contents
1. Introduction	3
2. Segmentation Analysis	3
2.1 Definition and Importance of Segmentation	3
2.2 Segmentation Strategies	3
2.3 Segmentation Examples	4
2.4 Academic Theories	5
3. Targeting Analysis	5
3.1 Definition of Targeting	5
3.2 Target Market Selection	5
3.3 Targeting Strategies	6
3.4 Effectiveness of Targeting	6
4. Positioning Analysis	7
4.1 Definition of Positioning	7
4.2 Positioning Strategy	7
4.3 Positioning Models/Theories	8
4.4 Effectiveness of Positioning	8
5. Marketing Mix Strategies (4/7Ps)	9
5.1 Introduction to Marketing Mix	9
5.2 Product Strategy	9
5.3 Price Strategy	9
5.4 Place (Distribution) Strategy	10
5.5 Promotion Strategy	10
5.6 People, Process, Physical Evidence (7Ps)	10
5.7 Critical Analysis	11
6. Conclusion	11
7. References	12



[bookmark: _Toc224388670]1. Introduction
Unilever is a major, transnational company, which is involved in the consumer goods industry. Diversity in the company includes the personal care, food and beverage, cleaning and health and wellness diversities. Unilever is present in more than 190 countries and reaches out to millions of consumers every day with well-known brands like Dove, Hellmanns, Lipton, and Ben and Jerrys. The functional operations of the company align at offering quality products and encouraging sustainability and social responsibility aimed at the enhancement of lives through the wide product line (Fabio and Scarcelli, 2024). This report critically analyses the market strategies of Unilever with a special concern on segmentation, targeting, positioning and marketing mix. It examines the way in which the company segments the consumer market, identifies target markets, positioning its brands in the market as well as the approach it uses in the marketing strategies to product, price, place and promotion. In this context, the report will focus on the analysis of the effectiveness of the strategies implemented by Unilever, and how they have been aligned to its business goals in a competitive global market.
[bookmark: _Toc224388671]2. Segmentation Analysis
[bookmark: _Toc224388672]2.1 Definition and Importance of Segmentation
Market segmentation refers to the subdivision of a wide consumer or business market, which is usually composed of existing and potential customers into sub-groups of consumers according to some form of similar characteristics. It helps the companies to target particular groups more efficiently and to adapt the products and the marketing activities toward fulfilling the set needs of particular groups (Tariq, Ahmed and Hasan, 2025). In the case of Unilever, market segmentation is one of the keys to its success in the global market. Having a wide product assortment in many industries, efficient segmentation will enable the company to satisfy the diverse needs of consumers in the global market, making sure that the market penetration and customers loyalty are high.
[bookmark: _Toc224388673]2.2 Segmentation Strategies
Demographic Segmentation: Demographic segmentation is the classification of the market according to some variables like age, gender, income and the structure of a family. This is a strategy that Unilever applies to provide products to various demographics in a diverse manner. As an example, its Dove brand is directed more at the women of different ages, empowering their self-esteem and body positivity. In other similarity, the high-end products of Unilever like the brand Lux are targeted to the upper income groups making them more fashionable and luxury-focused. The products and services offered by the company are structured to meet the needs of various levels of income earners, making it affordable to consumers who fall in the mass market, in addition to attracting people having higher income with their premium products (Kang, Lee and Choi, 2023).
Geographic Segmentation: Geographic segmentation is the segmentation of market on geographical consideration with the regions, country, or climate. Unilever customizes its products and promotional efforts to suit the likes of the region. Indicatively, the company focuses on product sustainability and offer superior products in developed markets such as North America and Europe where environmental conscious shoppers are prevalent in the market. Conversely, Unilever has a range of low cost products in the emerging markets like India and Africa, where people need them such as entry level personal care products and food products. These products are modified to meet the economic realities and cultural inclination of these areas.
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Figure 1: Segmentation Strategies Unilever (Author’s design)
Behavioral Segmentation: Behavioral segmentation is a consumer behavior that concentrates on the consumer habits including purchasing behavior, product behavior and sustainability attitude. This trend is reflected in the marketing strategies of Unilever focus which aim at consumers prioritizing of environmentally friendly and ethical consumption (Kang, Lee and Choi, 2023). To mention one that Ben & Jerrys have positioned themselves as being environmentally and socially responsible and have been appealing to consumers who are interested in social causes and sustainability. Moreover, the Unilever loyalty programs and promotions appeal to different purchasing patterns, both recurring and infrequent consumers of its products such as Hellmanns.
[bookmark: _Toc224388674]2.3 Segmentation Examples
Product offerings of the Unilever reflect the capabilities of the company to appeal to particular market niches. An example of this is the dove brand that is targeted into the female market with an emphasis on self-esteem and body image, and Ben and Jerry ice cream that is targeted at concerned consumers that are focused on fair trade and sustainability. Instead, Hellmanns is oriented towards value consumers who visit it with the objective of getting quality and cheap food items. Every brand has a particular message that is used in order to match with the target population needs and values (Aksu, 2023).
[bookmark: _Toc224388675]2.4 Academic Theories
Unilever segmentation strategies are consistent with the traditional academic segmentation models including Kotler segmentation model which recommends that segmentsation be founded on quantifiable, reachable, significant and activity proportions. 
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Figure 2: STP Model (Author’s design)
A good practice of applying this theory in Unilever is a form of demographic, geographic, and behavioral segmentation that the company has employed in its effort to target specific segments of consumers. Behavioral segmentation, which has been explained by formulations like the ones of Assael, is also a core factor in the development of the marketing strategies of Unilever, as it concentrates on the consumer behavior and attitude towards products (Cozma and Cosma, 2023).
[bookmark: _Toc224388676]3. Targeting Analysis
[bookmark: _Toc224388677]3.1 Definition of Targeting
Market targeting involves the identification and choice of specific segments of the market in a bid to offer them selected products and market strategies. It is a process of recognizing the most lucrative and appropriate segments and creating products that will take into consideration their specific needs. In the context of Unilever, targeting is very important in enabling the company to sustain the competitive edge in the vast international market. Targeting different consumer populations would allow the company to reach a large number of consumers and maximize its marketing to the latter (Hong, 2025).
[bookmark: _Toc224388678]3.2 Target Market Selection
Unilever has different market segments it aims at to support the various consumer needs in different markets.
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Figure 2: Target Audience of Unilever (Business Model Analyst, 2025)
·  Premium Consumers: Unilever focuses on premium-end personal care and health conscious products at the high-income market level. Such brands as dove and lux are targeted at this market, with the products of high quality of skin care and beauty, as well as a focus on luxury, sophistication, and self-image. These goods are placed as aspirational and luxurious.
·  Mass-Market Consumers: In the case of the day-to-day products the Unilever Company focuses on the mass-market consumers by providing lower cost products in divisions such as food, household goods and simple personal care. Hellmanns mayonnaise, Lipton tea and cleaning substances products are meant to be affordable so as to have a wide attractiveness among a large number of consumers (Freire and Aparecida, 2020).
·  Sustainability-Centered Consumers: With the increasing popularity of the sustainability concept with consumers, Unilever targets people who care about the environment. The brands such as Ben and Jerry products and Seventh Generation are positioning themselves as products that are sustainable and environmentally friendly. Ethical issues influencing these consumers include fair trade, eco-friendly packages (Eriksson and Hippe, 2020).
[bookmark: _Toc224388679]3.3 Targeting Strategies
Unilever uses differentiated marketing strategy, where it uses its products and messages to suit the needs of different segments. To illustrate, the message of body positivity was made specifically to appeal to a niche group of women, whereas the message of Hellman about quality and value was made to appeal to the mass-market audience. The strategy employed by Unilever enables it to successfully meet the demands and expectations of different consumers who have different preferences (Verma and Diwan, 2024).
[bookmark: _Toc224388680]3.4 Effectiveness of Targeting
The targeting strategies adopted by Unilever are in line with the market needs. The company is also able to serve both premium and mass-market consumers, which guarantees wide coverage. The sustainability issue also exploits the increasing number of consumers who are environmentally aware which is also a major change in consumer habits around the globe. The regional variations that Unilever did, like provision of low cost products in emerging markets and high class products in developed markets, also testify to the success of its targeting in addressing the needs of various regions. Constant dynamics to changes in consumer preference have seen Unilever hold a market lead in a number of the product segments (Guven, 2026).

[bookmark: _Toc224388681]4. Positioning Analysis
[bookmark: _Toc224388682]4.1 Definition of Positioning
Positioning is the technical process of establishing the distinctiveness of a brand or a product in the minds of the consumers. It rides on distinguishing the brand among competitors with its highlighting of the unique characteristics, values as well as benefits. Proper positioning will enable a brand create a clear and consistent image, which will be easy to identify with the target audience and lead to consumer loyalty and competitive advantage. In the case of Unilever, positioning plays a key role in ensuring that the company remains a market leader in the global consumer goods sector where the brands must be differentiated among heavy competition and the constantly shifting consumer tastes and preferences (Onderi and Omwenga, 2022).
[bookmark: _Toc224388683]4.2 Positioning Strategy
The positioning strategy of Unilever is about incorporating sustainability and social responsibility in the brand message of the company, which assists the firm develop a different identity in its various product lines.
·  Sustainability and Social Responsibility: Unilever identifies itself as a sustainable living leader, with the eco-friendly packaging, sourcing of ingredients in a sustainable manner, and reducing its impact on the environment. As an example, the brands such as Seventh Generation are oriented on the environment-friendly products that meet the preferences of the environmentally conscious people. Another of the Unilever brands, Ben & Jerrys, focuses on its fair trade, environmental campaign, and social justice which is in line with consumer decisions where ethical values are important. The commitment, which is not only improving the position of Unilever in the market but also promoting a stronger emotional relationship with consumers who have greater interest in sustainability (Modreanu et al., 2022).
·  Brand Positioning: The brands used by Unilever have definite positioning strategies that are used to reach their target markets. An example of this is Dove, who have employed themselves as a brand that advocates real beauty and body positivity, and disputes the conventional ideals of beauty. The campaigns based on self-esteem and inclusiveness at Dove are oriented towards women regardless of their age, shape, or origins. This positioning has resulted in a powerful, loyal customer base who cherish authenticity as well as self-acceptance. Likewise, Ben and Jerry a unique difference-maker through the association of the brand to the cause of activism, environmental agendas, and social justice projects. This form of positioning appeals to consumers, who make purchases as a way of contributing to the good in the society.
[bookmark: _Toc224388684]4.3 Positioning Models/Theories
The perceptual mapping is one of the tools that can be employed to analyze the positioning strategies of Unilever because the tool can be used to visualize consumer perception of a brand vis-a-vis a rival brand. Perceptual maps position the brands of a product according to different attributes, including price, quality, and sustainability. 
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Figure 3: Positioning Model of Unilever (TBH, 2023)
In the case of Dove, perceptual mapping can put it in the quadrant of premium products with strong emotional and ethical links to be differentiated with other brands of beauty that focus on physical appearance (Said Ghataty, Sayed Abdelaziz and Fathy Abdelgawad, 2023). Ben and Jerry would also have the possibility to promote itself as a high-value, high-quality ice-cream company as well as a socially responsible brand. Perceptual mapping will enable Unilever to determine how efficient its positioning is in gaining consumer attention and how this sets its brands against that of other rivals.
[bookmark: _Toc224388685]4.4 Effectiveness of Positioning
The positioning concept of Unilever has been very effective in developing powerful, as well as differentiated brand identities. The target of body love and inclusiveness has also brought a close touch to the consumers as it has introduced greater levels of brand loyalty and consumer confidence. It has not only increased sales but also helped in some significant societal debates on the ideals of beauty as has been achieved by the campaigns of Dove including the campaign of Real Beauty. In the same line, Ben and Jerry has effectively identified its brand with environmental activism and social responsibility, and this has been highly reaffirmed by the consumers who have a strong affinity to the brand in terms of sustainability and social causes. The general sustainability focus of the Unilever Company has enabled the firm to meet the rising demand of ethically manufactured goods (Ismaeel and Alsariera, 2023). Unilever is more and more associated in the mind of the consumer with a good attitude towards the environment and social responsibility, which strengthens brand loyalty. The position strategy has helped Unilever to remain on the leadership position and strong in a market that is increasingly competitive and value oriented.
[bookmark: _Toc224388686]5. Marketing Mix Strategies (4/7Ps)
[bookmark: _Toc224388687]5.1 Introduction to Marketing Mix
The marketing mix can be defined as the combination of strategic tools applied by the firms to sell and market their products or services. It has a long-standing 4P Product, Price, Place and Promotion. Nevertheless, People, Process and Physical Evidence are also incorporated in the 7Ps framework in a service-based industry. In the case of Unilever, the marketing mix plays a very important role in helping it match its varied product product offerings with customer needs and also buttressing its global brand product image. All the components of the marketing mix are customized to suit the tastes of different market segments, including those at the end, such as the premium and mass-market consumers, and a highly responsible approach towards sustainability and social responsibility (Abedian et al., 2021).
[bookmark: _Toc224388688]5.2 Product Strategy
The products that Unilever deals with covers a number of lines such as personal care, food and beverages, cleaning products, and health and wellness. The firm has many diverse products that it sells to the consumers according to their needs. Investors such as Dove and Lux target the high-end client segment with luxury personal care goods, whereas such products as Omo and Hellmanns exist to satisfy the demands of mass-market, which are based on accessibility and normative usage. Unilever has focused on products as well in the area of sustainability (Macassa et al., 2022). A large portion of its food products including those of Ben and Jerry in addition have ingredients that are sustainably sourced as does its personal care products including the Dove and Seventh Generation, which use environmentally friendly packaging. This sustainability is an added value to its products, particularly by environmental friendly consumers.
[bookmark: _Toc224388689]5.3 Price Strategy
The pricing strategies that Unilever uses differ based on the product line and target market. In the case of high quality products, the company uses the premium pricing model as it is the quality of its premium products and value added. Dove and Lipton brands are more expensive to focus on their luxurious and ethical fantasies. On the other hand, when dealing with products that are popular in a mass-market, Unilever operates with the value-driven pricing model that makes them affordable yet competitive. Indicatively, Lipton tea and Omo soap products are sold at lower prices in the market to attract a wider customer base with the focus on high volume in both the emerging and developed markets (Ikhtder, 2022). Its pricing mechanisms are also designed to suit the expectations and the purchasing powers of its various consumer groups such that it is accessible to a great number of people within the brand equity.
[bookmark: _Toc224388690]5.4 Place (Distribution) Strategy
Unilever has built a large international network of distributors by making sure that its products are available to its worldwide consumers. The company has heavily depended on the retail relationships, making its products to be extensively distributed within the supermarkets, convenience stores, and other physical stores (Guven, 2026). Unilever has also leveraged e-commerce websites and increased their activity in both digital markets (via Amazon and other online stores) and its own online operation (through brand-specific websites). This internet growth is essential to target the youth which is more techno savvy and wants to shop online. Direct-to-consumer is now also more important particularly related to brands such as Dove and Ben and Jerrys which have strong online campaigns to reach the eco-conscious consumer.
[bookmark: _Toc224388691]5.5 Promotion Strategy
Unilever employs a wide promotional policy to reach the global market of the customers. The company utilizes classic advertising by use of television, print, and radio advertising, and the digital platform such as social media sites and influencer partnerships. Unilever, too, has been running the cause related marketing heavily especially through the campaigns that highlight sustainability including its Sustainable Living Plan (Guven, 2026). This is an effort put on minimizing the environmental impact of the company, and encouragement of positive social change, which appeals immensely to the consumer with ethical and sustainable consumption in mind. Also, Unilever heavily relies on digital marketing, which involves influencers, online campaigns, and online promotions to reach younger eco-conscious audiences, especially Ben & Jerry and Dove.
[bookmark: _Toc224388692]5.6 People, Process, Physical Evidence (7Ps)
Unilever highly focuses on people by customer service and employee engagement to ensure that its services and products meet its consumer expectations. The product development process focuses on sustainability and innovativeness, and only reliable products introduced by the company can fulfill the profitability targets of the company. The second strategy of Unilever is also based on physical evidence, in such a way as packaging (Nengsih et al., 2024). The brands such as Seventh Generation and Dove have eco friendly packaging that makes the company believe in sustainability, thus making the brand messages of the company stuck in the consumer minds.
[bookmark: _Toc224388693]5.7 Critical Analysis
The marketing mix used by Unilever is very powerful and capable of supporting the general business strategy. The company has served premium and mass-market consumers using varied pricing and product strategies. Its sustainability on the 4Ps and 7Ps enhances its ability to compete especially to the competition of environmentally conscious customers. 
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Figure 4: Marketing Mix- Unilever (Author’s design)
With large coverage network, coupled with a good digital presence the company ensures that Unilever products can be available to a worldwide market. Brand loyalty and the engagement of buyers are further boosted by the incorporation of cause-related marketing in its marketing campaign (Nengsih et al., 2024). Comprehensively, the marketing mix of Unilever well matches its strategic goals, prepositioning the firm to achieve the potential of further expansion in a competitive economy all around the world.
[bookmark: _Toc224388694]6. Conclusion
The success of Unilever has been focused on the incorporation of segmentation, targeting, positioning, and marketing mix strategy. The Unilever segmentation of products in response to the needs of the varied population of its customers all over the world is through demographic and geographic and behavioral analysis segmentation. The company aims at premium consumers who buy subtle care products of great quality, mass-market customers who purchase low-price daily products, and environmentally conscious customers who purchase products that focus on sustainability. Its positioning strategy is successful in focusing on the factors of sustainability and social responsibility, as such brands as Dove and Ben and Jerry sell positive social causes. The marketing mix of Unilever is balanced, and the company differentiates its pricing, distribution channels globally, and has an excellent performance in traditional and digital media. Nevertheless, to reach even greater sizes of the market, Unilever might do better increasing its aggressiveness towards younger consumers, and the emerging markets in particular by promoting its localized product innovations and enhanced digital interaction. Further customization of the product, as well as more affordable greener alternatives, may allow Unilever to appeal to environmentally-conscious younger audiences.
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