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INTRODUCTION
Marketing fundamentals are all about description or specification of key principles of marketing function of varied organizations (Gonçalves and Leonard, 2023). Each marketing fundamental drives the attention of marketers toward making up and following basis of discipline related to marketing, which in return provide a lot of benefits to them as well as for whom they promote products in the market. The current assessment will be based on Unilever, which falls under the category of leading British international organizations in the UK. The report will explain segmentation, targeting and positioning strategies of chosen organization. Lastly, the study will highlight current marketing mix tactics and several segmentation variables. 
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	“Market segmentation, targeting and positioning is back bone of company”
It is important for an organization to select target market or a group of audience before marketing any product that they manufacture (Zhao and et.al., 2023). The best way to conduct the practice of market selection is STP that consider as strategic framework or model utilize of purpose of reconsidering whom a company market their item to and how. In the case of Unilever as chosen company, STP model is applied, which enable firm to utilize variety of segmentation variables in order to sub divide the market. 
Segmentation strategy-
Before targeting people, it is essential to develop better understanding about segmentation for individual person works in the Unilever. Thus, it makes easier to utilize each segmentation variable to sub divide the potential and profitable market (McKercher and et.al., 2023). Segmentation is defined as process of market division into different segments or parts which are actionable, definable, accessible and profitable. The action and decision of market division is based on key variables of segmentation such as demographic, psychographic, geographic and behavioural. In the case of Unilever, marketer utilize each variable because on the basis of geographic variable firm targets people in North America, Europe, South America, Middle east, South Asia and South east Asia. Furthermore, under segmentation strategy, Unilever and its management target people aged 15-50 years, who came across different life stages, includes men and women as well as children. All these things firm consider on the basis of demographic variable. Along with these two traits, organization also consider behavioural segmentation that enable to target people on the bases of usage behaviour, patter and benefit sought (Mishra and et.al., 2023). 
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Targeting strategy- 
For purpose of selling products in the market and increasing profitability through that, Unilever and its marketer utilize targeting strategy. Therefore, targeting is the best marketing tactic that easily break a market into different segments and enable firm to satisfy each segment in appropriate manner. Undifferentiation, differentiation and niche marketing are the most common types of market targeting tactic, among which organizations in the retail sector like Unilever can select specific one or more as it is based on product category they have (Ramadani, Prayoga and Elvina, 2023). Among list of many, organization prefer to utilize differentiation targeting tactic, which enable firm to target all consumers and offer products according to their needs, demand and requirement in the market. Unilever utilize the chosen tactic when it settles on few market segments or might be one that offer the best chances for them. Differentiation target market strategy enables organization to target people with special offer that design to appeal specifically to consumers. With the chosen strategy, firm provide each of its product to target audience as it has massive product portfolio among which range of items are included such as related to beauty & wellbeing, personal care, home care, nutrition, etc. Differentiation strategy can benefit company in varied ways, such as help to reduce price competition and contribute to increase profit margin more than key competitors available in the retail sector. Along with other benefits, chosen tactic can allow firm to target people aged 15-50, from middle to high income, who can take pleasure of purchasing products according to their needs and requirements, which in return lead to increase their satisfaction level more than last few months or weeks.
[image: ]
Positioning strategy-
Brand positioning in the market is important for company along with setting good image in mind of target audience, which is not that easy for management to do so. As it requires effective strategy, plan and valuable initiatives that help to achieve target goals. Like other organizations, Unilever also expect to set the positive image of brand in consumers’ mind for which it takes initiative to develop and select tactic of social media marketing. It helps organization to promote quality, quantity and features of its products in the market that also aid to generate awareness among people. It drives the attention of individual buyer toward making a clear comparison between other items and the products Unilever offer or provide to them. As comparative practice can usually create a positive image of company products in consumers’ mind, which give them the biggest reason to buy what Unilever provide and always initiate to do so. It can be said that social media marketing through effective and useful channels can put positive impact on brands. In case of chosen company, marketer with the help of social media channels such as Instagram along with promoting products also effort to promote aim, mission or motive of firm that also help to attract people and give them reason to stay with firm products purchase forever like existing consumers. 
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	Is Marketing Mix effective? 
Success and growth of business relies on different strategies, actions and approaches as well as plans. Marketing mix is the one model that enables each organization to utilize these things in effective manner. As it encompasses different types of elements that Unilever takes into account for purpose of continuous organizational progress, success and development in the overall retail industry (4 P's marketing mix, 2023). Unilever and its marketer utilize each suitable element of marketing mix in appropriate and useful manner such as:
Product-
The first element of marketing mix refer to products quality, features and packaging as well as designing regarding which firm always focus on (Centobelli, Cerchione and Jhamb, 2023). For example, Unilever concentrate on managing different varieties of items such as food, refreshment, home care and personal care. It also focuses on quality of each category product by developing effective plans, which managers and experience holders execute under proper monitoring. Along with quality, firm also concentrate on packaging of products, in term of using recyclable materials that help to eliminate the biggest factor or contributor of pollution including land, water and air. The packaging design of Unilever products are simple and easy to carry as firm pack items from big to mini boxes that people can keep in bags, especially when they travel from one place of other, either for short or long time period. Size, shape, colour, texture, flavour, nutritional content and consistency as well as quality are the most important features of products that Unilever take into account (Our brands, 2023). Each consideration can contribute to increase consumers’ satisfaction, profits and sales of company, for which management and individual employees at workplace work harder day by day. Along with these things, under product element firm also concentrates on over 13 brands that have sales of more than 1B euro a year. These brands are Hellmann’s, Dove, Lux, Knorr, Omo, Axe, Rexona, Rama, Magnum, etc. 

Price-
In the recent time, a product price set by the organizations plays unpredictable role in regard to business success because it helps to attract and retain potential target audience for longer time (González and Moral, 2023). Unilever also expect to retain its potential and profitable buyers and due to this reason it takes effort to maintain wide variety of price points that consider level of diversification of brand goods. Therefore, organization utilize premium and competitive pricing strategy as some of its items are priced high that help to remain consistent with premium quality, on the other hand some goods are set at a low price. The main reason behind selection of current pricing strategy is wide product portfolio and different types of buyers that organization has. It can be said that market oriented pricing tactic utilize by organizations entails setting price key points based on target market goods and market factors (Xiong and Liu, 2023). For instance, Unilever uses premium pricing tactic that include prices that are higher than rivals, while it also utilizes competitive pricing that help to identify most suitable prices. With competitive and premium pricing tactic, firm can obtain unpredictable advantages such as take pleasure of increasing profit margin, customer base, unit costs, market share, speed to market, etc. It can also contribute to increase the satisfaction of target people who always expect to purchase better product, with good quality and quantity in exchange of money.
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	Place- 
The most important element that helps firm to grow and succeed in the market is a place or distribution source, through which organizations makes their goods accessible to target audience. Unilever initiate to make its products easily accessible for everyone or anyone and because of this reason organization uses varied places that help to distribute goods and make everything accessible for them (Unilever International celebrates decade of consistent growth serving the underserved, 2023). For example, firm utilize retailers, stores, kiosks and supermarkets, where individual person can reach easily and buy goods according to requirement or list they prepare. It is fact that the retailers are the primary product distribution place of Unilever, through which firm provide number of items and distribute in the market. The best example of retailer that chosen brand select as place of distribution is Walmart a supermarket, where daily number of consumers visit to buy the things they want on daily or monthly basis. Along with retailers, organization occasionally utilize kiosks as well for purpose of introducing goods directly to target customers. In more than 190 nations, Unilever establish the best comfortable places where accessibility of skilled and talented people makes shopping quite easier and memorable for target market. By using other distribution places firm sell its products within number of nations across national boundary, where it develops a strong base of customers.
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Promotion- 
Effective communication plays significant role in brand promotion or marketing because it helps to connect target audience to their favourite organizations and provide access of develop better understanding about what products they plan and already sell in the market. Unilever and its marketer for purpose of effective communication with their target customers utilize different forms of promotions. Thus, their promotional strategy include combination of several sources or channels such as advertising, sales promotion, direct marketing, public relations and social media advertising (Dzuhrina, 2023). It can be said that utilization of each marketing channel enables organization to achieve competitive advantages, which is quite essential for management to achieve in systematic and appropriate manner. The usage of integrated marketing communications can help management to run business effectively and successfully maintain their brand image in mind of consumers, who seek to purchase grocery and other items from Unilever. Including traditional and digital marketing channels, marketer can create the best marketing plans or campaign for company, which they can utilize to reach targets and attract other people who are still unware about quality and satisfactory products of Unilever. The set of marketing channels and technique make company more progressive and profitable than rivals such as Nestle, Procter & Gamble, etc. 
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It has been concluded from above study that organization had built up wide base of potential customers who had contributed to increased profitability and productivity level of business. As everything is possible because of demographic, geographic and behavioural segmentation strategies that utilize by marketer. Furthermore, it also determined from current report that product, price and other marketing mix elements utilization had generated revenue of company more than last few years. The implementation and usage of each element had improved brand image and enhanced satisfactory level of consumers more than rivals who are existing in the retail sector.
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