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[bookmark: _heading=h.gjdgxs]I. Introduction 
[bookmark: _heading=h.tyjcwt]Marketing strategies allow businesses to synchronise with their customer base, develop suitable products and communicate information regarding those products (Varadarajan R., 2020). As such, the absence of marketing strategies results in the wastage of financial resources of firms like Unilever, which operates globally. Unilever is a UK-based multinational corporation that specialises in the production and manufacture of fast-moving consumer goods through its different subsidiaries (Unilever PLC, 2023). The objective of the present report is to examine the differences and similarities in Unilever's marketing strategies as prevalent in India and the UK. The comparison of marketing strategies between the UK and India is vital to shed light on the possible marketing initiatives which have maximum influence in the different economies. As such, the present report has provided an overview of the Unilever brand and conducted its situational analysis in both India and the UK. Next, the comparative analysis is done which is followed by the marketing strategies of Unilever based on the STP model and 7Ps of marketing. Moreover, the market entry methods used by the Unilever organisation in both nations are discussed in the study. Additionally, the directional development strategies of the Unilever brand are also covered in the present report.

[bookmark: _heading=h.30j0zll]II. Product/Brand Overview
[image: ]
Figure 1: Unilever Logo
[bookmark: _heading=h.3dy6vkm]Source: (Unilever PLC, 2023)

[bookmark: _heading=h.2jxsxqh]The UK-based Unilever organisation was founded in 1929 with the merger of the Dutch margarine producer Margarine Unie and the British soap manufacturer Lever Brothers (Unilever PLC, 2023). The Unilever organisation sells a wide variety of products ranging from health and well-being to home and personal care products. As such, the diverse portfolio of products helps Unilever operate in a broad market segment and cater to the interests of consumers in both India and the UK. The mission of Unilever is to increase people's vitality through the provision of personal, nutritional, and hygienic products for daily use. The objective of Unilever's mission is to assist its customers in feeling and looking better and increasing their net utility. On the other hand, the key aspect of Unilever's vision statement is to promote a sustainable lifestyle and illustrate the organisation's initiative to adapt to changing market conditions. According to Unilever PLC Strategy (2023), the Unilever brand aspires to be a global leader by building a high-growth portfolio across Personal Care, Nutrition, Ice Cream, Home Care, and beauty products. The firm also has the strategic initiative to win with innovation, purpose, and superior products. Unilever envisions this to accelerate growth in key markets of India and the UK and lead in e-commerce channels.


[bookmark: _heading=h.1fob9te]III. Situational Analysis of Unilever from the perspective of the UK and India
[bookmark: _heading=h.3znysh7]PESTLE Analysis in the UK and India


[image: A circular diagram with text
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Figure: PESTLE diagram (Source: Self-made)

[bookmark: _heading=h.z337ya]P: Political: The UK is based on the foundation of modern Parliamentary democracy and constitutional monarchy (Greene A., 2020). This has not only been effective in creating political stability in the country. However, Brexit, which is the withdrawal of the UK from the EU, has created several uncertainties and chaos. This has not only affected the business organisations but has also disrupted the supply factors. Brexit has indeed disrupted the finances of business operations. However, it is also true that it has also created several opportunities for the country. The present political scenario of the UK is extremely relevant for Unilever to increase its potential in the market makit it a favourable environment. By contrast, Hindustan Unilever, after its merger with Lakme and Tata Oil Mills company, was able to venture into new market segments, namely food oil and cosmetics. The existing stable political environment and associated regulations in India helped Hindustan Unilever expand into new commodity segments. However, the overall colossal expansion of the brand led to complications in the management of the Unilever organisation increasing the chances of a favourable environment.



[bookmark: _heading=h.3j2qqm3]E: Economical: The UK is the sixth largest economy in the world, with a GDP of 2.27 trillion in 2022 (Office for National Statistics (UK), 2023). 

[image: ]
Figure 2: Growing GDP of the UK 
[bookmark: _heading=h.1y810tw]Source: Office for National Statistics (UK), (2023)
[bookmark: _heading=h.4i7ojhp]The advanced market-based economy has been playing a key role in international trade. However, global lockdowns in 2020 and 2021 have created a pressure-like situation across different industries whereby one hundred billion pounds was taken as a loan from the Bank of England to boost the economy (Elliott, 2020). The current corporate tax is 19%. However, the rate is likely to fluctuate at the level of 25% in the fiscal year of 2023 (Robinson D., 2023). The company has indeed been facing issues from the cost of living and exacerbated prices of energy making unfavourable conditions. However, in the context of the consumer products provided by Unilever, it would be difficult for the company to thrive in the upcoming years because of an increase in the rate of unemployment and the cost of living crisis, where people would reduce their consumption rates.
On the other hand, the economic factors of Unilever in the Indian context are given as follows:

[image: ]
Figure 3: Gross sales of Hindustan Unilever from 2013 to 2023
[bookmark: _heading=h.2xcytpi]Source: (HUL (India), 2023)
[bookmark: _heading=h.1ci93xb]In the above figure, the gross sales value of Hindustan Unilever Ltd has followed an overall positive trend from 2013 to 2023. Gross sales reached their highest value of 581.54 billion rupees in 2023. The lack of dependence of the Indian economy on interest-based investments has safeguarded the growth of the Unilever brand during international economic downturns as well as the adverse impacts of Brexit and the cost of living crisis. However, De Sousa, Mohandas, and Javed (2020) have opined that India is a lower-middle-income country with ample room for improvement in purchasing power. The Unilever organisation, therefore, tries to charge a competitive price for its products to maintain sales and market shares making India favourable for expansion.

[bookmark: _heading=h.3whwml4]S: Social: Sociocultural trends are likely to affect the performance of Unilever driven by the social and behaviours of the market. The UK has a huge consumer market with a population of 68.7 million (UK Government, 2022). This aspect will not only influence the increase in the sales of the products of the universe but also enable the company to develop a new variety of products to cater for the needs of different individuals based on social class making favourable conditions..
[bookmark: _heading=h.2bn6wsx]However, according to Balaji, Gupta and Kolgiri (2023), Indian consumers are family-oriented with an increase in nuclear family systems, and value for money is an important determinant of consumer behaviour in the country. Indian consumers are well-informed overall and look for good deals to maximise their utility from consuming products. As such, the Unilever brand faces wide opportunities to maximise its sale of fast-moving consumer and family-oriented goods in India. However, the high propensity to save money for the major sections of the Indian population prevents the firm from charging higher prices making both favourable and unfavourable conditions.

C: Culture: The cultural dimension in the UK is based on extreme competition, achievement, and success. The country can be considered a masculine country in context to Hofstede analysis. The culture of the society is related to the behaviour of buying products in the country. Therefore, in such a context, Unilever can earn sufficiently with the help of the present product line, where the British culture mostly identified as indulgent would lead to rise in the sales of the commodities. Indian culture is a composite culture consisting of the influence of different global customs and traditions which has developed since ancient times through the commencement of international trade. As such, Indian culture acts as a melting pot of all major cultures of the world. The influence of these cultures directly and indirectly influences the purchasing behaviours of Indian consumers in contemporary times. The family-oriented outlook of Indian customers has thus derived itself from the existing Indian culture passed down from generations. Therefore, Unilever has advantages in the sale of those consumer goods which can be jointly consumed by Indian households. 

[bookmark: _heading=h.dqlcwttz5m2k]Cultural Analysis (Hofstede Model): advantages and disadvantages
[image: ]
Figure 4: India and UK cultural comparison
Source: Self-made
Using Hofstede's model to compare the cultural features of the UK and India, the Power Distance Index (PDI) shows notable differences that influence the social and organisational dynamics in these two countries. India has a PDI score of 77, which indicates that its society places a high importance on hierarchy and a hierarchical organisational structure. This is demonstrated by the reliance on bosses and other authority figures for direction and guidance. In the social and professional hierarchy, there is a general acceptance of unequal rights and a paternalistic leadership style. Even if it is not immediately obvious, centralised actual power emphasises the team members' obligation to obey. Top-down, directive communication methods are used, along with official manager attitudes. In addition to giving instructions, management has a responsibility to give workers work-life purpose and loyalty through incentives. It is believed that having control provides psychological stability, and bad input seldom moves up the hierarchy. The United Kingdom, on the other hand, has a PDI score of 35, which indicates that its society strives to reduce inequality. There is a conflict between the idea of equal chances and birth rank, even in the face of the historical class structure. A predisposition for more equitable policies and flatter organisational structures is shown by the lower PDI score. In the UK, social and professional relationships are shaped by a sense of fair play and the notion that all people should be treated equally. The research that challenges traditional class lines by showing a lower PDI among the upper class highlights the British goal for social mobility. In conclusion, the United Kingdom aspires to reduce inequality and adopt a more egalitarian mentality, whereas India tends towards a hierarchical and organised approach to power. Understanding and managing the complexities of working and living in these various locations requires an awareness of these cultural variances.

[bookmark: _heading=h.qsh70q]T: Technological: The UK is a technologically advanced country that is a hub for financial and technological institutions. Modern technologies created by execution cater to the needs of business organisations to offer solutions to consumers. The rising business automation is indeed an opportunity for Unilever. However, there is also an apprehension that rising R&D investment could be beneficial for the company to manage the quality of the product in the competitive market where PepsiCo and P&G have also been covering the market making favourable conditions.

[bookmark: _heading=h.3as4poj]On the other hand, the Digital India programme implemented by the government of India in 2015 has led to e-kranti and widened the scope of e-commerce platforms (Athique, 2019). The Unilever organisation uses this technological innovation in its efforts to maximise sales by reaching many consumers. The UK-based brand also uses the large-scale development of India's IT industry to provide post-purchase assistance to its Indian customers. However, the low accumulation of capital prevents the firm from innovating its products, which causes difficulties in competition making unfavourable conditions.



[bookmark: _heading=h.1pxezwc]L: Legal: The advanced legal system and civil liberties have proven the effectiveness of the UK's legal system. The country is a world leader in human rights, thereby creating acts such as the Employment Act of 1996 to protect the rights of employees (Ewing K.D., 1998). These rights facilitate providing equal opportunities to the employees at Unilever and thus protect their rights from any discrimination. Corporate social responsibility strategy in context with the environmental regulations is an opportunity for Unilever to enhance its image in the market. This would not only help strengthen the international patent but also facilitate the growth of the company making favourable conditions. However, legal compliance is essential for international organisations in production processes so that policies and procedures can be followed in multiple levels (Popescu C.R.G., 2019). The Unilever organisation, in this regard, adheres to all legislative requirements to prevent penalties and lawsuits in India. However, non-adherence to quality control due to budgetary limitations results in fines making both favourable and unfavourable conditions.

E: Environmental: Corporate social responsibility strategy in context with the environmental regulations is an opportunity for Unilever to enhance its image in the market. This would not only help strengthen the international patent but also facilitate the growth of the company. Ecological trends are environmental factors that influence Unilever's environment. The natural environment and issues such as the rising interest in business environmentalism would not only help enhance sustainability programs but also strengthen competitiveness in the market. These efforts not only help improve Unilever's ability but also satisfy the requirements regarding complex environmental programmes making India favourable both expansion. By contrast, according to The Guardian (2016), the Unilever organisation was accused of poisoning allegations in the Indian state of Tamil Nadu after the discharge of toxic chemicals and mercury from its factories. This shows the poor ethical conduct of the Unilever organisation and callousness towards the natural environment. However, the UK consumer giant has made an ex-gratia payment to settle the dispute. 


	Aspect
	Similarities
	Differences

	Political
	- Brexit impact on uncertainties and supply disruption in both the UK and India
	- UK's modern Parliamentary democracy vs. India's stable political environment

	Economic
	- Economic challenges from global lockdowns and cost of living crisis in the UK
	- Hindustan Unilever's positive sales trend in India despite international economic downturns

	Social
	- Opportunities to cater to diverse needs in both the UK and India
	- UK's larger consumer market vs. India's family-oriented, price-sensitive consumers

	Culture
	- Cultural influences on buying behaviour in both markets
	- UK's indulgent culture vs. India's composite culture and family-oriented outlook

	Technological
	- Technologically advanced environments in both the UK and India
	- Hindrance in India due to low capital accumulation for innovation

	Legal
	- Adherence to legal requirements in both the UK and India
	- UK's world leader in human rights vs. Unilever accused of environmental issues in India

	Environmental
	- Emphasis on corporate social responsibility in both markets
	- Environmental accusations in India vs. Unilever's efforts for sustainability





[bookmark: _heading=h.t8t9g4kpu4ak]Porter's Five Forces
Porter's five forces in analysis helps in the requirement of prioritising competition in the market. Is effective in understanding the impact of external factors in the competitive environment of the company.
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Figure 5: PORTERS Five Forces
Source: Self-Created 



Threat of new entry: 
[image: ]
Figure 6:  Threat of new entry
Source: Self Created
The market of FMCG products both in the UK and India is thriving where new firms are established within a less duration of time. Therefore, in this context, the high economies of scale had made weak force on the new entrance. However, the low switching cost enables other entrances to create a formidable force against Unilever. Nevertheless, Unilever has been taking advantage of the economies of scale, thereby creating a competitive pricing policy, causing a concern for Unilever business environment.
Bargaining power of supplier: 
[image: ]
Figure 7: Bargaining Power of Suppliers
Source: Self Created
The bargaining power of the suppliers are moderate because of the moderate size of suppliers. Unilever has lost suppliers supplying raw materials. However, it is moderate in size. This external factor moderate intensity force on the consumer industry leading to a limited influence of suppliers.
Bargaining power of buyers:
[image: ]
Figure 8: Bargaining power of buyers
Source: Self Created
 There is a formidable force of the bargaining power of customers in context to the business of Unilever, both in the UK and India. The low switching cost makes the consumers transfer to a different brand or product. This external factor has created a strong intensity in the bargaining power of the buyers.
Threat of substitutes: 
[image: ]
Figure 9: Threat of substitutes
Source: Self Created
Both in the UK and India, substitutes can reduce the revenue of the company, thereby decreasing its competitive strength (Götz and Jankowska, 2020). The low switching cost enables the consumer to use substitutes. This creates an overall impact on sales of the products created by Unilever, thereby reducing the intensity of sales or supply.

Competitive rivalry:

[image: ]
Figure 10: Competitive rivalry
Source: Self-Created
There is a formidable force of competition with Unilever in the market of UK and India. Companies such as P&G and PepsiCo are already in the market imposing a threat on the product ranges of the company. Since it is easy for consumers to switch to another good brand, the elevated level of competition with rival companies is a strong force in Unilever's industry environment.


	Similarities
	Differences

	[bookmark: _heading=h.147n2zr]There is a formidable force of competition with Unilever in the market of UK and India
	Unilever has been taking advantage of the economies of scale, thereby creating a competitive pricing policy, causing a concern for Unilever business environment in India.

	[bookmark: _heading=h.2p2csry]The low switching cost enables the consumer to use substitutes.
	UK per capita income is high. India's per capita income is low.


[bookmark: _heading=h.2et92p0]
SWOT Analysis from UK perspective
[image: ]
Figure 11: SWOT
Source: Self Created

	Strengths
	Unilever in the UK has global presence, economies of scale, brand portfolio and high innovation.

	Weaknesses
	Unilever in the UK faces weaknesses from substitute products, demographic shifts in consumer preferences and pricing pressures.

	Opportunities
	Unilever in the UK can take advantage of emerging markets, sustainable products, and maximisation of e-commerce. 

	Threats
	Unilever in the UK faces threats of competition, regulatory changes and shifts in consumers’ tastes and preferences.




[bookmark: _heading=h.1t3h5sf]SWOT Analysis from the Indian perspective
[image: ]
Figure 12: SWOT
Source: Self Created

	Strengths
	Unilever in India has wide brand visibility, brand awareness and access to intensive and extensive supply chains. 

	Weaknesses
	Unilever in India endures tough competition from other low-cost substitute products manufactured by other firms and exchange rate fluctuations with poor returns on investment.

	Opportunities
	Unilever in India has opportunities to penetrate rural markets with the Shakti Amma programme where the increasing purchasing power of consumers can benefit the firm.

	Threats
	Unilever in India encounters high bargaining power from consumers along with rising transportation costs.




	Strengths
	Weaknesses

	UK
· Global Presence: Unilever has a strong global market and effective operations in more than 190 countries (Unilever PLC, 2023). This has been effective in leveraging the global supply chain, thereby diversifying the level of customers.
· Economies of scale: Unilever’s market throughout the international expansion is a strength which supports the appeal of the brand. This not only is effective in competing in the market but also promotes the efficiency of the product.
· Brand Portfolio: Unilever's brand portfolio includes Dove, Lipton, Sunlight, and many others (Unilever PLC, 2023). This has created a diversification in the market, thereby avoiding the risk associated with dependence on a specific product line.
· Innovation: The company has been heavily investing in resources and development to fulfil changing consumer needs (Unilever PLC, 2023). The organisation is also partnering with companies to create environmentally friendly products.
India
· The Unilever organisation has wide brand visibility in India in different consumer goods segments like soap, shampoo, tea, detergents, and groceries, among others. This wide brand portfolio, accompanied by an integrated distribution system, helps the firm lead the consumer goods market. 
· Unilever's high brand awareness and market share allow it to achieve a strong financial position. 
· Unilever has access to an intensive and extensive supply chain in India. This allows the firm to distribute its products efficiently throughout the economy. In this context, the availability of a wide variety of dealers, wholesalers, transporters, and stockists results in enhanced reach of Unilever products in various parts of India.
	· Threat of substitution: Unilever has a diversified range of consumers with a diverse product portfolio. However, presently, there are several substitutes in the market with low switching costs (Götz and Jankowska, 2020). This has not only created a challenge to maintain consumer loyalty but also has resulted in the requirement of investment in extreme marketing and production.
· [bookmark: _heading=h.3o7alnk]Changes in consumer preference: Consumers have been replacing Unilever's products with other traditional options (Langford N.J., 2021). The awareness of increasing lifestyle diseases and climatic changes has also been an element of changes in consumer preferences.
· Pricing Pressure: The consumer goods industry is extremely competitive, facing pressure from global players. This has created a detrimental impact on the margins and profitability ratio of the company.

India
· The Unilever organisation in India faces tough competition from other companies that specialise in specific market segments. As such, the tough competition from Ghari and Nirma detergent brands has decreased the market share of Unilever's wheel detergent products.
· The availability of many companies in individual market segments creates difficulties for Unilever in India.
· The exchange rate fluctuations in the international market result in poor returns on investment for Unilever. In this context, the low prices charged for its products result in a long time to recover invested funds by Unilever.


	Opportunities
	Threats

	UK
· [bookmark: _heading=h.23ckvvd]Emerging market: It is an opportunity for Unilever to emerge in the markets, including China, India, and Brazil, due to their high population density (Escamilla, Fransoo and Tang, 2021). This cannot only help attain cost advantage but also lower labour costs with access to materials.
· E-commerce maximisation: The changing trends of the consumer towards online shopping have created an opportunity for the company to leverage technology and thus explore direct sales, thereby providing greater control on the pricing in distribution levels. 
· Sustainable Product: Consumer trends towards health and wellness have been effective in exploring new opportunities in the food and beverage market. 
India
· Unilever can expand and penetrate deeper into rural markets of India through its Shakti Amma programme by transitioning businesses from the informal to the formal sector. 
· The political stability, increasing literacy and income levels of India are gradually increasing the affordability of Indian consumers, thereby raising demands for Unilever goods.
	UK
· Competition: Intense competition with major competitors has been affecting the pricing strategies. Unilever must invest in product development and branding strategies.
· Regulatory Changes: Regulations related to product, safety, environmental, and labelling standards, along with labour laws, are a threat to the company and require extreme awareness.
· Change in Consumer Preferences: Changes in consumer preferences and Tastes are the most important threat for Unilever, which requires heavy investment in market research. This would not only help in meeting the demands of the consumers but also develop the product accordingly.
India
· Unilever faces threats of high bargaining power of consumers with incidences of brand switching. 
· Apart from increased competition, the rising prices of transportation and fuel in India caused a decline in the profitability of Unilever.







Similarities & Differences of SWOT Analysis on UK & India
	
	Similarities
	Differences

	Strength
	· Invests heavily in R&D, leading to new products & improvements in existing products.
· Reliable supply chain systems in both countries, leading to product availability.
	· Consumer preferences in UK & India vary and result in specific products being utilised in specific amounts.


	Weakness
	· Threats of substitutes available in UK & India, resulting in high competition.
· Pricing of products is based on many individual aspects of each country.
	· Consumer preferences in UK are based on climatic and lifestyle diseases, whereas in India, they are based on the traditional values.

	Opportunity 
	· E-commerce initiatives resulting in more business opportunities.
	· In UK, Markets are expanded to different countries whereas, in India, they look forward to expanding to rural areas through various initiatives.

	Threat
	· Heavy investment in R&D for changing consumer needs resulting in higher expenses.
	· Legal obligations in each country differ and affect the product profitability.




[bookmark: _heading=h.17dp8vu]STP
[bookmark: _heading=h.ihv636]STP, or segmentation, targeting and positioning strategy, is a marketing strategy often used in analysing the variables of the company (Amira and Fitriasari, 2021).

[bookmark: _heading=h.32hioqz]Segmentation:  Segmentation is an approach to dividing the market according to existing groups. Unilever segments the market according to demographic variables, which include age, gender, and income (Tien 2019). For instance, products related to Dove are targeted at women of every age, while Axe is targeted at young men in India. Furthermore, in the context of geographic segmentation, Unilever has a presence in the UK with products such as Marmite, Lipton, Vaseline and others in the UK. Apart from its reach in the UK, in India, customers with lower income levels are also targeted.

[bookmark: _heading=h.1hmsyys]Targeting: Targeting enables a selection of a specific segment to focus on the fulfilment of the company's objective. Unilever's targeting strategy is a combination of niche and mass marketing; for mainstream brands in the UK, Unilever provides a broad range of consumers in target areas such as India and UK, conclusive of a large segment. On the other hand, smaller segments of the market include specialised products such as Dove and Axe, which appeal to a specific consumer group of women and men in India.

[bookmark: _heading=h.41mghml]Positioning: Positioning is an approach to creating a unique brand image identity for the products created by the company from the perspectives of the consumers. Unilever has positioned its products according to their unique features and benefits both in India and the UK (Jevtić and Milovanović, 2023). Furthermore, the company has also been a leader in sustainability and has led an example in the market by launching products such as Sunsilk, a brand of shampoo whose packaging is made from recycled plastic.
[image: A diagram of a product
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Figure 13: Positioning of the products
Source: Self-Created
[bookmark: _heading=h.jpf23awy36v7][bookmark: _heading=h.4d34og8]IV. Comparative Analysis 
The comparative analysis of the Unilever organisation requires the comparison between the situational analyses of both India and the UK. In this context, Brexit is found to be a vital political issue which has affected the operations of UK-based organisations like Unilever and caused supply chain difficulties. However, Unilever's operations in India have remained averse to the adverse effects of Brexit. 

[image: ]
Figure 14: EU workers in different UK industries before Brexit
[bookmark: _heading=h.2grqrue]Source: (Loesche, D., 2017)
In the above figure, the number of workers from EU countries who have worked in the different industries of the UK before the implementation of Brexit is given. Here, the majority of 508,000 EU workers participated in the retail and wholesale industry. By contrast, the financial and business industry have employed 382,000 EU workers. On the other hand, the industries of construction, manufacturing, transport, and communication have shown 185,000, 312,000 and 243,000 workers from EU countries. Therefore, the Unilever organisation's operations in the UK were more adversely affected by human resource shortages than those in India. So, from the perspective of comparative situational analysis, Unilever has a favourable environment in India compared to the UK. 

Again, the situational analysis done earlier has found the UK to be the sixth largest economy with increasing per capita income, whereas Unilever's sales in India have been increasing in a positive trend from 2013 to 2023. These similarities provide almost equal opportunities for Unilever in both nations.
[image: ]
Figure 15: Comparison of India and the UK on GDP
[bookmark: _heading=h.vx1227]Source: (Armstrong, M, 2022)
In the above figure, the GDP of both the UK and India are compared to provide evidence for the situational analysis of the Unilever organisation of both countries. The massive size of the Indian economy has helped the country achieve a high output level of $3.53 trillion, which has surpassed the $3.38 trillion GDP of the UK. The prevalence of rapid inflation in the UK led to a cost-of-living crisis, and the country was also reeling under the continued adverse effects of Brexit and associated political turmoil. These disadvantages led to a comparatively lower GDP in the UK than in India. Therefore, in the context of situational analysis, Unilever has the advantage of increasing its market share and achieving profitability in India than in the UK. 

[bookmark: _heading=h.3fwokq0]According to Andy Beckett (2022), the consumer binge, including spending habits and purchase decisions, is presently undergoing a major change owing to the high inflation in the cost-of-living crisis and the lack of protective measures adopted by the UK government. The social costs of poor and low-paid workers, as well as financially stretched families in the UK, are significantly high during the cost-of-living crisis. On the other hand, the situational analysis of India has found a family-oriented social structure with priority given to value-based purchase and consumption of consumer goods. The tendency of Indian consumers to increase their household savings, however, acts as a constraint to Unilever's price strategy. Therefore, the contrasting consumer behaviours of the UK and India require Unilever to devise different pricing strategies for consumers in both countries.

[bookmark: _heading=h.1v1yuxt]Moreover, the situational analysis has found the UK to be a technologically advanced country with various institutions. The UK technological landscape places priority on automation in supply chain activities to overcome skill shortages and talent gaps (Howcroft D. and Taylor P., 2023). The Unilever organisation takes advantage of these technological innovations and adheres to sound regulatory compliance in its operations in the UK. On the other hand, the situational analysis of Unilever in India has found increased digitalisation and greater adoption of e-commerce to be the primary advantages. Therefore, Unilever has benefited from greater technological diffusion in both the UK and India. However, Unilever also faces environmental penalties and lawsuits in India, which tarnishes its reputation.
[bookmark: _heading=h.sfxgayhd3wdu]
Additionally, the situational analysis has found the similarity of a wide brand portfolio and increased innovation of Unilever in creating value for its customers, both in the UK and India. The threat of substitute commodities in the different market segments is found to be a common similarity in both India and the UK. Among the different threats, changes in consumer preferences, regulations, and intense competition were found to be valid in the UK's business landscape. However, in India, the main threats to Unilever were found to be the high bargaining power of consumers and increased fuel and transportation costs. Therefore, the Unilever organisation faces diverse types of threats and advantages in its international operations, where some of the disadvantages in the UK are overcome by operating in India and vice versa.

[bookmark: _heading=h.2s8eyo1]

V. Marketing Strategies 
[bookmark: _heading=h.3rdcrjn]7Ps
[bookmark: _heading=h.4f1mdlm]Product: Unilever's product strategy is diversified. The company has been effective in creating FMCG products, ranging from food products, home range products, personal range collections and even water purifiers (Unilever PLC, 2023). Every product is accessible both in the UK and India. However, after the merger with GSK, consumer healthcare has positioned the market for water purifiers at the highest position in the Indian market.

[image: ]
Figure 16: Unilever UK product varieties diagram
Source: (Unilever PLC, 2023)


[image: ]
Figure 17: Product varieties of Hindustan Unilever in India
[bookmark: _heading=h.2u6wntf]Source: (Stock Phoenix, 2021)
The different comparisons of the various products of Unilever organisation in the UK and India are provided in figures 16 and 17 respectively. 

Price: Unilever has been known to be extremely competitive with a simple pricing strategy in the market. The product prices in India are also affordable in rural areas, thereby making an enormous number of consumers dependent on the product, even with fluctuating demand and supply chain considerations. However, in the UK, to maintain an effective balance in the market with its competitors, Unilever set a competitive pricing policy.

[bookmark: _heading=h.19c6y18]Place: Unilever has a broad distribution network with two million outlets and 7.7 million retail outlets throughout the world (Business APAC, 2023). The company also has a direct selling network regulated by Hindustan Unilever Ltd network in India. This has enabled the company to serve rural areas as well with an efficient distribution system. However, In the UK, the company can reach a wide market with an effective distribution strategy, which not only enables the company to maintain its marketing requirements but also provides a remarkable consumer experience.
[bookmark: _heading=h.2nvsupc894dy]
VI. Market Entry Methods 
[bookmark: _heading=h.3tbugp1]The methods adopted by international organisations to enter new markets involve foreign direct investment, franchising, export orientation and joint ventures (Chen, 2023). The Unilever organisation has made effective use of each of these methods to improve its brand positioning and performance in different market segments of the UK and India. According to Unilever PLC (2023), the Hindustan Unilever subsidiary has partnered with Brookfield to set up a 45 MW capacity solar park in Rajasthan. This is a corporate social responsibility initiative of the Unilever organisation to achieve net zero carbon emissions. Again, Unilever Lakme (2023) has stated that the joint venture ship between Lakme and Unilever has resulted in the first home-grown cosmetic brand in India. This market entry method has the effectiveness of gaining sixty-five years of experience with the Lakme brand and the available brand reputation of Unilever. The Unilever organisation was able to enter the beauty, cosmetics, and self-enhancement market in India with the help of this joint venture with Lakme. Again, foreign direct investment (FDI) implies the purchase of assets by foreign organisations in other countries, thereby providing direct control of such assets (Islam M.A. et al., 2020). The purpose of FDI is the maximisation of commercial profits through diversification of investments. The Unilever organisation, as an international brand, has used the FDI policy to purchase shares and stocks of reputed businesses in India to establish itself in the country's consumer goods market. Therefore, FDI is another market entry method used by Unilever as a market entry method in India.
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Figure 18: FDI inflows from the UK to India from 2013 to 2022
Source: (Reserve Bank of India, 2023)
In the above figure, the movement of capital from the UK to purchase assets in India has seen an overall fluctuating trend from 2013 to 2022. The highest volume of FDI inflow of $2000 million was found in 2021. Therefore, the above infographic shows the practice of FDI inflows from the UK to India, where firms like Unilever use the method to enter and have economic stakes in Indian markets.

[bookmark: _heading=h.28h4qwu]Promotion: Promotion has been a crucial part of Unilever's creation of an impression on consumers. Unilever spends a marginal amount on advertisements with the help of television advertisements. In rural areas of India, Unilever has been supporting campaigns such as the Shakti campaign and Project Prabhat to promote the objectives of the brand (Narayanan S. and Das J.R., 2022). In the UK, Unilever is also known to include various promotion tactics, such as newspaper, Internet, personal and direct selling to increase the awareness of the brand.

People: Unilever's internal management of the people in the process of recruitment and hiring has been extremely effective. The company supports the employment of more than six thousand employees in the UK and 21,000 employees in India. This has been effective not only in improving the decision-making aspects of the company but also in understanding the needs of the consumers and delivering the requirements. However, in the UK the Brexit crisis has led to reduction in the number of working employees for Unilever due to cross border restrictions in the movement of workers from EU nations.

Process: Unilever's marketing techniques in encouraging an interaction between the consumers and the businesses are controlled at every segment. A cost-effective process is used to ensure optimum output from the activities initiated by the business enterprise. Furthermore, the company also uses online portals for operational processes, which function as a backup for manager purposes. A systematic process in the operation operations of the business, starting from procurement to resale of the products, is followed by Unilever both in the UK and India.

Physical Evidence:
Unilever has unique packaging with a vibrant touch, which is constantly changed in context to the colours and patterns, matching the trends and preferences of the consumers. The logo of the company is recognisable by consumers both in the UK and India. The sophistication in the packaging process not only ensures the brand recognition of the company but also fulfils the needs of the campaign. These are the similarities in the offerings and functions of the Unilever organisation in India and the UK.

	Aspect
	Similarities
	Differences

	Market Entry
	- Unilever utilizes various methods (FDI, joint ventures)
- Joint ventures used for brand positioning in both markets
	- Different strategies employed in the UK and India

	Promotion
	- Utilizes promotion tactics in both India and the UK
	- Supports specific campaigns like Shakti and Project Prabhat in India

	People
	- Effective internal management in recruitment and hiring
	- Reduction in UK workforce due to Brexit cross-border restrictions

	Process
	- Cost-effective and systematic marketing techniques
	- Online portals for operational processes used in both markets

	Physical Evidence
	- Unique packaging with vibrant touch in both markets
	- Packaging adapted to trends and preferences of each market

	
	- Recognizable logo in both the UK and India


[bookmark: _heading=h.26in1rg]

[bookmark: _heading=h.lnxbz9]VII. Directional Development Strategies 
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Figure 19: Ansoff matrix
Source: Self-created

[bookmark: _heading=h.nmf14n]Directional development strategies with Ansoff matrix help organisations remain focused strategically while increasing their revenue and consumer products. The purpose of directional development strategies is to allow for diversified investments in multiple market segments so that maximum profitability and market share can be ensured, as well as to offset the negative effects of economic downturns. This is possible with the Ansoff matrix. The Unilever organisation, in this regard, has evaluated the business strategies developed by its competitors and devised counter strategies with product innovation to evolve the brand over the long run through expansion and product diversification. According to Jasper Jolly(2022), the Unilever brand has pledged to develop its hygiene, beauty, and health businesses further after the failed £50 bn approach with the consumer products arm of GlaxoSmithKline. The failure has shed light on the necessary marketing strategies which are required for Unilever in the slow-growing operations of the cosmetics and hygiene industry. On the other hand, the Economic Times (2023) report has shown that Unilever in India faces tough competition from Mukesh Ambani's Reliance Industries and Gautam Adani's Adani group, which are focused on gaining footholds in the fast-moving consumer goods industry of India. The consumer goods industry in India has attracted investments not only from domestic tycoons but also from foreign brands like Amazon Inc. and Apple. Therefore, the directional development strategy of Unilever in this competitive environment should be to devise inclusive growth with the creation of higher value for consumers from every purchasing power pocket. The inclusive growth model is ideal to combat inequality and improve the welfare of consumers and businesses in the commercial landscape. Therefore, the Unilever organisation is required to collaborate with domestic suppliers and cater to the interests of consumers cost-effectively to compete with other prospective consumer product brands.

[bookmark: _heading=h.35nkun2]VIII. Recommendations 

[image: ]
Figure 20: TOWS matrix
[bookmark: _heading=h.37m2jsg]Source: (Oxford College of Marketing, 2023)

The recommendations for improving and adjusting the marketing strategies of Unilever in both its UK and India operations are given as follows:
· Firstly, the high inflation and acute labour shortage in the UK owing to Brexit has caused production delays for Unilever, which can be overcome by taking advantage of automation technology. These are the threats of the TOWS matrix of Unilever. The use of automation can help consumer goods firms overcome worker shortages. On the other hand, Unilever should relocate its production facilities to India, which has cheaper labour and unexplored supply chain possibilities compared to the UK. The marketing methods of franchising and collaborating with domestic suppliers are ideal for overcoming the ill effects of the cost-of-living crisis.
· Next, Unilever should develop its health, hygiene, and aesthetics products further, as evidenced by the present report. The development of its Dove brand with affordable units is necessary in both the UK and India. Therefore, the Unilever organisation should disburse financial resources to innovate its health and hygiene products to achieve profitability in that sector.
· Moreover, Unilever has opportunities for greater integration with e-commerce and the provision of sustainable product lines in the UK in comparison to India. These are the opportunities aspect of the TOWS matrix of Unilever. Additionally, the Shakti Amma programme should be financed further by the Unilever organisation so that it can expand beyond urban townships and reach rural consumers in India in comparison to the UK.


[bookmark: _heading=h.1ksv4uv]IX. Conclusion 
The present report has discussed the situational analysis of Unilever from its operations in the UK and India. Varying consumer behaviour and geopolitical conditions have led to different requirements for Unilever's marketing strategies in both nations. The Brexit incident and the increased inflation from the cost-of-living crisis have adversely affected the business potential of Unilever in an already saturated consumer goods market of the UK. On the other hand, Univer's partnerships with Lakme and Tata oil mills have allowed the firm to penetrate cosmetics and food oil markets. Additionally, the weakening of the UK economy due to high inflation, labour shortage, and political turmoil has led to an output that is comparatively lower than in India, with increasing purchasing power, literacy, and a skilled workforce. Furthermore, Unilever has also made extensive use of the STP and 7P models to improve its perception among its customers, thereby raising market shares. The joint ventures and FDI methods are used as tools by Unilever to enter different consumer goods marketing segments in the UK and India. The directional development strategy of Unilever in both countries includes expansion into health, hygiene, and beauty-based products through improved product diversification. 
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