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INTRODUCTION 

Marketing refer as the effective strategy which are being used by the organisation to advertise their product and services in the market, to create awareness among the customer. Marketing fundamental refer as the life spark for the organisation. Marketing strategy is the key asset for the businesses in order to maximise their revenues (Widhaningrat, 2020). Unilever a British multinational organisation, headquarter is present in London, England, UK. Company has diversification in their product which is being cherished by the large range of population. This report lays out the communication or sort of marketing activities which the organisation uses in order to attract the customer or to convert them into potential customer. It also involves the Segmentation, targeting and positioning process along with the marketing mix. Also illustrates the situation analysis for the organisational business as well as lays out the value proposition, CFS and social media marketing.

MAIN BODY

Overview of organisation


Unilever global company has a good range of reach across the world, they owns almost 400 brands which are able to drive good revenues for their business. Their products are mainly categorised which are food, personal care and home care. In this report the main focus is on company’s personal care and beauty item which is popular among the customer.

STP marketing tool

STP acronym for the segmentation, targeting and positioning three key step processes which allows the organisation to examine their goods and services also enable to communicate with their customer to provide them relevant information about the products. In which the company segment their market and target their potential customer by using the suitable marketing campaigns to position their services.
Segmentation:
Market segmentation refer as dividing the market in a different or smaller modules so that it will account the customer request and enable the company to design the product which meets the demands of the customer. Segmentation done on the basis of the interest of the people their lifestyle, buying behaviour etc. It further divides in demographic, behaviourism, geographical segmentation. As for the Unilever organisation  they have using all segment in order to fulfil their customer requirement. For an example their product which is personal care item that is Sunsilk shampoo, for which they have uses the both demographic and geographic segment. In demographic the main factors are age, gender, profession of the person, whereas Sunsilk shampoo mainly aims females of every age, company also uses the strategy to hire the famous celebrity to attract the customer towards the product (Romppanen,  2021). As for the geographic segment they have their sunsilk product is popular in urban class people and it is also leading brand in the other countries as well.
Targeting:

In target segment company’s main aim is to select the desire segment which is able to provide them better conversions with their customer. It can be done by analysing the factor which are to estimate the segment size as how it will grow in the future, also chosen of segment can be done by considering its profitability factor (Bishop, 2012). For the Unilever their personal care items are famous enough to enable them to accomplish their goals. For an example their product sunsilk they usually target the demographic area to attract the female customer towards product. They sends notification to the customer about their product and slowly creates customer persona.
Positioning:


Positioning is the last stage of the STP model in which the company set their product’s positioning apart from their market rivalries to catch their target customer’s attention over the product. Unilever uses the approach which makes them stand out from the competitive businesses. Company uses functional and symbolic positioning, as in functional they solve their consumer queries and give them a good benefit which is enough to retain them for longer or to make them potential customer (Naim, 2021). Whereas in symbolic positioning they encourage their customer’s self-esteem also provide them better services to improve their experiences.
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Marketing mix


Marketing mix define as the collection of the tools and tactics which the organisation implement in order to advertise their product and services. It mainly consists of the P's which are
Product: The item service that has been design in order the demands and requirement of the customer. For the organisation it is important to analyse all the factors as their product are able to beat the competition in the market (Kotler, Philip, Armstrong, Gary, Harris and Lloyd, 2020). For the Unilever they have been expanding their business, they have good range of product which is about 400 brands. Their marketing mix is highly diversified due to their product brands.
Price: Sale price is about what customer pays against the product. As marketing researcher of the company gives the analysis about the buying behaviour of the customer. Unilever uses the market oriented, premium and product bundle pricing tactics (Datta,  Ailawadi and Van Heerde,  2017). Company also analyse their competitor's pricing in order to provide the product to customer at affordable rates. Company often uses the bundle pricing to provide discounts on the product, so that it will enable the customer to invest in their products.
Place:Place refer as the geographical location through which the organisation sets their product position in front of the customer. For the Unilever they mainly distribute their product from the kiosks, stores or the other retailer stores. Company often use the kiosks method to directly introduce their products to the customer, company also collaborates with retailer to advertise their limited edition products. Therefore, place marketing mix is completely in support with the organization to deliver their product in the market (Nasirun and et.al 2019).
Promotion: It refers to the suitable advertising of the company's goods and services to catch the eye of consumer. For the Unilever company they are leading in their market so it is obvious that they have good competition. To promoting their items company uses the primary, sales promotion marketing, they also uses the digital marketing platform in order to reach out to the global people (Hanssens and et.al 2018). For an example for their products they also hire the famous face to promote their brand. 
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Situational Analysis

This refers to gathering the information in relation of firm's productivity. This involves the analysation of the business strengths, weaknesses, opportunities and threats. With the help of this, the audience or customer's get to know about the internal strength and weakness of the firm. The Unilever company is one of the leading firm in retail sector. The company has been proven effective enough in using their strength for creating the opportunities and facing the threat. Major aim of the firm is to change there weakness and threat into the strengths. In order to prove this point here is the SWOT analysation of the firm:
Unilever believes in changing the weaknesses into strengths

&

Using the threats into opportunities

Strengths- The company has the effective strategy of production process. As a result, The company is ensuring effective production of the personal care items. The another strength of the Unilever is that the company is using effective technology along with this, the company has the talented set of employees (GURL, 2017). Main strength of the firm that make the company superior from their competitors are that the organization has a strong belief in understanding the concept of consumer behaviour. The products of the Personal care items are produced after analysing the different aspects of the customers.
Weaknesses- The company believes in changing their weaknesses into strength and opportunities. The firm never fails to accept their weakness. Instead of this, the company believes in changing their weakness into the strength. The company is producing the personal care items products that includes over all consumer goods. The production process of the company leads to create the pollution in the environment. This is one of the weakness of the firm. But, the company has effectively adopted the concept of CSR. With the help of this, Unilever is performing their corporate social responsibilities towards the environment. The firm is ensuring the sustainable method of production. Thus, the company is effective enough in changing their weakness into strength.
Opportunities- As the company has the effective understanding of the consumer behaviour. The organization puts the full focus over the satisfaction and changing demand of the customers. And on the basis of that, The company produces the personal care items (Solangi and et.al 2019). This leads to creating the various opportunities for the firm in order to expand their business as there is high demand of the products after understanding the factors that affects the consumers. Thus, the strength of understanding the buyer behaviour opening up the opportunities of expansion.
Threats- The major threat to the company is the competitor firm. As there are retail firms such as, ASDA and TESCO are the rivalry firm for the company. But, the company is effectively facing this threat and changing it into strength and opportunities. The organization has added unique value in their products in order to make their products unique from the competitor's products. As a result, the threat of the firm is going towards creating the opportunities of business expansion.

Unique value proposition


This refers to adding the unique value in the products so, the products can become superior from the competitor's product. The Unilever company has the rivalry firms (Cooper, 2019). And they are performing their operations in order to show themselves superior from the Unilever. But, the company is facing this threat effectively and changing this into opportunity. The company has adopted the effective hygiene pattern in order to produce their personal care items. Along with this, the company has adopted the flexible pricing policy for those products and ensuring high quality to the customers. This shows that the organization consist their customer as their first priority. Here are the major element of USP that has been adopted by the company.
Element 1 of USP:

“HEALTH IS THE GREATEST WEALTH”
The Unilever is using the health supplements in producing the personal care products. The company has a strong belief over the understanding the personal aspects of the consumers. The customers are highly concerned about the health in the as health adds glory in the lifestyle. Therefore, the company is ensuring the health supplements in their personal products. This is making the organization superior from their competitors. Ensuring health with the quality is one of the biggest competitive advantage that has been assured by the Unilever for their customers.
Element 2 of USP:
“EXPERIENCE QUALITY IN AFFORDABLE PRICES”
The company has adopted the effective pricing policy. As the personal care items are those items that can be used on daily basis. It has been considered as the non-durable goods. Therefore, the company has set the low prices for the good (Zheng and et.al 2018). The company is providing the assurance of quality in the affordable prices to the customers. The customers can enjoy the benefit of paying low price and using quality products.
Element 3 of USP:
“AVAILABLE FOR CUSTOMERS”
The organization has the efficient delivery system. Personal care products of the company can be found in any part of those country where the company performing its operations. The consumer does not have to face struggle in terms of buying the personal care products of the company.

Customer feedback system

This refers to that system which enables to interact with the customers. This is a kind of software that is used by the Unilever. It enables the customers to ask questions in relation of the products and also the customers provides the feedback to the company in relation of the personal care products. This component of the company again proves that the company is highly concerned with their customers (Chang, Liu and Ke, 2018).  The customers can solve their doubt in relation of using the product just by sitting at home. They just have to enter into the website and their doubts has been solved by the operators of the CFS. The major components of the CFS used by the Unilever are
Element 1 of CFS:
“VOICE OF THE CUSTOMER”
The customer of the Unilever can ask their queries in CFS app. This act as the voice of the consumer for the company. The consumer has certain difficulty in using the personal care products. These difficulties have been solved by company by answering the question of the customers.
Element 2 of CFS:
“CONSIDERING FEEDBACK”

The customers provide their feedback in relation of the products and Unilever consider the feedback of the customers and takes their reviews in consideration. As a result, The demand of the customers are major priority for the company (Liu and Whitt, 2017). This system is just not limited to taking feedback along with this, the company is using the feedback of the customer in adding innovation in the health care products.


Digital marketing tools

This refers to using the marketing strategy over online platform for taking favour of the customers towards the organization. As a result, the customers gets the platform to make interaction with the organization. Here are the digital marketing tools that are used by the Unilever:
Social media- The customers are highly active over the social apps. Therefore, the company makes regular updates on the apps. The company introduces the personal care products on their official page and ask customers to rate the products after using it (Nikunen and et.al., 2017). As a result, the company gets the idea in relation of the liking and disliking of the customers.
YouTube Survey- The company provides add on YouTube before the starting of any video and ask customer to make recommendations over the personal healthcare products of the company. The recommendations of the consumer has been taken in account by giving them replies.
Influencing- This is one of the famous way that has been adopted by the Unilever. Under this, the company appointed the famous face that has been known as influencer (Marketline advantage, 2021). The customers highly follows these influencers. They advertise the personal health care products of the company and solves the doubts of the customers. The customer leaves their queries in the comment sections. 

CONCLUSION 


From the above report it has been concluded that for the business organization it is important to make effective interaction in order to make communication with the customers. The customers are the main element of the business. Therefore, the business must put focus over making interaction with the buyers. The report has shown the various ways through which the organization can provide the information in relation of their products to the customers. As a result, the customers gets the idea in relation of the company's productivity as well. The report has also describes the marketing strategies that has been used in order to take the attention of the customer towards the organizations. The situational analysis of the company provides the information to the consumer in relation of the company's strength and weaknesses. The CFS system of the company enables to know the personal demands of the consumer in relation of the single product. Apart from this, the report has highlighted the digital marketing tools that helps in making effective communication with the customers.
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