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[bookmark: _vzzbsta6qohx]Introduction 
Marketing is a crucial part of any business organisation. It is the process of promoting products and services to increase sales and awareness. It also enables organisations to identify target markets, enhance their brand image, and reach new customers. With marketing, businesses can communicate with the public and promote their products or services to increase sales and profits. However, it is important for organisations to be aware of how marketing strategies can be used to their advantage or disadvantage. Marketing strategies are a key part of any business organisation's success. They are what help a business grow and develop its brand. Without marketing strategies, a business organisation would not be able to reach its target market. In order to do this, businesses need to focus on how they present themselves to their customers. In this blog, the marketing strategy of Unilever is discussed in detail.
[bookmark: _vt3maace8i2g]STP Strategy of Unilever:
Segmentation strategy of Unilever
Unilever is a multinational company in the United Kingdom of consumer goods. It is ranked as the third-largest in the world a consumer goods company after Procter & Gamble and Nestle. The company is active in the fields of food, refreshment, cleaning agents, cosmetics, and pharmaceuticals (Unilever, 2023). Unilever also has research and development operations in the United States, China, and India. Unilever has a wide range of products as well as services. Unilever has over 400 brands in more than 190 countries (Unilever, 2023). This means that the company must have a segmentation strategy that fits all countries. The segmentation strategy for Unilever should include different strategies for different countries. For example, the strategy for Germany should be different from the strategy for Russia. The market capitalization of the company is $123.53 Billion worldwide and the generated revenue of the company is 52.44bn EUR (Statista, 2023). Unilever has been able to achieve this success by focusing on a segmentation strategy. The company uses segmentation as a means to identify, understand and serve its target customers. The process of segmentation in business organisations is a complicated and complex process. It is important to know what the segmentation process is and how it can benefit one's business (Christy et al., 2021). The process of segmentation has been used in many different industries, and it is not just limited to businesses. In order to understand how the process works, it is important to understand the three main types of segmentation: market segmentation, product-based segmentation, and customer-based segmentation. There are some disadvantages to segmenting a market. One is the difficulty in generating new ideas and the risk of the market segment being too small. The other disadvantage is that it may not be possible to generate enough sales within the market segment (Tien and Ngoc, 2019). There are also some advantages to segmenting a market. One is the ability to reach out to a specific group of customers with specific needs. It also allows for increased revenue through increased sales of products within each market segment.
Targeting strategy of Unilever
Targeting is a strategic process that is designed to identify, select, and persuade the most important customers or clients in an organisation. It requires careful planning and analysis of data. The process may include developing a target market, targeting a segment within the market, designing an advertising campaign, and implementing strategies to reach the target market. For the most part, Unilever is a multinational company with a wide range of products (Unilever, 2023). However, its key strength is in the personal care and home care sector. The company's targeted strategy is to produce products that are reliable, affordable, and easy to use. Unilever is a multinational company that manufactures and sells products in a variety of categories, including food, personal care, household products, and chemicals. Unilever has a reputation for being innovative, and creative, and for creating new opportunities for small businesses (Mihalache and Volberda, 2021). The company is also known for its ethical practices that respect human rights and the environment. Unilever. produces many different types of products. These products are targeted towards people in a variety of different age groups and genders. The company has a very clear strategy to reach the target audiences.
the process of Targeting.
Positioning strategy of Unilever 
Unilever has a unique positioning strategy based on its advertising and marketing. They want to make sure that their customers are receiving the best experience possible. To do this, they create and maintain a unique brand for each of their products which will make the customer feel special (Kotler, 2019). They use the Unilever brand to help their customers purchase the product they need. They have a positioning strategy in order to make their product stand out to the customer. They have a large variety of products, so they have to make sure that they are all easily identifiable (Wade and Shan, 2020). This strategy is also used by Unilever's competitors, so they have to make sure that their positioning strategy is effective as well.
Unilever is one of the world's leading brands and the company is always looking for new ways to engage its consumers. One way that Unilever engages its customers is through advertising and marketing. Through advertising, Unilever tries to convey a particular image or idea to its consumers. This is done through a variety of different methods including advertising on television, radio, print, online, and social media. Unilever also uses marketing to engage its consumers (Mañosca et al., 2022). Marketing includes everything from providing information about their products to giving discounts and coupons. They have a wide range of products from food to personal care and more. They are also a very well-known company for its advertisements and marketing campaigns. Unilever has created a variety of advertisements and marketing campaigns that have brought them an amazing amount of success. With the help of its advertisements and marketing campaigns, Unilever engages its customers with its products (BARRETT and KANORIA, 2022).
[bookmark: _3nbxrhv7646j]Current marketing mix strategies of Unilever:
4Ps of Marketing Mix 
The 4Ps of marketing mix help to identify the different aspects of a business to help it grow. This is very important in business organisations because if business organizations do not have these 4Ps, the business will not grow (Laskova, 2021). Products, places, prices, and promotions are the 4Ps of the marketing mix.
Price
Pricing strategy is an important part of the marketing mix. The pricing strategy has to be considered when a company is trying to determine how much profit it will make from the product. The company needs to decide if they want to sell its product at a low cost in order to gain more customers or if they want to charge a higher price for the same amount of customers. Unilever has a pricing strategy that is unique to the company. Unilever follows the low-cost, high-volume strategy (Alhosseiny, 2023). This means that they sell their products at low prices and in high quantities to maximize profits. This strategy has been effective for Unilever and they have experienced significant growth in the past few years. However, this strategy is also very risky and can lead to losses if there is a sudden change in demand for their products or if there is a decrease in the market demand for their product. Unilever uses pricing strategies to make its products affordable for the people who need them (Ramya Thiyagarajan et al., 2022). For example, they offer discounts on products to low-income families and they also provide coupons. Unilever also offers seasonal sales with discounts of up to 80% off.

Products
In a business organisation, product strategy is an important component of the marketing mix. It is the product that is offered to the market. The product strategy is in many ways connected with the marketing mix, but it is not the same as the marketing mix. The product strategy is a plan of action that has been made by the company in order to increase its sales and profits. Unilever has large. variety of brands, including Dove, Lipton, and Knorr (Narayanan and Das, 2022). This company has a wide range of products and services, including personal care, food, beverage, and home care. They have three different product lines, the "personal care" line includes the likes of Dove, Axe, and Lipton. The "food" line includes the likes of Lipton and Knorr, while the "beverage" line includes Pepsi and Gatorade. The product strategy includes marketing strategy and communication strategies. The product strategy also includes pricing strategies. Unilever has a long-term strategy for developing and selling products in each market (Lawrence et al., 2018). The company's products are targeted toward the needs of consumers living in different parts of the world. Unilever is also known for its aggressive marketing campaigns, which have been successful in reaching the target audience. The company's product strategy is to develop a range of products that address the needs of consumers in different markets (Kotler, 1989).

Place
Unilever is a company that produces a wide variety of products, from food and beverages to personal care products. However, the company has a particular focus on products marketed in Europe, North America, and Asia. Unilever is a global company that produces its products in over 190 countries. Unilever uses Retailers (primary), Kiosks, and Stores places for distributing its products (Inman and Nikolova, 2017). The company has two main distribution centers in the United States, one in Chicago and one in Los Angeles. The company distributes its products to the retailer through a network of distribution centers around the world. The products are then distributed to the kiosks and stores. The company also has a small number of products that are sold only at the company's own stores. 

Promotion
The promotion strategy of Unilever includes Advertising (primary), Public Relations, Sales Promotion, and Personal Selling. The company has a lot of different products, which makes it difficult to promote its products through advertising. Unilever uses advertising to promote its products in different ways such as through television commercials and print ads. Unilever also uses social media as a platform for its advertisements (Davids and Frenken, 2018). They have ads on their Facebook page that are targeted toward the brand's target audience. Unilever also uses digital marketing to promote its products through social media websites such as Twitter and Instagram. Unilever spends a lot of time and money on promoting its products through the use of Public Relations and Sales Promotion. Unilever uses both public relations and sales promotion to promote its products (Mañosca et al., 2022). Unilever has been using PR for decades to create awareness of its brands. They also use sales promotion to create awareness of their brands and create impulse purchases.
Unilever is a global company that produces and markets household and personal care products. Their products are sold through personal selling and through their company website. Unilever uses personal selling to increase sales of its products, which it achieves through the creation of a personal brand for each individual customer (Kotler et al., 2019). Unilever's personal selling approach is different from other companies because it doesn't use a single product to sell its products, but rather uses the individual's personality and needs.
[bookmark: _ocprl4mthpyg]Conclusion 
Unilever is a global company that has become a household name in the industry. The company has a segmentation strategy that is based on product type and the target market. Unilever is the brand that creates, distributes, markets, and sells a wide range of food, beverage, cleaning, personal care, and home care products. Unilever's marketing strategy is segmented, targeted, and positioned as the leading consumer goods company in the world. This strategy is mainly driven by Unilever's global brand promise which is to be a strong force for good. Unilever's marketing strategy is driven by positioning and targeting the right customers. They have successfully positioned themselves as a leader in their industry through a marketing strategy that is segmented, targeted, and positioned as the leading consumer goods company in the world. Unilever has one of the largest product portfolios in the world. It is one of the largest advertisers in the world. Unilever also makes a large percentage of its profits through selling to retailers and distributors, who in turn sell to consumers. Unilever has many different brands that they sell.
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