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[bookmark: _Toc87577846]Introduction:

Through this series assignment there will be illustrated a series of blog regarding how a business proceed its overall activities through a marketing tool on the basis of Unilever context which is a renowned UK based multinational company in FMCG (Fast Moving Consumer Goods). This series of blog post will explain about the whole marketing mix of Unilever by using 5C’s marketing theory.


Main Body[bookmark: _Hlk87454642][image: Unilever - Wikipedia]  
Company: Unilever is a UK based multi-national company which established in 1929. Unilever expand its business over 190 countries from its establishment time. Head quarter of Unilever situated in London. Basically, Unilever works with consumer goods. There is huge product line of Unilever like ice-cream, coffee, pet foods, beauty product, Tooth pest etc. In different product and service sector Unilever own over 400 brands. Yearly turnover of Unilever was 51 billion euros in 2020.  Basically, there are three category of Unilever product segment which are Foods and Refreshments, Home Care, and Beauty & Personal Care. Now a days Unilever is market leader for consumer goods in all over the world. 



To become the market leader Unilever uses it strength properly with grabbing opportunity. To operate regular business, it also faces some kind of challenges. We can analysis these things by using swot of Unilever, 
Strengths: 
· As it carries its business in 190 countries so the name of Unilever brand always secured place in top of the customer mind.
· Unilever has very wide range of product so it can reach different classes of people in the society which increase the acceptancy of any new product unilever owned brand.
· Unilever has very strong and efficient Research and Development sector which helps Unilever to bring some new innovative ideas regarding product, product design etc. 





· Unilever follows flexible pricing strategy which give it competitive advantages over its competitors. 
· In its distribution channel Unilever recruits very efficient and expert people which helps unilever to achieve its target in terms of sales. 
Weaknesses: 
· As unilever aims is to operate its business in all over the world here unilever has to fight with others local and multinational company like Nestle, p & G which keeps management in so pressure and if Unilever can’t bring innovative and convenient offering then there is high possibility of losing market in FMCG sector.
· Another significant weakness of Unilever is the product that unilever offer maximum of it has substitute product in many Asian and south African country. And local consumer more often prefers their local product for traditional and pricing issues.
      Opportunities: 
· In this 21st century people have more access of information so it’s become huge opportunity for Unilever to get new group of customers by delivering its product insight among the people. 
· Unilever has good history in terms of securing social and environmental responsibility so it is huge opportunity to have the attraction of the people who likely to buy product from socially responsible company. 
· People now a days becoming more health conscious and pandemic stimulate this consciousness more and more which open the door of launching and selling health care product. And as already Unilever create positive image and has strong distribution channel so it’s huge opportunity to launch such kinds of items more and more. 
       Threats: 
· Ongoing covid crisis make severe economic crisis and reduce the buying power of the people which reduces the sales of Unilever like others company. 
· Emergence of local company has drastically increased who provide same kinds of product with comparatively low price in remote area which reduce the sale of unilever. 
· World now a days more conscious about securing social and environment elements and critics every company who are doing harm or doing nothing much great as per expectation of the people which directly impact on reducing face value of unilever in the market. 


[image: ]
Competitors:  
There is no confusion that field of FMCG (Fast moving consumer goods) is so competitive. Different types of local and international brand have been emerged to play in this field. Major global competitors of Unilever in this industry are Proctor & Gamble, Johnson & Johnson, Nestle, Colgate Palmolive, Mondelez International, L’OREAL, and Edge well Personal Care etc. Nestle is one biggest Swiss multinational company which significantly plays important role and achieve a greater proportion of market in FMCG industry. Proctor & Gamble, an American multi-national company is another big fish in this industry. Basically, these two big giants keep unilever in huge pressure and unilever always has to bring innovation in its offerings to compete with its competitors. And there are some other minor names like Tyson Foods, JBS, Danone, Kimberly Clark, Kellogg, in this industry but unilever also has to take them into their consideration. There are some local companies who really doing great in some specific area for example My/Mo and Salt & Straw did significantly well in Eu and USA which reduce the market of ice cream of Unilever in these regions. Sometime unilever make cooperation with other companies in specific project. For example, Hindustan Unilever (Unilever’s business in India) and Tata Global Beverages is the major players of Tea industry in India but Unilever do cooperate with them to develop this industry. 



Collaborators:
There are different types of stakeholders of Unilever which help Unilever to deliver their product to the customer called collaborators. 
[image: Unilever&#39;s Relationships - ppt video online download]
Among the collaborators suppliers is one of the major concerns. Unilever try to maintain good relation with suppliers. Unilever keeps multiple number of suppliers of a material in all over the world because if one supplier fails to deliver required number of products in expected price then Unilever may go to another supplier for bringing this product.  Unilever concerned about different government agency in order to identifying and providing required charges and taxes to the government. For delivering the products to the customer Unilever recruit number of agents or dealer in different district in a country and management always ensure that all the dealers get there required number of products with keeping good relations. Unilever provide them different kinds of incentives and gift hamper to keep good relation. Unilever also collaborate with different types of third party for generating and implementing new advertising or promotional project.  Unilever also worked with different group of activists to provide incentive for solving different social and environmental issues. By affiliating with different association unilever try to empowered rural women in the society. 




Customer: 
One of the vital elements of the whole marketing theory is customer. Unilever initiate different types of online and offline campaign to reach out to the people in order to convert them into customer by providing different types of products and brand insight. Before generating different marketing strategy Unilever try to read out customer what they want, also analysis their buying power, demographical area. 
[image: Innovation | All brands | Unilever global company website]
Unilever then formulate different online and offline marketing strategy. In online promotion Unilever produce different types of posters, documentary which pursue people to buy product. Beside this unilever also give away product to the customer and also sometimes provide gift hamper to the social media influencer to talk about the product of Unilever. Sometimes Unilever talks about different types of social problem in order to getting public concentration. Unilever also sponsor in different types of major sporting event and popular TV program which reach the brand name to the millions of people. Unilever sometimes provide its product to the people for free. Unilever also participate in different trade fair to show their products and services.





Climate:
Unilever also concern about to take care about environment. For this reason, unilever set some target. Like it wants to achieve emissions reduction by 2020 to 2030 not offsetting. It set its target to reduce its operational emission by 75% by 2025 which baseline was 2015 and within 2030 want to reduce its emission by 100%. And by 2039 it wants to make it by zero percent.
[image: ][image: Unilever&#39;s climate-proofing strategy - Technology and Operations Management]

Unilever already gained its 100% renewable greed electricity in its operational activities in 2020 now it is looking to move for renewable heat sources and increase energy efficiency. Reducing refrigerator emission is also another initiative taken by Unilever. Unilever also take initiative to reduce deforestation and plastic uses. To reduce plastic consumption unilever focuses on recycling plastic.







[bookmark: _Toc87467780][bookmark: _Toc87577848]Conclusion:
 Through this assignment we have portraited the whole activities of Unilever by following one of the significant marketing theories named 5C. By this theory we have discussed about Unilever as a whole. We also discussed how Unilever grab new customer. By collaborating with whom unilever conduct its day-to-day business activities. We also mentioned through this theory who is Unilever’s major competitors and how much pressure unilever feel for such competitors. What types of strategy Unilever have taken to reach out to million people also mentioned.
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