


UNIVERSITY OF  WALES
Trinity Saint David 
London
MODULE CODE/ COD Y MODIWL: LCBB4004
MARKETING FUNDAMENTALS
Module Lecturer: Rula Alousi
Blogging to communicate - Assessment 1
Student name: Neno Dinev
Student ID: 1917135
Project: Launching of rose-flavoured soap



A marketing project always follows the stages and processes of the marketing to achieve long term market sustainability in the market through achieving competitive advantage. This study is to communicate the project named launching of rose-flavored soap through blogging with the target market.
[bookmark: _GoBack]Post -1: Determination of the project stages and processes 
Unilever plan for a project to launch a new rose-flavored soap in the UK market. The marketing manager of Unilever suggests following the marketing stages and processes to achieve high performance in the market as well as achieving a competitive advantage over the competitors to sustain the brand in the long term (Kotler & Armstrong, 2015). For that reason, they will adopt the marketing stages and processes to launch the product in the market successfully.
[image: ]
Figure-1: Processes and stages of marketing         
Source: (Kotler & Armstrong, 2015)
 At first, they will conduct a market situational analysis to identify the accurate market segment as well as research the market background to check the sustainability. In second, they will make a strategic marketing plan for the brand to improve marketing operations excellence in the market. Thirdly, it will implement the appropriate marketing mix in the market to adapt to the market competition as well as increasing sales (Zia, 2016). Finally, it will try to implement the strategy of the project and control the market by achieving the largest market share through maintaining a profitable relationship with the customers of the rose flavored soap. This project determines the success in the market according to the customers’ interest in the products and its sales volume in the market.
Post-2: Identification of market opportunities and risks
Unilever asks its research and development departments to identify the target market benefits and risks through the different useful market situational analysis strategies that are reliable in the market (Bither, 2020). The research and development teams from the company directly collect primary data from the potential customers, competitors’ customers of the brand, and the existing distributors of the same industry products. They apply the SWOT analysis, 5C analysis, and PESTLE analysis strategy to analyze the market. 
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Figure-2: 5C analysis of a marketing project     
Source:  (Sanderson, 2016)
Through these situational analysis activities, they identify the opportunity against their market service capability in the soap and beauty care industry and consider themselves to enable the launch of the new brand as rose-flavored soap in the market. The market environment according to the economic, social, technological, legal, and political environment is favorable to the launch of the product in the market (Wiersema, 2013). Also, there have some limitations and weaknesses of Unilever to launch the product in the market to meet the customers' needs successfully and profitably. The most important benefit was the potential customers’ response to the product and the very big risks towards the project in the market is the cannibalization of the brands. For this reason, the marketing team will apply strategic management tools to reduce the risks in the market.
Post-3: Determination of the market STP
The market research and development team of Unilever finds out the potential customers in the UK market who choose the fragrant of rose to launch a new rose-flavored soap in the market through market situational analysis. A strategic step is taken to serve a new segment of customers who like the rose flavored soap (Bonoma, 2016). The market segmentation will be based on demographic, behavioral, and psychographic information. They will consider income and education, lifestyle, cultural awareness, health and beauty consciousness, and the purchase rate of beauty care products to segment the market. 
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Figure-3: Segmentation, targeting and positioning     
Source: (Dadvar, 2018)
At first, they will target the most populated cities in the UK to launch the soap. When it captures the market share competitive in the market, it will be launched in the whole market of the United Kingdom. Then it will communicate regularly to the target market customers by providing appropriate value in the market to achieve customer lifetime value as the positioning strategy of the brand (Wickremasinghe, 2017). Also, it will provide promotional activities for the regular customers in the market to attract the customers towards the brands that create brand loyalty for the product in the market and set the marketing positioning in the customers' mind.
Post-4: Product and price strategy of the project
Unilever will choose the accurate strategy for the production and marketing of the rose flavored soap according to the consideration of the target market and definite marketing strategy. It will follow McCarthy’s marketing mix strategy to implement the strategic plan in the market for higher performance (Dadvar, 2018). The production will have occurred in several of our factories in a different region. It will maintain high quality according to international standards. The packaging design of the product will be in purple and pink colour. Four types of colours will be available according to the project plan. Customers will get the opportunity to select the choose one for their beauty care. The price of the product will be set as the market penetration pricing in the market. Also, the pricing will be set according to the weight and size of the product. It will be high costs soap that will determine by the marketing team very carefully according to the demographic information and production costs of the product and the user of the soap will consider it as the premium product in the market (Warrink, 2018). Customers will get various opportunities to find out the best outcome through product purchasing.
 Post-5: Place and promotion of the project
The company will ensure the effective distribution of the product to ensure the reach of the product to the customers. The distribution of the product will be completed through the company’s existing recognized and trusted distributors (Eilert, 2018). The distributor will get the commission according to the selling volume of the product. The transportation of the product will be in the highway system and also the distributor will try to sell a lot of the product as a retail distributor in the online market 
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Figure-4: The 7P’s of the marketing mix 
Source:  (Kotler & Armstrong, 2015).
This is a big market in the UK and the company will consider everyone especially the female customers to reach. The promotion for this product will be mainly in social media and telecast with Television. The company will build a television commercial to promote the brand in the market. It will costs the brand a lot but also will be the most effective tool for the company to reach tot h customers. Also, there will be several campaigns and sponsored programs to reach target customers (Sanderson, 2016). Social media will play the most vital role to promote the brand. The official Facebook page and YouTube commercial will also be effective according to the project plan. Also, the company will select a brand ambassador in the UK among the popular female model to promote the brand.
Post-6: Extended P’s of service marketing for the additional advantage
The company will give importance to the extensions of 3P’s according to the service marketing mix in this project. Though it is a good based product project, the implementation of the extended 3P’s will achieve high performance in the market and ensure long term brand success (Piercy, 2019). This project will focus on the employees’ management to maintain the quality of the product and appropriate marketing operations because Unilever thinks that employees are the most valued asset for the company to achieve brand sustainability. Also, it will maintain the satisfied distributor for the successful distribution in the market. To ensure the trust according to the rose flavour, a report and documentation will be made by inviting the journalist inside the production factories. The company thinks that it will increase the trust of the customers in the market. The product itself proves the physical evidence in the market (Etzel, 2018). Customers will get the soap from the supermarket or nearby shops in the area. Unilever will ensure the distribution of the product in every city, town, and village area in the UK. Customers will find the tangibility spectrum and will motivate the brands' loyalty.
Posts-7: Efficient implementation of the project
Unilever completed the market situational analysis, set a strategic plan for the rose flavoured soap marketing, determine the marketing mixes according to the target market needs, and reach the market to implement the project finally (Kotler & Armstrong, 2015). The company selects the perfect and skilled employees for the production and marketing activities of this product through many recruitments and election campaigns.
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Figure-5: implementation and control of the      
source: (Piercy, 2019)
 It collects the financial resources from the bank loans and the company’s budget to meet brand diversification in the market. Also the resources and raw materials for the production collected by the production team of the brand. First, they start to produce the product and test it according to the set benchmark in the marketing mix and planning stages (Bither, 2020). If the quality of the product meets the benchmark quality, it will start to provide in the market to meet the market demands of the customers. Marketers will start to divide the roles in the market according to the higher management's decision to serve in the market.  
Post-8: Effective control of the project
The need of the customers in the market is dynamic and the marketing environment differs the solution of the companie’s offerings to meet the customers' demand from time to time. Unilever will monitor the market performance according to the sales volume perspectives and employee feedback (Sanderson, 2016). Also, it will collect the customers’ feedback regarding the rose flavoured soap quality and its usage. The necessary changes in the product quality and design will be made according to the customers’ feedback. It will use statistical tools and techniques to measure project performance in the market. The outcome of the project and the predetermined benchmark will be compared to identify the success of the project in the market (Zia, 2016). Besides these, the company will monitor the competitors’ actions towards the same brands in the market. Then it will take necessary actions to become the market leader within the same demanded market. 
The marketing project for launching a new product in the market successfully achieve its objectives by effective communications with the target market.  These series of blogging posts enable the project to communicate with the target market by the help of market campaign through the blog.
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