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 SECTION I. THE BUSINESS

Company Description
For the purposes of our discussion, we will discuss Unilever Group of Companies. It has Headquarters in Englewood Cliffs, New Jersey, United States of America. It is in a 24,000 ft2 space with modern offices and a 16,000ft2 700 campus cafeteria. This headquarter is specially designed large to allow business groups and employees come together to walk around freely and see marketing strategies and product innovations. Unilever has more than 1,000 brand names worldwide. About 2 billion people use them on any given day. Examples include; Simple, Dove, Axe etc.  (Unilever, 2014) 
Unilever Group of Companies is well known for an assortment of consumer products that are of quality and has value for money for quite a long time. This marketing plan is intended to introduce a new product in the market to fill the gap recognized by Unilever.  Brand name of this product is called Claire Whitening and Smoothening Antibacterial soap. It comes in three different sizes: small, medium and large. It is in three fragrance varieties lemon fresh, lavender and rose. Lemon fresh cream in color, lavender white while rose is pink in color.
Business Mission

According to Unilever website (www.unilever.com), the Mission of the company is to have a successful, growing, sustainable business.  It works to make a better future every day. It helps people look good, feel great and get more out of life with brands and services that are good for them and for others. It inspires people to take small everyday actions that can add up to a big difference for the world. It develops new ways of doing business that will allow doubling the size of the company while reducing negative impact on environment.

Besides giving high returns to shareholders, stakeholders such as the employees, customers, community and the world at large are very crucial to Unilever’s priority of satisfaction. This is done through positive approach based on clear accountability.

Unilever is a successful, growing, sustainable business.  It works to make a better future every day. It helps people look good, feel great and get more out of life with brands and services that are good for them and for others. It inspires people to take small everyday actions that can add up to a big difference for the world. It develops new ways of doing business that will allow doubling the size of the company while reducing negative impact on environment.

Company Values

Trust is the core value at Unilever group of companies. The company has a set of codes, well written in the Code of Business Principles and adhered to when dealing with everyone involved: the suppliers, customers, community, the government and the world at large. It has well-articulated issues of employee and product safety. Chief legal Officer and regional presidents of the company are responsible for the continuous monitoring of the implementation. Unilever seeks to create mutual benefit with business partners and suppliers too

Unique Selling Proposition

Claire Whitening and Smoothening Natural Antibacterial soap is a new brand of soap the company is about to launch in its quench to double the company size and meet a need in the market. It is made from pure natural plant extracts and therefore has no side effects. Paper Mulberry root extract is a natural skin lightening agent derived from roots is a key ingredient in this soap, which is from a plant’s roots. It has no significant skin irritation. This is a good ingredient to look for in a skin lightening product, as it does best combined with other actives. The other ingredient is Aloe Vera gel. It soothes, heals, cleans and deodorizes. Avocado is another ingredient that has antioxidant agents, vitamins A and E, lecithin and natural oils. There are more natural ingredients that are included but for the sake of this plan, the few mentioned are enough. Any organic suppliers or natural food shops have enough of these products. Ordering is online and delivery is at the door step.

 
Most current whitening and smoothening soaps in the market have artificial ingredients making them harmful for human use. Its production cost is low making it sell at a very reasonable price. Because it is affordable most households will buy and soon customers will become loyal to the product increasing sales thereby the company making great profits. This will translate to shareholders happiness! 

“KapConsultants please you cannot let this new venture go to the drains”, the suppliers are more than willing to deliver products with these ingredients (we have worked out a signed contract the supply will be consistent for the next 25years). Their prices are very reasonable and they have given us a grace period of six months for us to start payment. People around the globe have become very sensitive about hazards of artificial consumables and are actually running away from them. Natural products are really selling nowadays. The world market is open for this product. 
Global Vision

Claire Smoothening and Whitening Natural Antibacterial Soap Global Vision

Claire Whitening and Smoothening Natural Antibacterial soap is a unique natural soap that has a bright future in all households. It smoothens and brightens your skin leaving it glowing, smooth and feeling fresh. Its antibacterial agents leave your skin protected all day long from harmful bacterial infection. It will be the talk of every household.
SECTION II. THE MARKETING ENVIRONMENT
Claire soap will be launched in America and Canada as a pilot project with plans of expanding to the whole world in the near future. Some of the external environmental factors that would affect this market include competition (this definitely affects profits). Johnson & Johnson, Reckitts, Proctor & Gamble are some of competitor companies’ of Unilever. It can also be from other natural brands or the usual artificial soaps that most people are used to. Many households have even become loyal to some brands and convincing them to change will call for intensive marketing strategy. To effectively compete in the market, Claire soap price is reasonably cheap and therefore affordable. This can be overcome by better price and yet not compromising quality of this soap.  Attractive packaging and great fragrance and colour are our other competitive edge. 

         Economic state of the country is another external factor that would affect the market. When the economy is good buying power of consumer is better and vice versa. Company economists are here to advise the best timing to launch this product in the market for better returns. Offering customers the potential to buy a great product at reasonable price during suppressed economic conditions shows consumers that Unilever cares. This approach will build strong relationships during difficult economic conditions (Lamb et al., 2011)   

       The social system too is another external factor that needs consideration. Growth of dual income families has resulted in increased buying power (Lamb, Hair and McDaniel 2011. Pg.41). because monthly shopping is done once and due to time constraints parents don’t have time to keep looking for other brands within the mall. This soap due to its quality and benefits has come to enhance lifestyle (Lamb et al., 2011). We therefore need to pass the right information to consumers for them to visualize the uniqueness of Claire Smoothening and Whitening Soap. Major selling points here are the natural ingredient used to prepare this soap and bacterial protection. Effective advertisement and sensitization is of great importance. Information given should be coherent and understandable.

           Another very crucial factor is fiscal responsibility. It involves financial institutions like banks, creditors, customers, debtors and suppliers. Unilever already has a great relationship with these institutions. This is clearly stipulated in the company’s clear direction vision Unilever is working with their suppliers, consumers and the retailers who sell their brands to improve their sustainability credentials too  (Unilever, 2014). 

        The political and legal systems too need consideration. Unilever has been in the market for long and has proved to be compliant to the rules and laws of the land. The company has a health and safety officer who ensures OSHA standards are adhered to. External auditors once in a while visit the company and at times without prior notice. All the visits made with or without the notice have proved Unilever very compliant. Thanks to the management.

            Environmentally Unilever takes a lead role in impacting less to the environment. In its priority vision principles we see plans like a better future for children, health, planet and farming. Many of the company’s brands contain ethically and sustainably sourced ingredients from agriculture and forestry. These are sourced from Africa and the rain forests. The company has a policy to make these plants 100% sustainable (Unilever, 2014). 

           Demographically Claire smoothening and whitening soap cuts across all ages, young or old, both genders male or female, high/low educated, medium and high earners. It therefore poses a very high chance of selling and picking up fast.

          Technologically Unilever has gone digital. One can shop online and use credit or debit cards to make payments. This makes the company’s services very efficient. Primary and applied researches will identify what customers exactly want and efforts concentrated to the findings to meet with these wants (Lamb et. 2011) 
SECTION III. THE CUSTOMER

Customers

Customers /consumers are the back bone of any firm (Lamb et al., 2012). Their satisfaction interprets the company’s success. They make decisions according to factors that influence their buying behaviour (pg.84). This marketing plan already identified in its research that there is need for a natural soap that will Smoothen, Whiten, leaving the skin glowing and looking young with germ killing actives. Claire Smoothening and Whitening Antibacterial Soap have come to meet this need in the market. Americans both gents and ladies have become very conscious of the way they look and effects of artificial ingredients e.g. mercury on their skin. They cause skin cancer, acne and other side effects. Any product that will guarantee mercury free ingredient will move like hot cake in the American market. Children too (but not toddlers of less than six months) are a suitable segment for Claire Soap because it is natural and for the whole body.  The organic lifestyle is slowly becoming part of the belief system of many Americans (Natural News, 2012). 


According to Lamb et al (2012) there are factors that influence consumer buying behaviour. They include individual, cultural, social, and psychological. Family is the most important social institution strongly influencing values, attitudes, self-concept and buying behaviour (Lamb, pg. 91). These influencers will definitely find Claire soap benefits and we will have a favour with family decision makers. Individual attitudes and perceptions too when it comes to psychological factors are left with no option but to buy the benefits of this soap. Culturally, middle and upper class customers who are conscious of their health will go for this soap.
Market Segmentation

Claire Smoothening and Whitening Antibacterial soap is suitable for the whole family apart from young toddlers of less than six months. The family is the most important social institution for consumers, strongly influencing values, attitudes, self-concept and buying behaviour (Lamb, 2011 pg. 91). Claire soap is a convenient product and therefore the major segment is the whole family. If a family is made up of parents, grannies, teenagers and young adults all can use this soap. I do not see reason why a family should have different brands of soaps in the house whereas this soap can be used by the whole family irrespective of age. Because of its uniqueness both the educated, less educated too are a major segment. Our target market or market profile is the whole household. Therefore the best strategy here is undifferentiated and multi-segmented because all age groups, gender, and classes of people will use this product. Because of its affordable price, it will cut across all social classes; the rich & the poor, high & low income earners and of course white or black.
Target Market

A target market is a set of consumers towards which an organization has decided to aim its marketing efforts. The nature of Claire soap suits the whole family and therefore the whole family and not only American but the whole world is our target. For this reason Undifferentiated Target strategy best suits our soap. The market for this soap is the whole family (one group with no individual segments). Concentrated Targeting that focuses on a particular group will not be appropriate. Multi-Segment Targeting can be used for the sake of the various variances but because of its high cost will not be used for our soap.
Positioning Strategy

Positioning refers to consumers’ perceptions of Claire Soap and the benefits it will offer in comparison with the competitors. Product differentiation refers to the product being sold and the features that differentiate it from competitors’ offerings (e.g., physical differences, services, marketing communications, etc.). In the first place Claire soap is quite affordable, will therefore be a household item in most families. The quality is not compromised either, like any of our Unilever products its quality is high. The soap being natural the consumer will definitely go for it because many have become conscious of health issues and beat the competition. We all want to have a smooth, healthy and good looking skin. With proper marketing this product will leave every mind wanting to give it a try and should it prove it is natural it will definitely sell. Customers can choose from the various fragrances and quantity that best suits them making the soap very pocket and user friendly. 
Product

Claire Smoothening and Whitening Antibacterial Soap is quite unique in that it has come to solve a problem not only in the American people but the world as a whole. So many people have become victims of skin cancer as a result of using soaps or creams with mercury ingredients. Others have developed acne, plus several skin diseases due to use of bad quality soaps or oils. Claire soap is made of pure natural and wholesome ingredients from plant extracts. Its major ingredients include Aloe Vera for soothing, healing and cleaning. Apricot for exfoliating, arrowroot helps moisture penetrate the skin while the avocado has vitamin E and A that nourishes aging and damaged skin. Honey is not left out in this mixture completing the natural nature of this wonderful product.     

       The brand name Claire smoothening and Whitening Antibacterial soap is carefully chosen for the sake of marketing. The name Claire by itself is very popular and easy to pronounce. It is associated with beauty too; we all love to be beautiful. Smoothening and Whitening explains the specific functions of the soap, while antibacterial tells you it will fight all skin bacteria for the whole day. 

         According to a teacher Jennifer Lombardo (Educational Portal, 2014) a product can be a business product or a consumer product. If the end user of the product is the consumer, then the product is a consumer product. So when it comes to classification, Claire soap is definitely a consumer product because it satisfies consumer’s wants and needs. It is specifically a convenience product and therefore needs to be available, accessible and affordable because it is routine, has a wide market target and does not require much consideration before purchasing it.

          This product has several benefits that include smoothening, whitening and glowing to the skin leaving it looking young and beautiful. The cleansing ingredients are effective in removing and exfoliating the dead skin. The antibacterial aspect keeps your whole body protected from harmful bacteria, germs and pathogens all day long.

         Packaging of this product comes in three sizes: 80g, 100g and 200g. It has three variance fragrances: lemon fresh that is in green with yellow flowers packaging, lavender in pink with red flower packaging and cinnamon that is in light purple and cream flowers packaging. As you see these packages are very attractive. People are naturally attracted to bright and flowered colours. 

            In the introductory phase, intensive promotion is necessary. We can start by giving out free massive media advertisements, followed by road shows that will also give free samples. This can then be followed by sales promotions whereby you buy one, get one free. Soonest it hits the market the price can slightly go up to cater for marketing costs.  In the growth stage, the product will have become popular. Advertising should continue for rapid growth, new markets should be targeted too.

         The soap being a convenient product is automatically under the implied warranty whereby consumer can claim warranty if they prove that this Claire soap did not meet their expectation. Most countries have this type of warranty. It is not written but it is very effective should there be any complain.
Place (distribution)

Marketing channels simply entails distributing the product from the manufacturer to the consumer. In this case from Unilever right to the end user. Several channels are applicable here. It starts at Unilever, to the wholesaler, then to retailer and finally to the consumer. Alternatively the wholesaler can be overlooked, and the soap leaves Unilever right to retailers in this case beauty shops, retailer outlets and supermarkets then to customers. The longer the chain the more expensive the cost of production will translate to a higher product cost. However the product going direct to retailers and supermarkets will require the company to hire merchandisers who will always ensure products are well displayed, clean and supply is enough. This too is an expensive exercise to the company but an important part of marketing. According to (Lamb pg. 208), managers must decide what role distribution will play in the overall marketing strategy and ensure that the strategy chosen is consistent with product, promotion and pricing.
Channel structure
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Distribution intensity: Intensive intensity distribution is the one that best suits Claire Natural Smoothening and Whitening Antibacterial soap. The goal is to make the soap available to every retailer for customers to buy (Lamb et al., 2012). There are three different intensity levels of distribution; intensive, selective and exclusive. Intensive level best suits soap distribution. The soap being a consumable item it is important for it to be at every possible outlet for consumer’s accessibility convenience. This soap is in high competition with other brands too; therefore it needs to be at every corner for it to be competitive. Selective level is for dealerships while exclusive are stored by very few or only one store.

Supply chain management, is the vigorous management of supply of product. Its main focus is to maximize customer value and at the same time achieving sustainable competitive advantage. It involves activities like sourcing of raw materials, product development, production, logistics, and the information systems to coordinate all these activities (Robert Handfield, 2012). Information flows allow all partners involved coordinate and ensure the soap is available always: the right quantities, sizes and variances. Any complain from customers too is effectively dealt with.   
Supply Chain Management (SCM) entails all the activities that ensure the right product getting into the consumer’s hands at the right time and in the right quantity – from raw materials extraction to consumer purchase. It focuses on planning & forecasting, buying, product manufacture and packaging, moving, storage, distribution, sales and customer service. Unilever chain supply officers will be involved in every aspect of the business process as they endeavour to achieve a sustainable competitive advantage by building and delivering Claire soap better, faster and cheaper. They will ensure that quantities are correct and packaging is attractive.
Companies that focus on supply chain management commonly report lower inventory, transportation, warehousing and packaging costs; greater supply chain flexibility; improved customer service and higher revenues. (Lamb, 2011, pg. 218).
Managing logistics: this is done right from sourcing of raw materials to availing the product to the consumer. It therefore entails dealing with suppliers, wholesalers and retailers. Natural raw materials are actually sourced from supplier’s websites making it very convenient and fast. Two major suppliers who offer top quality organic products at very reasonable prices are: MountainRoseHerbs.com and FromNatureWithLove.com. once raw materials are in the warehouse the production department takes over which after processing is done they handover the soap to inventory control officers who keeps record of how many pieces are required where, and when. They ensure stock is always available to ware houses. 
Promotion

          Promotion is communication by marketers that informs, persuades and reminds potential buyers of a product in order to influence an opinion or elicit a response. (Lamb et al., pg. 249)
Promotional Strategy is a plan for the optimal use of the elements of promotion: advertising, public relations, personal selling and sales promotion (Lamb et al., pg. 249)

Our target market is all households of the world. Reaching out to these households needs intensive mass media use, word of mouth, referrals, personal selling and public relations to maximally reach everyone. Media helps in advertising and is very effective for: Making brand familiar to the public, create goodwill and popularity and it will make customers knowledgeable about the soap. The web is also a very effective advertising tool; we will make proper use of it not leaving behind smart phones.  All this integrated will ensure every household knows the product and tries it. These will jumpstart sales.

Promotional goal should be to aim at the customer taking action either to try the new Claire soap or to restock. AIDA is an acronym handy tool for ensuring that advert grabs the attention of consumers. It stands for Attention, Interest, Desire and Action. All adverts should catch customer’s attention real good. Bill boards should be big enough, readable and attractive to ensure information gets into customers mind. If television adverts, it should be simple and clear for everyone to understand. This way interest will created and the consumer will have a desire to buy. 
Factors Affecting the Promotion Mix:  factors affecting promotion strategy for Claire Soap include the product life cycle, pull or push strategy and target market characteristics.
Product Lifecycle
During the introduction phase, marketing should be very intensive because this is when awareness is created. Sales volume will be low but increasing slowly. Competition too might be low because not many firms have realized a new product is in the market. This is the most expensive stage of marketing. Sales promotion is very important at this stage. Once awareness has been created the next stage is growth whereby sales volumes tremendously increase, profits are realised at this stage. Advertisement should be ongoing with emphasis of product benefits to create customer loyalty. Sales promotions can be reduced at this stage. The next stage is the maturity stage whereby customers are already loyal to the product. Emphasis should be to get customers away from any competitor; therefore sales promotion may be important. The company should take advantage of this, prices may slightly go up and advertisements slowly reduce. Production cost also goes down because volumes are manufactured. Finally comes the decline stage, this may be due to another new brand that has been introduced to the market, but by this time Unilever will have made good profits. The company needs to advertise to remain in the market though.

Target Market Characteristics. Target market for Claire smoothening and whitening soap is the whole household. This makes it quite easy to market this soap because the young, old, rich, poor, educated, uneducated all are major segments. Though pilot project is the US and Canada, plans are underway to broaden horizons and reach out to the whole world. Undifferentiated/mass marketing is the most ideal strategy because this cuts across all segments unlike differentiated whereby a particular group is targeted.
Push or Pull strategy. Push strategy is when the intermediaries are encouraged to increase sales. Intermediaries become the promoters of the soap, but when demand is from customers to intermediaries then to manufacturers, it becomes pull strategy. To reach the customer, pull type of communication will be used for Claire soap. This will later lead to customers pull the product when loyalty is created

Integrated Marketing Communications: 

Integrated marketing communication entails several marketing strategies incorporated together for the purposes of maximum response. They include personal selling, sales promotion, public relations and advertising. To promote Claire smoothening and whitening antibacterial soap all these strategies will be used for effective awareness. Effective advertising will include use of billboards, television, radio stations, newspapers, smart phones and the internet 

 
Advertising: is a one way mass communication about a product/service and is paid for. According to (Lamb pg. 266) it reinforces positive attitude towards a brand and can affect the way consumers rank a brand attribute. For our soap we will use product advertising unlike institutional advertising and go or pioneering advertising because we are launching Claire soap. Later competitive and comparable advertisings can be used. Mass media is the most effective means to reach consumers.
Public Relations: According to Ray Simon both marketing and public relations share a common ground when it comes to consumer and product publicity. Public relations will want to portray the good picture of   Unilever thereby promoting Claire soap. When visitors come to any organization the first place they land to is public relations office. This office therefore can use the opportunity to introduce the new brand to the visitors thereby creating awareness.

            Besides the initial free samples given, another effective sales promotion is buy one, get of a smaller quantity free. Brand ambassadors should be used to sensitize shoppers about this promotion.
Personal selling is effective too because the seller comes face to face with the customer. Product knowledge is passed to the customer one on one. This can be done during road shows, door to door or even in shopping malls. Though an expensive exercise, great customer attention is achieved.
Sales Promotion: This involves adding an incentive to the product to encourage consumers or distributors to buy the product. It is cheaper and easier to measure than advertising (Lamb pg. 283). For our soap we go for attaching a smaller quantity of soap of a different variance so that buyers can have a feel of the other variety. For example for 100g of rose Claire soap we attach a 80g of lemon fresh soap and so forth.

Personal Selling: Involves a seller face to face luring the buyer to buy. This can be effective for our soap because it is new in the market. The soaps benefits will be narrated to the buyer influencing them to buy. This can be done inside malls by brand ambassadors or merchandisers. It will be very effective if it goes hand in hand with promotion, whereby the ambassador tells the buyer “you buy this and get this free at the price of the first one” no one would hesitate such an offer besides the benefits!
PRICING
I. Pricing refers to the procedure of setting a price for a product/ service. Developing an effective pricing strategy is critical because it is the one that creates the company’s revenue. Other elements of the mix create costs and sales. An effective pricing strategy will meet company’s profits margin, retain/increase market share, match market demand offer, and beat competitors price.

Pricing Objectives

Companies need pricing objective that are specific, attainable and measurable (Lamb el at., pg. 302). Profit oriented objective aims at maximizing profits. For our soap we will go for this objective in the initial stages before we embark on target on return investment objective. This will compensate for the initial advertising costs. Literally, customers pay for the true value of the product. Setting the price should therefore go hand in hand with the true value of the soap. The company is here to make profits altogether, therefore Profit Oriented objective is ideal when deciding price for this soap. This price should be reasonable enough to attract sales too, Sales Oriented objective will seek to produce more quantities, sell more. This reduces cost of production and profits are realized in the long run. Status quo objective is when the company avoids price wars with competitors and at the same time considering good returns. The company can generally have high prices with the intention of making the customer think that products from a certain company are generally of good quality.

Determinants of Pricing: Product life cycle and competition are the major determinants of price. At introduction stage price of this soap will be slightly high to cater for promotion and advertising costs but will stabilize at growth stage. Both maturity and decline stages will experience slight drops in price but by now good profit margins will be realised. When loyalty is created, demand will definitely go up; the company can then take advantage of this by making more sales. Promotion is quite important for increased sales. The effective it is the better the sales will be. Claire Natural Smoothening and Whitening Antibacterial soap being natural with germ killing power is definitely a quality product. Unilever is also known for high quality products. With this perception, the soap will sell at a better price. The internet has tremendously made business easy and convenient because of real time and fast orders. Customers and suppliers use the net making business faster.  
Base Price:  is the general price at which the company expects to sell the product/service (Lamb, pg.325). It should correlate with pricing policy: above, at or below the market. Because we are launching this product the better option is to be above the market (price skimming) in order to cater for promotion expenses. The management should seek to reduce overheads as much as possible so that this soap’s base price is within the acceptable levels. Promotion and awareness creation are integral to capture market share and remain competitive. Soap quality too is very important
Ethical and legal considerations related to price:

Pricing decisions are subject to government regulations (Lamb, pg. 322). Selling below costs is illegal. 2% and 6% above costs are figures given for wholesalers and retailers respectively. These regulations protect small businesses against giant ones like Walmart that can operate on very small profit margins.  

Pricing Contingency Plan: This is plan B of a company to adjust to in case there are economic recessions. According to Paul Hunt and Greg Thomas pricing strategists, using pricing research to adjust prices during recession can result in a profit improvement of 20% or more (Lamb el at., 2012 pg. 334). For our soap renegotiating with suppliers for price cuts will be effective. Other cost reduction strategies can be employed too: personnel reduction, supplier reduction and boosting purchases from remaining ones so that they give us a big discount.  Cost escalator too can be implemented. This is a tactic in which the final selling price reflects costs increases incurred between when order is made and delivery made (Lamb et al,. 2012 pg. 333).
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