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[bookmark: _Toc91173600]Introduction
Building a positive customer experience is now one of the objectives of leading management in the new world of the high level of competition in every sector.  One major constituent of understanding and controlling customer experience is the capability to evaluate and keep an eye on consumers' responses to the offers of business, particularly attitudes of consumers and insight (Lemon and Verhoef, 2016). Giving customers positive experiences has been confirmed to be a long-term competitive advantage with an obvious monetary influence for companies (Halvorsrud, Kvale, and Følstad, 2016). It is important that effective and adequate strategies are made to raise awareness of the brand and promote their product utilizing different channels of communication to ensure that the needs and demands of the existing and future consumers and stakeholders are satisfied.  The report further discusses communications and the model of communication. Unilever Company has been studied to understand the concepts, definitions, and strategies related to communication and consumer experience and journey. 



[bookmark: _Toc91173601]Brief Background of the Company
Unilever, founded by Margarine Uni and Lever Brothers on 2nd September of the year1929, is an Anglo-Dutch consumer goods company operating in the global market with its headquarters in London, England, and Rotterdam, The Netherlands. It deals in a wide range of products, including groceries, beverages, cleaning instruments, beauty products, water, air purifiers, and personal care products (DIOGO REBELO VARATOJO, 2014). The company is the leading manufacturer of soap across the globe. Its products are accessible in more than about 190 countries in the world.
Unilever currently has the ownership of more than over 400 brands across the world, with an annual turnover of more than about 51 billion Euros, and a total of 13 brands which has a sale of more than over one billion Euros namely, Lipton, Axe, Lux, Knorr, Magnum, Sunsilk, Rexona, Dove, Wall’s Ice cream, Omo, Hellmann's, Lifebuoy, and Sunlight. The company is well organized into three major segments: Foods and Refreshments, Beauty & Personal Care, and Home Care. It has well-built research and development services in India, China, the United Kingdom, the United States, and the Netherlands. It is a public limited company employing more than about 1 55,000 people all over the world. 


[bookmark: _Toc91173602]Definition of Communication
Communication is something that living beings do, something that they create, and something that they make an effort on when they entertain it from others. Communication is not only about language, but also about speaking and listening; also not just about cinematography, but about taking photographs and seeing them. All the communication that we present or get passes through the five senses of human beings, in particular those of vision and hearing. Communication is what builds connections. What comes along with the connection are the ideas, viewpoints, attitudes, and pieces of data that are the matter and the substance of communication (Iordache, 2020). 
[bookmark: _Toc91173603]Lasswell’s Model of Communication
Lasswell's model of communication was found by Harold Lasswell, an American political scientist and communication theorist, in the year 1948 when he was a teacher at Yale Law School. The model describes a performance of communication by giving a definition to who said it, what was being said, in what kind of channel it was said, to the person whom it was said, and with what expectation of consequence it was said. It has been described by a lot of scholars related to communication and public relations as "one of the most primitive and most significant models of communication." The scientist himself, on a regular basis, describes the process of communication as a course and slips in most of the program and terminology based on the channel to his disagreement, including course, programming, decoding, recipient, basis, means of transport, secret language, and the actual message (S. SAPIENZA et al., 2016).
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FIGURE 1 a usual idea of Lasswell’s create as a graphic model of communication
(Source: Sapienza, Iyer, and Veenstra, 2015)
The objective behind this model of communication is to make sure that it wraps up the range of likely understanding of his creation of communication without giving anyone reference in particular. When the model of communication is bought into utilization in this way, it prevails over unease related to a particular demonstration such as ''model,'' ''modus operandi,'' or ''structure'' and helps out in making things easier and creating a lot of and varied versions of interpretation as possible from a merely hypothetical point of view. In fundamental nature, the term Lasswell’s build acts as a facilitator to take the step after that towards the ''abstraction ladder'' in order to move about a lot more without restraint between higher level and lower level concept on the basis of the demands of the hypothetical inquisition. Similar to that, the expressions Lasswell’s model and Lasswell’s graphic model are used in this for referring to the particular demonstration of the construct of Lasswell (Sapienza, Iyer, and Veenstra, 2015).
[bookmark: _Toc91173604]Definition of Integrated Marketing Communications
Integrated marketing communications (IMC) is a very commonly accepted form of communication as a stakeholder with many tactical business processes for brand communications (Ots and Nyilasy, 2015).  Integrated marketing communication (IMC) can be defined as the course of action used to bring together the elements of marketing communication. The five basic tools of communication of integrated marketing communications are social media, public relations, audience analytics, principles of business development, and advertising. These elements turn into a brand individuality that stays steady and reliable across all the different media channels. It is a method of communication used by many organizations for branding and coordinating their communications efforts. 
[bookmark: _Toc91173605]New Promotional Strategies of Unilever Company
Being one of the strongest and healthiest companies across the globe with a lot of brands successful in terms of revenue generation and brand name, Unilever came to realize that its product and service is used commonly by all the people in most of the countries of the world. The company is well held up by the potency of its eight global brands- Ponds, Rexona, Sun silk, Lux, Clear, Magnum, Vaseline, and Dove. In its initial stages, Unilever entered into the overseas market for competing for a global basis by entering just a small number of overseas markets. Once the company was successful in introducing its products and services in a number of markets, Unilever decided to expand its successful brand to a lot of other markets in different countries of the world and began to compete internationally (Hossain Reza, 2020).
In the process of entering and competing in the markets in different countries across the world, an international strategy used by Unilever is preferable to regional strategies because Unilever can unite its operations even more and pay attention to setting up a brand name and reputation that is standardized from country to country. Unilever has always been a company driven by purpose from its beginning, and its idea is easy and obvious to make sustainable existing conservative. Each day, billions of people use products of Unilever. The folks are now affected by any changes that bring new challenges for Unilever: erratic prices of the commodity, unbalanced markets, and a lack of sustainable raw materials. As a result, Unilever has come upon new strategies and goals that it aimed to reach by the year 2020:
 • Assisting millions of people in improving their health and well-being
 • divide in two the ecological influence of its products 
• Resource being entirely sustainable agricultural raw materials (Hossain Reza, 2020).
Unilever needs to promote its products, bearing in mind the high degree of competition in the worldwide consumer goods market. The approach and plans in the company’s strategies to support its products according to its importance are Advertising (primary), Sales Promotion, Public Relations, Personal Selling, and Direct Marketing.  Advertising is the most important way of promoting the products of Unilever. A lot of the brands of the company have advertisements on T.V. and social media. The company also sporadically uses sales promotion, such as discounts and product collections. Talking about public relations, the actions of the Unilever Foundation improve the brand image and brand potency. From time to time, the company uses personal selling in association with sellers to work the booth for definite events. Direct marketing involves interacting with the client directly to promote appropriate products. 
[bookmark: _Toc91173606]Branding and Brand Equity
Branding promotes the products and services and gives significant meaning to the organization by building various strategies and shaping the brand's value in consumers' minds in the competitive market. It is the process of giving importance to a particular business or company or products or services by building and influencing a brand in the minds of consumers. It is a plan created by the business to support people to recognize and understand their brand quickly and provide them a reason to choose their products over others by illuminating what this brand is and is not. The objective is to catch the attention of and keep loyal consumers and other stakeholders by giving a product that is associated with the brand promises. It is the significant role that businesses adopt in expanding their business and goals for gaining success in business (Marion, 2018). It allows the customers to make an effective decision in purchasing the product from various companies.
Brand equity is defined as the value that has been generated from the product developed by the organization based on the quality and price and its reputation in the market. Brand equity allows the organization to bring an improvement in sales and helps customers to purchase the product. It also allows the organization to compete with the competitors in the market, and it helps gain more profit in business. It directly impacts the sales and profits of the organization and is significantly based on the consumers' perspectives and its positive and negative effects.
[bookmark: _Toc91173607]Keller's Brand Equity Model
Keller's Brand Equity model is one of the significant strategic brand models that help organizations to bring improvement in their business and fulfill the Customer's demands and increase brand equity. The model also allows the organizations to know how they could bring improvement in their brand equity and bring in shape by using various strategies (Papirfly, 2019). To understand it better, the model is categorized into four steps such as
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Brand Identity: In this step, the model allows the organization to create awareness of their brand and improve their brand. To increase the brand identity, the organization has to bring an improvement in their product quality, and it is important for them to know their customers and their necessities and demands. It allows the organization to increase its brand identity. Unilever is known for providing quality products at an affordable price, and for brand identity in global business, the organization is intended to bring improvement in their product quality and price that attracts customers.
Brand Meaning: Organizations need to bring improvement in their brand and extract the meaning of their brand and their existence in the market. To improve brand meaning, the organizations need to improve their business performances and meet the customers' demands. As per the model, the performance includes five categories, i.e., primary features and characteristics, product durability and reliability, its effectiveness, design, style, and price. For performance improvement, the organizations need to bring development in these categories. The brand imagery is also the significant factor that allows businesses to meet the needs of the customers in their psychological and social levels (Papirfly, 2019). The Customer's experiences on using the product help in building the imagery of the organization. Unilever has to bring improvement in their business performance and has to maintain the price and product reliability so customers can have the best experience on using the product.
Brand Response: To increase brand response, it is significant to bring improvement in product quality. If the organizations do not develop a quality product, it will decrease the brand response, decreasing the brand value in the market. For credibility, organizations have to think from the Customer's perspective, and it involves product innovation, likability, and trustworthiness (Papirfly, 2019). Unilever is known for its quality product and pricing; therefore, they have to bring innovation in their existing product for more improvement and increase brand response.
 Brand Resonance: As per the model, it is one of the difficult and vital factors for the organization to reach this point. It involves behavior loyalty, attitudinal attachment, a sense of community, and active engagement. For the band resonance, the organizations have to build in the performance of the product and quality and services. Development or the improvement of the product quality and services helps get engaged with the customers, which also allows them to visit the place and buy the product relevant to them (Hershberger, 2020). Unilever has to bring overall improvement in their product quality and performance and bring innovation in their product so customers can buy more products at an affordable price.
[bookmark: _Toc91173608]Discussion of customer journey and customer touchpoints for Unilever
Unilever has always maintained its product quality for changing the lifestyle of the customers, and people with low income can also live a healthy life. The company tries to bring innovation in the quality of their products, so people with any financial background could purchase the quality-based product. Customer journey is defined as the complete experience of the Customer that has gathered in using the product and company. It allows the organization to track the experience of the customers and bring improvement in the product as per their needs and demands (Akass, 2019). In the U.S., Unilever, to increase their brand identity, used to send emails to the new customers and existing customers, and it was very hard for the customers that they were receiving emails from the company and they had a bad experience and perception on regards to the company. Therefore, for the Customer's best experience, the company develops new products so that they can buy the product at an affordable price (Adweek, 2021). The company has developed a strategic portfolio to grow in business and bring innovation in their product and attract customers from every corner, and is intended to grow in every health business. For customer journey, the company has developed a sustainable packaging material that is cost-effective and contains 15% fewer plastics. For the customer journey, Unilever has to bring improvement in their quality and in building a good and healthy relationship with them so they could feel comfortable in sharing their views and perspectives (Unilever, 2021b).
Customer touchpoints are defined as the availability of the company's services and products anytime, and customers can get in touch anytime or can purchase the product as well. For customer touchpoints, Unilever has developed online platforms where customers can easily see the latest products and their qualities and can buy the products at any time. It allows the company to know the requirements of the customers and can see the feedbacks of the customers and bring progress in their upcoming products. For more customer touchpoints, the company has to focus on developing their product based on the Customer's choice and bring innovation so customers can feel they are valued. Unilever has also worked in providing baby care products at an affordable price, and for more improvement, the company has to bring improvement in their home care and baby care products so customers may find it valuable and meaningful and this helps in building customer touchpoints in every aspect (Demellweek, 2021). Customers always look for the best in finding products and services at an affordable price and also love to purchase the product that makes them feel connected, and Unilever has to bring those strategies in their product for more progress.
[bookmark: _Toc91173609]Diagram and explanation of a customer journey map for Unilever
The organization needs to bring improvement in its product development to increase its brand value in the market. Unilever is a globally expanded organization and is known for developing quality-based products at a budget-friendly price. Due to improvement in digitization, it has made it easy for the organization to collect the reviews and experiences of the customers and bring development in their products based on the culture and majority of the feedbacks. After developing the product, it is very important to study the market to know the perspectives of the customers regarding the product as this gives an idea to bring improvement and innovation in their existing products. The customer review has the power to influence people and bring change and can strengthen the power of the company (Revain, 2018). It helps the organization to bring an improvement in the working processes and bring new strategies for more progress and strengthening the company. For example, in the U.S., Customer mostly gets engaged with the businesses for more improvement in business, and it has also been stated that most customers do not buy the product where there is no product review. The customer review has the power that it gives an idea to other customers to make an effective decision before buying the product online and offline (Statista Research Department, 2020). Unilever has to collect the customer reviews and feedbacks online and offline, so they could know the necessary things that they are missing in their products.
[bookmark: _Toc91173610]Total Engagement Model
The total Engagement model was developed by Christopher Roberts and is the aligning of the four elements of the rand advertising, customer value proposition, customer experience, and culture. It is significantly developed for the engagement of the customers and bringing improvement in business and customer engagement and building relationships. To bring improvement in customer engagement, an organization has to develop a value proposition based on the customer perception positioning of the competitor (Roberts, Alpert, and Roberts, 2016). The value proposition maintained by the organization has to get discussed with the customers regarding products in brand advertising so they could get attracted and know the value of the product. In brand advertising, the employee who gets engaged with the customers in the field works in fulfilling the strategy of the organization. It allows the organization to influence people and make them understand the quality of the products as per the Customer's necessities. To improve the value proposition in the market, the organization has to develop the product based on quality and has to impact the customers. For a better customer experience, the products and services provided by the organization have to get satisfied, and this allows the customers to have a good experience in using the company's products and services (Roberts, Alpert, and Roberts, 2016). For total engagement of the customers, the organization also has to develop the products based on the culture as in every nation there might be people living with different cultures. The product development based on the culture helps to get engaged with the customers as this gives a sense of emotional attachment, and this helps in increasing sales and demands.
The main value proposition of Unilever is to provide products and materials at an affordable price with maintaining high quality. The company has made a remarkable name globally for its quality product and its pricing strategy, and this also helped in increasing the revenue and sales. The main motive of the company is to provide products to the developing countries for more progress and maintain the lifestyle (Young, 2017). For customer engagement, the company also develops the products based on the culture and brings innovation in promoting their products. Unilever believes that culture-based product development can bring improvement in the organization and also helps in getting connected with the customers more closely, and this allows to know the necessities of the customers (Unilever, 2021).
[bookmark: _Toc91173611]Conclusion
Unilever is a big multinational company that works in developing consumer-based products and also operates its business globally. The organization has to develop communication in business as this allows to bring improvement in the product and in building a good customer relationship. It allows in knowing the choices of the customers and their preferences, and this gives an idea to the organization to bring improvement and innovation in the products. Integrated marketing communication in the organization is very significant as this helps to get engaged with customers both online and offline. It allows the organization to bring improvement in their communication strategy and develop a healthy relationship. For bringing improvement and increasing the consumer base, it is very important to promote the business and its brand. Advertising, sales and promotion, direct marketing, personal selling, and public relations are very significant for developing customer engagement and increasing sales and revenues. It allows the organization to develop a good and healthy relationship with potential customers. Branding and brand equity is also a significant factor that works to reach customers in every region and also help in improving sales and promotion. As per Keller's Brand Equity, it is significant for the organizations to create awareness and increase brand identity and improve product quality for gaining brand response from the customers. As per the total engagement model, the organization has to develop the value in the market for improving its product sales and revenues and is very important in business as this allows them to meet the goals and objectives.
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