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[bookmark: _Toc58869316]Executive Summary
The report is all about customer experience in response to understanding and engaging with the support of applicable theories, model and concepts. A marketing department has some operational structures like advertising, research centre and social media. A marketing department defines brand markets of any product. The fluctuating patterns of demand, which speckled by country, saw strong fluctuations in buying specific products and shifts of where shoppers were buying products. The key discussions of the topic include “Unilever” Business Strategy to Counter Covid-19 Pandemic Situation; systems are effective in meeting customer requirements, the systems that support “Unilever” quality processes etc. Moreover, the discussions also include the factors that influence “Unilever” quality systems and controls for customers and the key marketing theories to perfectly meet the requirements of this module (Chaffey et al, 2013).     
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[bookmark: _Toc58869317]Introduction
The “Covid-19 Pandemic” situation has been tough on every business enterprise. Many businesses are still trying to recover the loss they incurred during the global lockdown due to covid-19. Renowned global and multinational companies are no exception to that. “Unilever” is one of those multinational companies. I am writing this report for “Unilever” by analysing the activities of the company according to marketing theories. This paper will cover a brief discussion on “Unilever” and their business. How the marketing and promotion department can be more effective and what the activities are done will be shown. This report will be a brief analysis that can be useful to make the company’s business more successful. Marketing theories are a good practice that must be utilized by any organization (Donthu, et al, 2020).



[bookmark: _Toc58869318]a) An overview of “Unilever”
“Unilever” is an Anglo-Dutch multinational consumer goods company established by “Lever Brothers” and Margarine Unie in 1929 which is currently headquartered in London and Rotterdam. Their total worth is €64.806 billion (2019). They gave birth to 400 brands and that includes some of the famous brands such as Lux, Axe, Sunsilk, Hellmann's and Best Foods, Knorr, Magnum, Rexona and many more. Their products are sold worldwide and they operate in numerous countries across the globe. “Unilever” is a multinational company that was established in England in 1929. It is based in the consumer goods industry and it’s headquarter is situated in London. Today near about one lakh fifty thousand employees are working with this company worldwide both indoor and outdoor (Unilever, 2020).
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         Figure 1: Unilever (Mullin et al, 2014).      
Mission
Adding value to life by meeting day to day necessity for nourishment, regimen, personal and baby care with the help of brands concerned with making people look decent, feel moral and get something extra from life 
Vision
“Unilever” has the vision to make maintainable living ordinary, to lessen work for women, to foment health and commit to personal allure to make the life of the customers who uses the products more delightful and satisfactory 


“Unilever” is a British Public Limited multinational company which was established in 1929 in London, the UK. The company has headquarters in London. It is one of the most popular and oldest companies among countries and it is the highest soap producer in the world as well. The company has covered 190 countries in the world and owns over 400 brands. The most popular of the brands are LUX, Vaseline, Lifebuoy, Clear, Pepsodent, etc. The company produces candy, soap, shampoo, food, beauty products, coffee, cleaning agents, ice-cream, pet food, bottled water, toothpaste, breakfast cereals, juice, personal care, etc. This popular company has 155,000 employees working (Chaffey et al, 2013).     
[image: C:\Users\FB PC\Desktop\Unilever-Multi-brand-Strategy.jpg]
Figure: House of Brands (Hill, 2008).       
In 2019, the operating income of the company was € 8.708 billion and their net income was €6.026 billion. In 2020, they have done many campaigns to prevent pandemic COVID-19. The campaigns include hand washing promotions so that people keep their hands clean and can be safe in the pandemic situation. They also have donated hand-wash, soaps, and sanitizers to the societies in different regions. In South Africa, “Unilever” has started a game for school children and their family which is named “Hygenia Castle”. This game introduces people to hygiene (Unilever, 2020).


[bookmark: _Toc58869319]b) The key marketing theory or theories that will underpin in this report
[bookmark: _Toc58869320]i) Understanding marketing concepts
Marketing is all about how to deliver the specific products to the target customer considering the preliminary market analysis, creating awareness, branding, promotion and finally the delivery even the after-sales services. To supply products in different countries political facts are important because sometimes the government of other countries or legislation give a barrier to purchase products (Mullin et al, 2014).     
Here, Due to pandemic situation the traditional supply chain fell short to fulfil the then market demand of the target consumers for “Unilever”. Environmental change is an important issue in marketing. The marketing activities depend much on the weather. Sometimes the weather becomes a great cause of not delivering products on time. “Unilever” also face this type of problem (Hill, 2008).       
The competitive environment is a great issue. Like any rival firm can be the cause of less success if their marketing process becomes the same. That’s why “Unilever” always keep concentration on their mission so that they can satisfy customers more than others (Lambin et al, 2013).    
[image: The Marketing Concept. The Marketing Concept is the philosophy… | by Anmol  Kohli | Medium]
Figure 2: Marketing concepts (Chaffey et al, 2013).     


[bookmark: _Toc58869321]ii) The key marketing theory or theories
The theories that are based on properly utilizing the tools of the marketing process are marketing theories. These theories can help to make any marketing decisions that are related to the core marketing objectives. These theories also help to build a strategic marketing plan for the marketing department of every organization like “Unilever” (Sharp, 2017). The key marketing theories that will underpin “Unilever” including the evolution of the marketing are below (Hill, 2008).       
[image: C:\Users\FB PC\Desktop\download.jpg]
Figure 2: Orientation Based Theories (Orientation, 2019)
Production Orientation: 
This theory concentrates on the production system and the reduction of cost in production for the customer needs. This theory predicts that the customers prefer those products more which are cheap and the company will prefer the available cheap resources to fulfil them. “Unilever” can use local raw materials to adjust cost management and customer affordability for regional productions. “Unilever” products are cheap and affordable to every level of customers (Chen, 2019).
Product Orientation: 
This theory concentrates on the product quality management system for customer needs. This theory believes that the customers in the market want more quality, features, and performance rather than the affordable cost of a product. According to this theory, “Unilever” has to make products more quality and feature-based adjusted with price and needs of customers. Products of the company are very good in quality and most preferred by customers (Schmidt, et al, 2019).

Sales Orientation: 
This theory approaches sales for more revenue and profit in the market rather than customer needs. This theory believes that customers prefer the products and brands that have a high number of sales. Companies will concentrate on advertising and improving the skills of production and sales according to this theory. “Unilever” has to ensure more sales and production to increase revenue and profit according to sales orientation. “Unilever” already has a huge product range and sales experience in the global market (Adusei, 2020).
Marketing Orientation: 
This theory strongly relies on customer satisfaction and needs. Products must be produced according to customer needs and affordability. This theory increases brand loyalty that makes the company more competitively advanced in a market. “Unilever” is such a company that heavily concentrates on customer demand and satisfaction (Momin, 2018). 
Societal Marketing: 
This concept gives great importance to customer relations and feedback. Customer relation and feedback are more important to increase revenue and brand value according to this theory The Company always evaluates customer experience and their feedback. For this reason, “Unilever” is one of the most popular brands in the global market (Bresciani, et al, 2016). 
The basic elements of system theory are inputs, process, output, and feedback. Inputs are that energy imports that sustain the system and processed for a productive outcome. Process refers to those activities done to produce a product from the input. After processing, inputs are returned in a different form that is called output. Feedback refers to the information about the recreation of a product. So, the prices of the product became a big headache for “Unilever”. The longer the lockdown extended the worse situation got and it became problematic for “Unilever” to maintain the regular prices (Hill, 2008).       
Induction process refers to the procedure of recruiting new employees in the company and the continuous development process of their skills and performance. In this induction process the employees if “Unilever” are gaining more knowledge about the company and their standards. Socialization process among the employees of the “Unilever” and the management affects the induction process to be more developed (Noe, et al, 2015). 

[bookmark: _Toc58869322]c) The factors that influence “Unilever” quality systems and controls for customers in times of crisis like COVID-19.
[bookmark: _Toc58869323]i. The key roles and responsibilities of the marketing function.
Marketing function key roles and responsibilities are price distribution, market research, product development, financing, product promotion, communication with customers and selling behaviour within “Unilever”. All these roles and responsibilities are necessary to run any business. The marketing function is related to all of these. From production, to selling to the customers all these key factors must be needed for “Unilever” (Mullin et al, 2014).     
[bookmark: _Toc54270443]Product development is necessary for “Unilever” that will help to choose an exact product for the business. Without product, development profit won’t be gained. Product promotion is essential. If customers don’t get any knowledge about products then they will be in dilemma that which product they need to buy. So product promotion is necessary (Chaffey et al, 2013).     
A marketing department has some operational structures like advertising, research centre and social media. A marketing department of “Unilever” defines brand markets of any product. This department arranges campaign for marketing advertisements for “Unilever”. Produce marketing essentials that are necessary for promotions (Hair et al, 2014).    
[image: C:\Users\FB PC\Desktop\Customer-Experience-Strategy.png]
Figure: Customer experiences strategies (Hill, 2008).       
Feedback is used as a basis for improvement. This theory tells managers about the importance of harmony among different parts of the organisation. This theory can change the functions of managers widely. Without knowing this theory or importance of interrelation managers would make separate strategies and set a separate goal which would lead the organisation to ruin. If managers know this theory, they will think of a joint endeavour to reach the organisational goal (Mullin et al, 2014).     
Situation analysis
Situation analysis can evaluate the SWOT analysis. Through SWOT analysis we can understand what is our strength, weaknesses, opportunities and threats. This will help “Unilever” to take decision based on our observation. Through this, “Unilever” know about the strengths and weaknesses of our company and this way we can avoid weaknesses and threats and make them into strengths and opportunities (Lambin et al, 2013).    
In the PESTLE environmental factor comes in the last of this analysis and different environmental factors like natural calamities, environment pollution by a transport system and the negligence of the tourist's influence. To find the suitability of these strategic choices of “Unilever”, the expectation suitability, capability suitability, environmental analyses are needed. PESTLE analysis is a model or framework that analyses the key external factors that influence a business organization from the outside of “Unilever”. The major issue of “Unilever” is that they are located on the east side of the loch. That means because of their too many visitors, often they need to block the road (Hair et al, 2014).    
Promotions
The promotion also includes employment law which is essential for encouraging employee at works. Promotion is the approach where an organisation provides according to the effective performance of “Unilever”. The social factor is an important factor of PESTLE analysis and it refers to the culture and nature of customers and other things that influence the business. For example, “Unilever” justify employee tasks and provide promotion or demotion based on their performance (Dickmann et al, 2008).
Logistics and inventory management: 
Logistic management strategies, implements, control the well-organized and effective onward and backward flow and storage of goods and services. It controls processes inside and outside of the company. Inventory management is about the quantity and settlements of the carried products (Waller, 2015).


[bookmark: _Toc58869324]ii) Customer needs, affordability, and product quality
As the theories are made to improve marketing strategies, they should be made based on the market and business themes. “Unilever” is such a company that creates a very good set of marketing theories based on their customer needs. As a multinational company, customer needs differ among society and regions. The company has to make sure that these different customer tastes and attitudes can be tackled with the right marketing methods. These marketing theories will help “Unilever” to manage the business even in a critical market condition as well as in the regular market (Chaffey et al, 2013).     
Customer needs, affordability, and product quality
Customer needs, affordability, and product quality are the most important things to observe in marketing. These theories are mainly based on these factors. All these factors must be observed when a theory of marketing is followed and their upcoming results also should be evaluated according to the existing market of “Unilever”. This brings a good marketing decision. A good marketing decision will make the company successful in the market. “Unilever” is one of those companies which observes customer needs and market situation and then develops a market strategy based on relatable marketing theories. “Unilever” also has a noticeable brand value and product line that keeps one step ahead of other competitors in the market (Ilyash, et al, 2017).
[image: ]
Figure: The 7Ps of marketing mix (Lambin et al, 2013).    


	The Comparison Chart

	Marketing Mix
	“Unilever” 
	“Procter & Gamble” 

	Product
	“Unilever” presents different kinds of products to the target customers such as fresh food, gift items, toys, home-ware etc. 
	The “Procter & Gamble” also presents similar kind of products to the customers to grab the marketplace. 

	Price
	The marketing department of the “Unilever” follows the value-based pricing strategy and cost-plus pricing strategy to set a good price for the product (Lambin et al, 2013).    
	The marketing department of “Procter & Gamble” follows the competitive pricing strategy to get an advantage in the market (Mullin et al, 2014).     

	People
	The engagement of people in the “Unilever” company is huge because the total number of stores and employees are huge here (Hair et al, 2014).    
	Compare to the “Unilever” company the “Procter & Gamble” engagement of people is low because of its low number of stores and employees.

	Process
	The marketing department of the “Unilever” applies pricing strategy, promoting strategy, developing a strategy to make its marketing process successful (Mullin et al, 2014).      
	To grab the market over the competitors the “Procter & Gamble” company make their marketing process based on the market position of the rivals. 

	Physical Evidence
	The customer’s engagement and the physical evidence of the “Unilever” company are very high because of the number of the service centre of the company. 
	The physical evidence of the “Procter & Gamble” company is also very good but “Unilever” has more between this two (Chaffey et al, 2013).     

	Place
	The “Unilever” company serves its products in different countries of the world and tries to increase its marketing area in other countries of the world (Lambin et al, 2013).    
	On the other hand, the service place of the “Procter & Gamble” company is limited in the UK and Ireland but this company also tries to expand its business. 

	Promotion
	In the age of modern business, the marketing department of the “Unilever” company applies the digital marketing and promotion system to reach the customer quickly 
	Like the “Unilever” company the marketing department of the “Procter & Gamble” also follows the present marketing strategy as well as the common advertising promotion method (Roslender et al, 2012).     



[bookmark: _Toc58869325]iii) The issues affecting the successful induction and socialization of employees in “Unilever” 
Evaluation of training 
Evaluation of training and development in the “Unilever” company can be assessed with certain questions for example if there is any occurrence of change after the training period if the change is because of the training. It also includes if the change is optimistic or pessimistic can the company can maintain the change in all the training session. A successful training program should analyse the followings (Hair et al, 2014).    
Reaction: 
In the reaction stage, the management should evaluate the reaction of the training period and observe if any changes are occurring after the training period. The reaction of the employees in the training period visualizes the evaluation of effective training for “Unilever” (Bratton, and Gold, 2017).
Learning: Another process of evaluating the effectiveness of the training period is to measure the scale of learning. Trainers can assess this by evaluating test marks performance etc. for “Unilever” (Brewster, et al, 2017).
Behaviour: Behaviour of the employees visualizes the effectiveness of training and development within “Unilever”. The well-trained employees will behave as per their learning from the training (Cascio, 2015).
Result: The result of the employees of “Unilever” from the training and development period shows the effectiveness of the training program which can be assessed through the test marks or group performance (Chelladurai, et al 2018). 

[bookmark: _Toc58869326]d) The systems that support “Unilever” quality processes and an understanding of those systems are effective in meeting customer requirements and maintaining good customer relationships in times of crisis like COVID-19.
[bookmark: _Toc58869327]i) The advantages and disadvantages of CRM systems 
Advantage of CRM system is helping a lot to a company by using it the management and some time can get their valuable information in one place because in this system we will get everything in one place and another advantage of CRM system is it can easily solve any problem of a company related to its customer. A user can easily access the information in this system because it uses digital technology and it also increases the conversation between the company and customers and for this reason the company can increase its customer engagement. The most important advantage of the CRM system is reducing the cost of the company (Naja et al, 2017).
[image: C:\Users\FB PC\Desktop\crm-software-solutions-500x500.jpg]
Figure: CRM systems (Mullin et al, 2014).     
A disadvantage of CRM system is that most of the time it eliminates the human element from the comparison of a company because the process of CRM system is automated ad another problem of CRM system is a security problem for using this system a company may lose its security. Another disadvantage of this system is it may need some time for the training of employees to use the system properly and it also has the risk of losing important data (Cairis et al, 2016).
Though it has some disadvantages “Unilever” follows the system effectively and maintains their relation with their customer and it always solves the problem whenever it faces any disadvantage by its skilled management system and because of all the things “Unilever” achieves the number 1 position in the sector of the consumer industry (Hair et al, 2014).    
The marketing mix is a process that has some tactics or formulas used for brand promotion or familiarity of products in markets. These elements are necessary to create market value, customer value and customer satisfaction. “Unilever” also uses these mix elements to make sustainable its market sectors. Review the application of customer service strategies of an appropriate consumer goods industry such as yours in creating the customer experience and make recommendations for Unilever (Chaffey et al, 2013).     
[image: C:\Users\FB PC\Desktop\cj.png]
Figure: Steps of customer experience (Kelain et al, 2019).


[bookmark: _Toc58869328]ii) The structures and operations of the marketing department in meeting customer requirements and maintaining good customer relationships
Nowadays this department is creating search engine optimization for the company’s web sites. It monitors social media and produces internal communication. Overall, it acts like media liaison. Every company has different marketing issues. There are some analyses of marketing issues. Like, there are four issues of every company to analyse. These are strengths, weaknesses, opportunities and threats. “Unilever” Company has also these issues (Mullin et al, 2014).     
[image: C:\Users\FB PC\Desktop\uli1.jpg]
Figure: Unilever organizational structure (Djurica, 2010).      
The key strength & Weakness of “Unilever”
The key strength & Weakness are a better understanding of customer buying behaviour, having the updated knowledge of the competitors, Good at lowest prices & better cost-cutting measures. In contrast, the weakness includes gain short range of profit, Long queues in the store and doesn’t have small supermarkets like “Unilever”. Besides, the opportunities include it can attract customers widely for its locality because of high range products, delivers at the lowest price. In contrast, the threats include so many competitors like “Unilever”, Recession will hamper customer buying behaviour and increased depreciation is harmful as well as unavailable for big boxes stores (Hair et al, 2014).    



People must be flexible for doing any business. From the manufacturer to deliver a person should be suitable for running “Unilever”. The physical evidence is much necessary to become trustworthy to customers. Like a well-decorated website or a business page is much useful for “Unilever”. Promotion is much helpful for earning customer value. A good promotional system can achieve a huge number of customers and can create market value for “Unilever” (Mullin et al, 2014).     
The price must be affordable to customers as well as it should be consistent with buying and selling price. Determination of price is half done of gaining profit for “Unilever”. The process of running any business follows different ways. So, the appropriate process must be executed. Like a shop of cloths must be conducted differently than a restaurant (Chaffey et al, 2013).     
The external & internal environment
In the external environment, the competitive environment must be under controlled. There will be many markets that are competitors with the same products or in the same location. So, a healthy marketing plan will handle it. Like “Unilever” also come up with other markets to achieve its success. Apart from these, there is also a political and technological environment that needs to be under controlled. To supply products in different countries political facts are important. Sometimes the government of other countries or legislation give a barrier to purchase products (Djurica, 2010).      
Technology is another important issue. Technological change sometimes becomes responsible for doing business smoothly. “Unilever” maintains all these to keep pace with the global markets. In the internal environment, employees are the most important part. Employees need to be motivated and loyal to their duties. Communication with customer and supplier is also necessary that will help to gather information about demands and supplies. “Unilever” maintain their employees in a good manner and they also keep a positive relationship with their customers to create value (Haydock, 2019).
[bookmark: _Toc58263716]


[bookmark: _Toc58869329]ii) “Unilever” Business Strategy to Counter Covid-19 Pandemic Situation
During the pandemic situation, “Unilever” focused on a new sustainable business strategy to counter the problems caused by global lockdown due to pandemic. The change due to corona pandemic required a new agile marketing strategy. So, to counter the pandemic, “Unilever” said that they had established a new work-stream to manage the organization so that they could sustain the damage caused by the global lockdown and afterwards. The five work streams that they built to tackle the pandemic are (Ogunmokun et al, 2012).
People: “Unilever” believes that their people more precisely their workforce is the main strength of their company. So, they are focusing on ensuring the safety and health necessities of their staff and protecting their incomes.
Supply: During the pandemic situation, “Unilever” tries to maintain an adequate supply of hygiene products and food products. A combination of in house cooking and household stocking helped revamp the sale of Knorr and Hellmann’s. So, it seems that lockdown did boost the growth of their home care and household products (Mullin et al, 2014).      
Demand: 
The fluctuating patterns of demand, which speckled by country, saw strong fluctuations in buying specific products and shifts of where shoppers were buying products. “Unilever” emphasized the ‘near cessation of out of home consumption’ to keep up the unstable shift of their product’s demand curve. For example, several suppliers, “Unilever” said that their savoury and dressings brands had seen a good response as shoppers preferred to prepare more meals at home (Roslender et al, 2012).     
Community: 
The necessity to continue to emphasize society and the company’s traditional belief in using its scale and brands as a force for good. “Unilever” strongly responds to their consumer community’s feedback so that they can make necessary corrections to their products (Chaffey et al, 2013).     




The strategy is taken by “Unilever” to tackle this pandemic
The first line of defence
“Unilever” is renowned in every corner of the world. There are many types of “Unilever” soup but the world's number one soap brand is lifebuoy. During this pandemic, we have to wash our hand simultaneously which add an extra value to the “Unilever” soap. There is no alternative to wash your hand more and more. So in this circumstance, “Unilever” has a thirty per cent increased to produce their soup to fulfil the global needs (Roslender et al, 2012).     
[image: ]
Figure 2: Lifebuoy (Djurica, 2010).      
Enhanced hotel hygiene
Hygiene education and products for hospitality workers are being provided by “Unilever”. They meet customer requirements in the hospitality industry during the Covid-19 pandemic. Sunlight and Cif brands of “Unilever” assure that they provide cleaner and more hygienic hand sanitizer to the hotel industry. We provide trusted and hygiene kits to the resident of the many hotels prudently (Roslender et al, 2012).     
[image: ]
Figure 3: Sunlight and Cif (Chaffey et al, 2013).     

Creating awareness
“Unilever” targets one billion people to wash their hands world-wide. This program is aimed at raising alertness and shifting behaviour, to make sure people are coating their hands with soap frequently and sanitizing inside and outside of their hands. As a result, they make sure their life to lead safely. Hygiene awareness will drive to help people from the dangerous effect of coronavirus (Jope, et al, 2020).
[image: ]
Figure 5: Washing hand (Ogunmokun et al, 2012).
“Uber’’ and “Unilever” partnership
A new “Uber and’’ “Unilever” partnership is helping people to drive carefully and move back to their homes safely. Alan Jope CEO of “Unilever” says that as some republics around the globe look to gradually ease out of lockdown, the safe conveyance will play a vital role as we move into a new normal. This partnership will also offer training to the drivers and couriers as well as educational materials. They are taking get back to work and start moving again safely (Roslender et al, 2012).     
[image: ]
Figure 6: “Uber’’ and “Unilever”’ partnership (Djurica, 2010).      
[bookmark: _Toc58869330]Conclusion
Thus, it can be concluded that Unilever is currently dealing with the global pandemic situation and that’s why they need to formulate the applicable strategies for being the top leading consumer industry. During this pandemic, we have to wash our hand simultaneously which add an extra value to the “Unilever” soap (Mullin et al, 2014). So, to counter the pandemic, “Unilever” said that they had established a new work-stream to manage the organization. All the things, Unilever need to consider the appropriate marketing mix strategies for the current pandemic situation as marketing mix are a process that has some tactics or formulas used for brand promotion or familiarity of products in markets. So, Unilever also need to consider the effective CSR and CRM approaches for meeting customer demands within specific customer touch-points and another advantage of CRM system is it can easily solve any problem of a company related to its customer Finally, a good marketing decision will make the company successful in the market where Feedback is used as a basis for improvement of Unilever effectively and efficiently (Chaffey et al, 2013).     
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LEVEL 5 ASSESSMENT SPECIFICATION

Programme: BA (Hons) Leadership and Management Skills for the Workplace

Module: Understanding and Engaging in the Customer Experience

. Contribution

Module code: BMSW5103 e

Assessment (%):

Module Md Kalam Internal Verifi Zee Zook

Coordinator:

Assignment Title: | Organisation’s quality Word count (or 4,500 +/-10%
systems and customer equivalent): words
relationship PLEASE NOTE: Due
management to the current

coronavirus (COVID-
19) pandemic, the
assessment brief for
Oct 2020 term has
been amended to
allow for the entirety
of the assessment to
take place online.

Submission Please refer to the Return date of

deadline: assessments schedule ' provisional marks

published on Students’ Hall | & written feedback:
in Moodle
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