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[bookmark: _Toc132895381]Introduction
[bookmark: _GoBack]The following report analysis helps to provide the best-case scenarios that would highlight the key understanding of the statement, ‘to maximize customer satisfaction, companies have long emphasized touchpoints. But doing so can divert attention from the more important issue: the customer’s end-to-end journey (Neher et al, March 2016). The initial discussion of this specific set of statement focuses on the ideal key findings that would allow a brand to match up to the requirements of the customers. In order to stage a perfect or rather a near to perfect marketing strategies to hold on to the current customers as well as to generate or attract more new potential customers as per Kurdi et al (2020).  It is not easy for any brand, be it an existing one or a new one to stay in the competition, as it is an uphill task for a brand like the selected one for this context, Unilever to perform enormous decision-making aspects (Dam and Dam, 2021). This is based on challenges like rise of digital dependency, reputation management by following ethical means and maintaining a standard by following constant changes of demands or requirements by the customers. Hence, with the application of few of the most strategic theoretical applications and models of marketing, a thorough analysis would enlighten the vital challenges and the steps to rectify those in the given report analysis. 
[bookmark: _Toc132895382]About Unilever
Unilever is a multinational British company featured with consumer goods having its headquarters at London. Founded in the late 19th century, Unilever has grown to become a global powerhouse with extensive products, portfolios, and services that cater to the needs of customers around the world as per Tien (2019). Owning outlets in more than 190 countries and 3.4 billion customers, Unilever runs a worldwide business and is considered one of oldest companies in Europe. In 2022, the level of turnover was so high with an amount of 60 billion euro with 59% emerging markets according to Iglesias et al (2023). The purpose shared by Unilever is ‘to make sustainable living commonplace’ which emphasizes on providing consumer goods on a sustainable basis. The approach of Unilever is food and a healthy way of life that includes food, condiments, ice cream, energy drinks, beauty products, and personal care as opined by Chandra and Jatmika (2022, March).
[bookmark: _Toc132895383]Business Strategy
Mission: The mission of Unilever is offering daily usable products to consumers with the purpose of making a quality life for the consumer thus enabling it to create a positive effect on quality of life. In this section, the cost limit and quality requirements depend on the specification of products as per Lieu et al (2021).
Vision: The vision statement of Unilever is leading business with a sustainable action that promotes growth of business and maintains superior business performance, for that reason generic strategy and intensive growth requirement is must as opined by Baragiola and Mauri (2022).
[image: The Opportunity Behind Unilever's Transformation (NYSE:UL) | Seeking Alpha]
Pie chart 1: Unilever service
(Source: Lieu et al 2021)
[bookmark: _Toc132895384]Critical analysis
[bookmark: _Toc132895385]Sustainable and Innovative manufacturing process
Unilever makes use of technology and digital transformation processes in its consumer goods. The inevitable process of digital transformation aids the rise of the digital economy. Digital transformation is a part of an innovative manufacturing where initially production was done by human power and now the process is upgraded as per Prado Perez (2020). This upgrade includes AI and IoT system application and this system enables synchronisation of all feedback and information for processing and analysing according to Prado Perez (2020). 
One part that is more important is manufacturing and distribution of consumer goods under environmental protection. It became a solution for carbon reduction by controlling carbon emission and saving additional waste of water or energy during the process of manufacturing. For instance, Unilever uses Robotics for packaging and transportation purposes according to Reza (2020).
[bookmark: _Toc132895386]Factors for exploring customer experience value identified by Unilever
· Overview customer journey by analysing the key determinants from the factors based on the perspective led by the customer themselves while purchasing the products as per Neher et al (March 2016)
· Monitoring the progress of the customer based on the key points under the given needs and requirements of the individual customer of Unilever
· Underlying the crc8ila pointers to overview the main points and to prioritise those by knowing what steps would work and what steps would not (Neher et al, March 2016)
· Crucial for the company to find out the root cause analysis of the issues based on the challenges faced in customer centric aspects 
[bookmark: _Toc132895387]Digital Marketing and Distribution Channel
Digital marketing plays an important role in operation. In its Data-driven marketing mission at Unilever uses digital technologies to take advantage of consumer trends. For example, Unilever uses PowerBI app, using this tool Unilever, employees are able to get access to any data according to their need. Unilever introduced a new marketing model, to be focused on targeting customers based on consumer data, which includes personalised messages, or by direct communication, surveys as per Jevtić and Milovanović (2023). 
For instance, Unilever Vietnam launched OrderUNow app to bring about 170000 retails and grocery stores into 1 place.  Unilever also follows this model UShop ecommerce system, in order to sell the Unilever products (Mañosca et al 2022). 
[bookmark: _Toc132895388]Personal Development
In its mission of Data-driven technology, Unilever pays careful attention to building data driven activities within its business by equipping workers having data management skills, which would be open to create an opportunity for 10000 people to prepare for making data-driven decisions (Mañosca et al 2022). Thus, the digitization process requires the business to invest in research and development with an aim of enhancing the standard of economy on a digital level. 
[bookmark: _Toc132895389]Goals of Unilever to explore brand touch points
A goal point is now essential for every branding business using various touchpoints, both physical and digital. Likewise, Unilever shares the three main touchpoints to focus on customer experience. 
· The primary objective of Unilever is to convey the brand narrative. Most important is the brand story to make a clear view of understanding of brand values, value proposition and positioning. Thus in turn, empowers and directs them in their collaborative efforts towards co-creation and co-branding. An active Customer involvement is key to hold this significant influence as opined by Amin (2022).
· Secondly, the responsible area is to make them understand the best provided offers based on customer needs. In terms of needs, the benefits of products are specifically linked with offers by making the products more sellable as per Amin (2022).
· Last, keeps maintaining transparency in terms of providing information regarding the brand that allows it to differentiate between competitor and Unilever.  
· For instance, Nestle, Pepsi-co are competitors of Unilever, but in the case of product quality Unilever comes on rank 1st. 

[bookmark: _Toc132895390]Challenges that requires troubleshoot with the touch points
The issue experienced by Unilever Company is distant more than any other set of companies with a similar approach as it concedes and is regularly troublesome to spot. It is more about-facing the issues that would ideally provide utmost benefit conveyance and the insular societies, behaviours, forms, and arrangements that thrive interior the utilitarian bunches that companies depend on to plan and convey their administrations in order to deal with the mentioned touchpoints as per Neher et al (March 2016). 
[bookmark: _Toc132895391]Impacts of adopting effective marketing strategies of Unilever
A brand takes years to establish but to preserve its image and raise its value over time, correct marketing methods must be used. Unilever is one of the world’s most recognizable brands and its success is due to largely effective marketing strategies as per Widyastuti et al (2019). Here it is being described how marketing strategies affected Unilever’s brand image over the years. 
Skilled employee’s engagement: The value of product, its guiding principles, and perception are the foundation of marketing strategy. For this reason, Unilever believed to employ qualified workers in order to sustain this because it is thought that motivated staff are more likely to stick with marketing strategies by giving higher performance and achieving higher revenues as opined by Widyastuti et al (2019).
Increased sales quality: The marketing strategy of Unilever is intended to effectively involve customers and establish a sense of loyalty. With effective campaigns and promotions, it is able to create a strong customer base that is loyal to the brand. This loyalty proves as an invaluable part as it ensures greater purchase of consumers over the unfamiliar one with increased sales quality and profitability as per Jose (2021).  
Increased CLV: CLV stands for ‘Customer Lifetime Value’, this concept refers to the total amount of revenue that a customer is expected to generate for a business over the course of their relationship. Effective marketing strategies help to increase the Customer lifetime value of Unilever’s products. Unilever has been able to gain more exposure for their products by implementing marketing tactics that create a stronger customer base by engaging with customers as opined by MagaganandNgugi (2021). This positive experience given by Unilever to its customers may increase the probability of customers purchasing different products within the same product line.
Advantages of Pricing: With so many consumer goods companies operating in the same place, Unilever’s effective marketing strategies helped to build a strong reputation in the marketplace. The strong reputation makes the ability to sell Unilever goods at a higher price point as it elicits a robust emotional bond with its consumers as opined by MagaganandNgugi (2021).
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Figure 1: Unilever sustainability channel aspect
(Source: Widyastuti et al 2019)
Less volatile market positioning: During economic downturn, despite the potential for reduced financial performance, companies like Unilever that prioritize effective brand value are more prepared to deal with challenges. This phenomenon is attributed with the fact that consumers may exhibit a strong customer loyalty towards products of Unilever that have established an ideal and solid connection, even in the unfavourable economic condition as opined by Asawawibul and Wanarat (2023).
[bookmark: _Toc132895392]Marketing Mix on Unilever
Products: Unilever products classified into three categories - Food and Refreshment, Personal care, and Home care. The company’s portfolio includes more than 400 products that serve the daily needs of customers across all three of those mentioned categories. In food categories, it includes Ice cream, Mayonnaise, peanut butter, sandwich spreads, in home care some of the products are comfort, surf, Wheel detergent, in the personal care section it has found Dove, Lakme, toothpaste, Tony and Guy shampoo, Body spray etc. as per Reza (2020). Companies frequently use utilization of these brands because it can provide immunity from the chain effect. Indeed, certain brands have gained such widespread popularity that a number of people are sometimes aware of using them, yet unaware of their connection with Unilever (Reza 2020). Some of the recognised names are Hellmann’s, Lynx, and Lipton, Magnum, Dove and more.
Pricing: The global market for fast moving consumer goods is featured by high levels of competition.  Hence, it is imperative for any brand operating in this industry to take into account the action of its rivals. It has been argued by many analysts Unilever set its pricing strategy that reflects the strategy of competitors. By following, this aids the organization in establishing pricing strategy of its merchandise according to its rivals according to Wichmann et al (2022).
Due to the diverse consumer segment, Unilever set its pricing strategy accordingly. Therefore, some of the products are maintained at high price due to their supreme quality and some of them at a lower rate. In this case, Unilever has implemented a strategic pricing approach below the market price in order to satisfy the lower income customer needs as opined by Wichmann et al (2022). Southeast Asia, Africa, Latin America is one of those countries that target lower income people.
Place: Unilever products gained at global reach, spreading across 190 countries. The distribution strategy of Unlived has observed and products distributed through hypermarkets, supermarkets, wholesale, e-commerce platforms, and others. Each of these places has the significance of delivering products to its consumers (Wichmann et al 2022). Unilever has found innovative in terms of its distribution. For instance, Unilever in India, Hindustan Unilever Limited introduced a programme where local rural women must train to sell Unilever products door to door. 
Promotion: Unilever utilizes a diverse range of promotional and advertising strategies. Based on Guttman's report (2020), Unilever’s expenditure on promotional activities is 7 billion Euros annually. For instance, Unilever spent 168 million US dollars on the advertisement of Dove alone (Mir-Bernal and Sadaba, 2022). This event proved Unilever’s advertising endeavours are extensive, though coupled with significant costs. In Social media like Facebook, Instagram the presence of Unilever products are massive. Nevertheless, the number of its followers on Instagram amounts to 107 thousands, a significantly lesser figure compared to that of Facebook as per Mir-Bernal and Sadaba (2022). 
[image: ]
Figure 2: 4P marketing mix
(Source: Mir-Bernal and Sadaba, 2022)
[bookmark: _Toc132895393]Impact of digitalization
Digitalisation helps a business like Unilever to grow to its full potential by helping the brand to identify the loopholes or goals that could only fulfilled with the help of digital access. This contributes to the improvement of the operation of Unilever as a whole by making it possible for the selected brand to play a crucial role in the market to address certain aspects by helping to decline the cost reduction aspect or any kind of errors made by human during the offline process as per Durand and Zijlstra (2020). Unilever applied digitalisation aspect in its business model to upscale its business and transfer it to a much more customer friendly framework by reconfiguring the business mode of landscape of the mentioned brand and transferring the analog form of the company to a digital one. Unilever with its online platform was able to utilise the advantages of cloud computing that enabled the company to access more storage capacity or inventories to carry forward with much more crucial set of information according to Durand and Zijlstra (2020). This provides a healthy as well as a strong competitive advantage in the current market scenario.   Cloud base database helped the company to gather and upscale the overall growth base performance, provide utmost insurance of data privacy and data mode of backups. 
[bookmark: _Toc132895394]Customer aspect and reaction
More than 77% of an increase displayed in the online growth while marketing or sleeting products in the Unilever section. The sudden outbreak of pandemic made this even more crucial for the customers to purchase, literally everything online and that developed enough advantage for the mentioned company to sustain even in this dire consequences as opined by Durand and Zijlstra (2020). The overall competition or comparison made by the customers in terms of accessing other products offline from that of online service made by Unilever, clearly indicated that the company was able to move through the challenges of adapting digitalization in its business model with flying colours as a great marketingstrategy. 

[bookmark: _Toc132895395]Theoretical approach to judge the potential to enable customer satisfaction by Unilever
· Dissonance theory: Unilever was successful in terms of managing this crucial stage to maintain the customer centric theory where a customer finds it difficult to manage or rather select from more than one product. As that individual falls in between the beliefs or values of one and receiving something just the opposite from his or her favourite brand as per Vaidis et al (2019). The promise made by any brand which is later on not fulfilled, creates a sublime formation of dishonesty that hampers the beliefs of the customers who fell for the misconducts or misleading terms and conditions led by the brand. Unilever maintains utmost transparency with its marketing strategies and hence, no such incidence that could potentially point towards any of the products categorised in the offline or online segment of mentioned brand found as misleading as opined by Vaidis et al (2019). The after sell service or rather the customer service is the one of the most strongest points of the mentioned brand that helped to mitigate through this issue of cognitive dissonance. 
[image: 3 Tips To Apply The Cognitive Dissonance Theory In eLearning - eLearning  Industry]
Figure 3: Concept of dissonance theory
(Source: Vaidis et al 2019)
· Contrast theory: This particular theory focuses on the negative aspects a brand creates or develops in the mind of a customer with the low-grade quality of the products or services provided to the customers as per Lleras et al (2020). Unilever with their careful approach of eliminating any kind of mishaps within the supply chain management of the goods produced, staged Ai or Artificial Intelligence base program to check the overall progress of the warehouse systems and to get regular updates of the inventories (Lleras et al 2020). This helped the company to avoid any negative experience from the customer point of view based on this specific theory of managing employee satisfaction. 
· Value percept theory: This particular aspect deals with the ultimate set of proposition that helps to determine the ideal case scenarios of analysing the perception elements of a customer based on two specific set of factors, actual value with that of ideal value as opined by Asha et al (2023). Actual value is generally based on the concept of quality and the related performance that is directly perceived by the customer segments. Ideal value refers to that of the same scenario of quality and performance but perceived by the customer before buying the products or services. This often changes the perception towards a brand if the customer is not fully satisfied (Asha et al 2023). However, Unilever with its active performance in both the sector in terms of delivering actual value with that of ideal value, around 97% of the customers found utmost satisfaction in terms of trusting the products displayed by the mentioned brand according to Asha et al (2023). Customers do not want to change the brand they prefer to get products from mainly for the services offered by Unilever. 
[image: PPT - Job Satisfaction PowerPoint Presentation, free download - ID:5154919]
Figure 4: value percept theory
(Source: Asha et al 2023)

[bookmark: _Toc132895396]Application of value proposition model
The ideal target audience of such type of value proposition model to determine the customer oriented set of satisfaction are the end users. The ideal goal for any business model like Unilever to achieve success in the segments of the satisfying the customers to a deeper level, more than just from selling point of view. The main scenario of the mentioned company is to achieve success in the mind of the customers by generating superior value through delivering the best mode of service. 
Emotional benefits: Unilever products provide the best sort of benefits to its customers from the emotional point of view more than just selling the products to its customers. The utmost service of honesty followed by integrity duly followed by the mentioned brand as per Mohd Satar et al (2019). That gives enough transparency in the customer segmented to generate respect of the customer rights and developing a strong bond with the branding of Unilever. Unilever promotes utmost level of data secrecy of the user base data while managing the online business of the products of the customers.
Product features: The products displayed by the mentioned brand encourage superior value to the customer needs and are well within the safety level as well. The ideal value of the products sold by the mentioned brand followed with a true concept of making or rather following a sustainable growth in the life of public. This heavily reflects upon the products sold by the company as per Mohd Satar et al (2019).
Consumer insights: The mentioned company maintains utmost honesty while displaying the possible challenges. High-risk promoting can too bring tall rewards, not as it were in making an attention-grabbing duplicate, but moreover in boosting the foot line according to Mohd Satar et al (2019). Receiving a self-deprecating fashion too lets buyers known brands are tuning in to them, by applying the basic set of understanding and utilising the bits of knowledge. 
[image: Customer Value Proposition Triangle PowerPoint Template - PPT Slides]
Figure 5: Value proposition model
(Source: Mohd Satar et al 2019)

[bookmark: _Toc132895397]Conclusion
Based on the above set of consideration of the customer set of satisfaction, the mentioned brand followed rigorous attempts to maintain absolute transparency that helped the company to go through all the challenges to maintain the highest level of marketing aspect. The following certain aspects of theory and models in the marketing concepts highlighted the crucial changes in the business model by implementing and focusing on digital advances, by enabling the customer service development across various sectors and by improving transparency across all the level of products in terms of maintaining utmost sustainability. 

[bookmark: _Toc132895398]Recommendation
The first as well as the foremost thing, which the management of Unilever must try to stay, connected all the time with the customers by adopting the best marketing strategies. One of the most effective marketing strategies that the mentioned company must adopt over the ways is towards providing the necessary information for the customers where the people the customers of the company found fully aware by fostering the sales of the company indicating success for the business. Along with the same point of time, the mentioned in the report also explored the determined point of considerations with creating the best as well as the necessary consequences in order to accomplish the long-term set of goals for the goals for the company while creating the best marketing strategies. 
 It is essential for Unilever Company to upscale the business by implementing strategies based on digitalisation that would allow the company to have a headspace to work freely and to acquire more brand awareness among potential new customer base on a global scale. For this to happen, Unilever Company need to reinforce their Research and Development structure to identify the key strategic decision making requirements that would help to form the foundation towards digitalised company. Surviving with an orthodox mind set is difficult, that will act as barrier for the company, and hence, including AI and machine-learning aspect would guide the company to a better position. 
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Figure 1: Customer Experience Journey (Exhibit 1)
(Source: Neher et al, March 2016)
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Figure 2: Higher Satisfaction leads to revenue growth (Exhibit 2)
(Source: Neher et al, March 2016) 
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Figure 3: Journey strongly correlated with the overall outcomes as compared with touch points (Exhibit 3)
(Source: Source: Neher et al, March 2016) 
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