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                                Executive Summary
The report is all about understanding and engaging in the customer experiences considering Customer relation management. The marketing department of the “Unilever” Company applies the above marketing theories in its marketing system so that the company can orient its production and present its products to create positioning in the customer's mind. There are some mandatory components in CRM which is crucial for any organisations to follow and the components are lead management properly, sales force automation, customer services, business reporting, marketing and workflow automation. With these components, business organisations could easily reach to the consumers and achieve their loyalty. These are their main products and they have subcategories between them (Buzzell, 2016).
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[bookmark: _Toc56896423]a) An introduction to “Unilever”
“Unilever” is a multinational company that supplies various types of goods and commodities to its customers the company is situated in the United Kingdom. This company supplies products like food, energy drinks, ice cream, beauty products, healthcare products, personal care products to customers all over the world. In 1929 the company was founded by William Lever, James Darcy Lever, Samuel van den Bergh and George Schicht. The total number of employees of this company is 155,000 who serve different countries in the world (Buzzell, 2016)
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Figure: Logo of “Unilever” (Thomas et al, 2020)
Mission
To present the quality products to the customers by eliminating different problems
Vision
To expand a wide range of quality products to enhance the experience of the customers 


Historical Background of “Unilever”: 
“Unilever” is the largest multinational firm in the world. Their priority is to fulfil the demands of the customers with their innovative products. Their product s are so common in people’s everyday life that wherever people are people will reach for “Unilever” products. They have a great idea about people’s culture and history all around the world and they use this to achieve peoples trust and the product people need most (Buzzell, 2016)
They are offering more than 400 brands to people and it includes the products and commodities we use every day in our life. With these components, business organisations could easily reach to the consumers and achieve their loyalty. In some places, they serve most of the subsidiaries and control over the products. Great entrepreneur William Hesketh Lever founded this organisation and how this organisation is operating its business internationally (Thomas et al, 2020)
Organizational Structure of “Unilever”: As we know that the company is mainly product-focused and they try to divide their markets and services based on their products. They follow the product type divisional organizational structure as they are completely product based organisation. Their different types of products are consumed by different types of customers, if we see the maintaining product variants ion their company, they produced every kind of required and fulfils every demand of the people in any particular area or place (Martirano et al, 2017).
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Source: Organizational Structure of “Unilever” (Buzzell, 2016)
Product Type Divisional Organizational Structure: 
“Unilever” always searches for the new scope to introduce their products in the market as they’re completely product based organisation in the market and they fulfil the demand of people with different innovative products in the market. They follow the product type division features in the market and this helps them to bring the power to capture the markets easily and serve all kind of demands requirements to the customers (Martirano et al, 2017).
To match the market need organisations like “Unilever” has to follow the product type division as there are some common product type divisions in the market of “Unilever” they are Personal Care, Foods, Home Care, Refreshment, etc. In this COVID-19 situation, the business organisations face problems with handing their business directly with their consumers and then transferred direct transactions and converted this to online. This division helps the company to lead its way into the market and also understand the division of peoples demand too. As per the demand they try to fulfil customers need with their different innovative products. (Buzzell, 2016)
Unilever Report
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Figure: Unilever Report (Yahoo Finance, 2020).



[bookmark: _Toc56896424]b) Key marketing theories that I will apply in the “Unilever” Company for this report
 Different Marketing Theories: Business organizations apply different marketing theories in their marketing system so that the business can easily present their products to the target customers to increase sales and achieve their business objectives. The management team of the “Unilever” company applies different marketing strategies to in their marketing system to present its products to the customers (Thomas et al, 2020).
Moreover, it also includes to make their brand loyal, to increase selling, to positioning the product in the mind of the customers and maintain good relation with them and to face a different crisis like COVID-19. In this part of this report, I am going to introduce some marketing strategies that are applied by the marketing department of the “Unilever” company. The key theories that will be discussed in the report include Production orientation marketing theory, Sales Orientation theory, Societal marketing theory, Marketing orientation theory and relationship-based marketing theory (Martirano et al, 2016). 
[image: C:\Users\FB PC\Desktop\download.jpg]
Figure: Marketing theory (Guerola-Navarro et al, 2010).
The CRM system supports the business organization by retaining the customers and their loyalty. In this assignment, I am going to describe the marketing theories applied by the “Unilever” company and how the marketing department faces the COVID-19 pandemic. Also, the marketing orientation theory and relationship theory supports the company to face a different crisis (Andersen et al, 2016).

Stages in the Evolution of Marketing Theory: Marketing theories are driven by various factors and these factors could change the process of applying in the organisations. As we know that “Unilever” is a product-focused company and they had to select their customers based on their products. After the stages of marketing theory, there comes the marketing concept in the market. “Unilever” has to select their target marketing throughout the whole process of the marketing theory stages. These stages impact the organisations in many ways as they are directly applied in the organisation's strategy. (Grochla et al, 2018)
Production Orientation: Stages in the Evolution of Marketing Theory mainly starts with the production orientation stage. Peter (2010) stated that the production is the biggest factor which determines the efficiencies of the organisation and with proper production level organisations can easily get their perfect output from the strategies and fulfils the demand of the customers (Buzzell, 2016)
The production system has changed the whole organisations in a lot way as people earlier produced goods and materials from their bare hand and now the production system and technology have changed the way of it in the marketplace and the easier to produce in the marketplace its more easy for the organisations to earn with them in a short time and low cost. The new era of production has changed the organisational theories and customer demands. (Visser, 2016)
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Source: Production and marketing orientation. (Buzzell, 2016)
Product Orientation: 
This is the second stage of in the Evolution of Marketing Theory and this defines that organisations had to make their products as per the basic needs of the consumers and after fulfilling the basic needs they need to add extra features to gain new customers. In this COVID-19 situation, the business organisations face problems with handing their business directly with their consumers and then transferred direct transactions and converted this to online. “Unilever” apply this into their products and they first try to fulfil the basic needs of the consumers and they fulfil every demand of the consumers (Buzzell, 2016)
When the consumers are happy with the product and they know their demands have been fulfilled then they search for the new features in the products and if they find new products from another organisation providing new features into the product they would shift to that product immediately. As we know that “Unilever” is well known for the innovation in their products and with the innovative products they can easily achieve the consumer’s trusts with their products. (Grochla et al, 2018)
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Source: Product Orientation (Peter et al, 2010)


Sales Orientation: 
Sales orientation is the next stage of in the Evolution of Marketing Theory and this stage mainly defines the organisations manufacturing ability is better than the manufacturing. And the customers are needed to be persuaded by the company’s seller to sell the goods to them. There are some mandatory components in CRM which is crucial for any organisations to follow and the components are lead management properly, sales force automation, customer services, business reporting, marketing and workflow automation. In this case, the organisations target the consumers and try to convince about the products to them (Buzzell, 2016)
Without proper selling ability, the consumers are not interested to spend their money in that case. This is the assumption of the company. “Unilever” tries to make the sale orientations marketing strategy when they need to introduce a new product in the market. They put their sales employee with the target of selling the product and to fulfil the targets they had to persuade the consumers. These techniques are very popular in the marketplace as the new products have to reach the customers with the proper identity and their ability to satisfy the consumers. (Buzzell, 2016)
[image: C:\Users\FB PC\Desktop\Mv5M8O2MAzF9.XQWwo5C6g.jpg]
Source: Sales Orientation (Peter et al, 2010)



Marketing Orientation: 
This is the most common orientation nowadays. Most of the organisations follow the marketing orientations in their organisations as they need to apply and fulfil the customers need with their products and services. “Unilever” is a multinational company that supplies various types of goods and commodities to its customers the company is situated in the United Kingdom. Peter (2010) stated that this orientation is mainly customer’s need-driven in the organisation. Their main focus is to give the customers need the most priority than anything in the marketing factors. This orientation is the most applicable for the organisations (Buzzell, 2016)
“Unilever” is also following this orientation in their market strategy and trying to find out the best possible outcome from their products and services as this orientation are helping them in their marketing processes. They are using marketing opportunities and using them to grab opportunities for their organisations. They try to include the products and services into their marketing strategy as per the consumers wants and finally provide them to the consumers by fulfilling their desires and need from the products. (Grochla et al, 2018)
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Source: Marketing Orientation (Peter et al, 2010)


Societal Marketing Orientation: 
Visser (2016) stated that Thinking abbot society as a whole and completing the needs of the society and requirements with the products and services could help the organisations to survive in any market in the long run. This is the very last stage in the Evolution of Marketing Theory. To survive in the market for long run organisations has to fulfil the societal needs. This company supplies products like food, energy drinks, ice cream, beauty products, healthcare products, personal care products to customers all over the world. This orientation helps the organisations to build connections with society and understand the need of society (Thomas et al, 2020)
If the organisations could fulfil the need of society they earned the trust of people in society as well as the trust of people. In this COVID-19 situation, the business organisations face problems with handing their business directly with their consumers and then transferred direct transactions and converted this to online. With these components, business organisations could easily reach to the consumers and achieve their loyalty. This helped them to survive in that area or society for the long run. “Unilever” is grabbing this opportunity perfectly as they need to utilize their capability within the market and use their products and services to build up the chain connections with the people of society. (Buzzell, 2016)
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Source: Societal Marketing Orientation (Peter et al, 2010)

[bookmark: _Toc56896425]c) Applying Key Marketing Theories in the “Unilever” Company.
Marketing Management in “Unilever”: 
Marketing management is very critical to understand for a lot of organisation and in this case, “Unilever” has a big scope of marketing and to manage this marketing system is very critical and challenging for them. With some theories and analysis, they can easily identify their marketing scope in the markets and easily put their efforts in the market and turn them into their advantages. With proper theories applied in the organisations, they can easily achieve higher success in the marketplace. Nowadays marketing is so important for organisations. (Visser, 2016)
Marketing Strategy: 
Marketing strategy is the main game planning of the organisations to reach their consumers and satisfy them with their required products and services this is crucial for any organisations to understand the importance of applying this strategy into the organisations to get the maximum output from the organisations. Organisations must need to apply this strategy into the organisations to get the attention of the consumers and reach products with complete satisfaction. “Unilever” follows the main three pillars of the marketing strategy and applied them into their organisation's main plan. (Peter et al, 2010)
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Source: 3 key peelers of the marketing strategy of “Unilever”. (Peter et al, 2010)


“Unilever’s Marketing Mix (4Ps) Analysis: 
Product, Place, Promotion & Price are the main four factors in the marketing mix. “Unilever” has a lot of variants in their products and those works with a huge market worldwide. To define their marketing strategy with any single theory or analysis is hard. With this marketing mix, it’s easy to show the actual picture of their marketing mixes. “Unilever” supplies products like food, energy drinks, ice cream, beauty products, healthcare products, personal care products to customers all over the world. “Unilever” need to follow two or more theories in their organisations to get the maximum output from their organisations and perfectly utilize their products and services to their consumers. With four different factors, their strategy is described. (Grochla et al, 2018)
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Source: “Unilever’s Marketing Mix (4Ps) Analysis (Visser, 2016)


“Unilever” Products (Product Mix): 
They have a lot of varieties in their products as they have more than 400 brands of their own. With a lot of products, they are known as one of the largest organisations with a huge market of theirs. “Unilever” supplies products like food, energy drinks, ice cream, beauty products, healthcare products, personal care products to customers all over the world. “Unilever” has its main products categorized in Foods, Refreshment (beverages and ice cream), Home Care, and Personal Care. (Thomas et al, 2020)
During this COVID-19 situation, they are producing some of the health-related products to help people keep safe. Their services with their products to save people from this situation are marvellous. People are very eager to have this kind of products from very trusted organisations like them. They are very well known for their food products as they are very healthy and safe. They are well known for their home care and personal care products which they serve worldwide. (Grochla et al, 2018)
[image: ]
Source: “Unilever”’ Products (Visser, 2016)

Place/Distribution in “Unilever” Marketing Mix: 
This is the place where the organisations mainly conduct business operations with their consumers. This place is used to hand over the products or the services to the consumers and they’re used as the middle place for both of them to give the products and to take the products too. For “Unilever”, they used mainly three different sections to conduct their business. Retailers (primary), Kiosks and Stores are the main three places for them to conduct their business with the consumers of their business organisations (Thomas et al, 2020)
The main of them are retailers, as the retailers are the main source of their place. The retailers take the products from the “Unilever” and take them to the main consumers. In this COVID-19 situation, the business organisations face problems with handing their business directly with their consumers and then transferred direct transactions and converted this to online. (Al-Shammari et al, 2015)
[image: ]
Source: Distribution in “Unilever”’ Marketing Mix (Peter et al, 2010)
                           


“Unilever” Promotion (Promotional Mix): 
This is one of the most important among the other factors, though organisations need to focus on every factor and need to balance between them. Visser (2016) stated that in this competitive market promotion is the biggest weapon for the organisations to achieve customers and get to new customers. Organisations need to understand the need for promotion in the right way to achieve consumer’s trusts and values. This is very important for “Unilever”’ which conduct their business all over the world (Thomas et al, 2020)
People know their products very well and still, they have to promote their products to survive in the long run. Advertising is the main way of promotion for any organisations and also this is the most common and popular way too. After making the engagement with the customers if they are interested in the products or services it’s time to turn them into organisations customer. But this is important to if they are enough interested to make a purchase. Sales Promotion, Public Relations, Personal Selling, Direct Marketing are also used in these organisations. With the proper promotional mix, organisations can reach more consumers all over the world. (Grochla et al, 2018)
[image: ]
Source: Promotional tools used by “Unilever” (Visser, 2016)



Ansoff Matrix: 
 This matrix is also known as the Product/Market Expansion Grid which is used to understand and plan for their growth in the organisations. With the growth to the organisations there comes risks with it and this matrix helps the organisations to understand and calculate the risks and improve their business strategies with it. As the organisations want to introduce new products and services to the market to achieve their customer's satisfaction and be loyal they face risky decisions. With proper analysis, this risk could be decreased in any organisations. (Buzzell, 2016)
[image: ]
Source: Ansoff Matrix (Peter et al, 2010)
“Unilever” Ansoff Matrix: As “Unilever” introduce their products very continuously in their market and the fact is the new products comes with risks too. Organisations need to analyse their new market penetrations for their existing products and new products. To decrease the risk organisations need to develop their products and make different varieties in their products to decrease the risks for their products. Sometimes the development of the market is more important than the product development with various types of products in the market it’s possible to decrease the risks. (Grochla et al, 2018)


[bookmark: _Toc56896426]d) Identifying “Unilever” systems that support its quality process and provide a critical understanding of the systems in meeting customer requirements and maintaining good customer relationships.
CRM: 
This is the process of achieving customer’s loyalty through a complete process and reaching to new customers with maintaining good relationships with them. This is very crucial for organisations like “Unilever” as they are operating their business worldwide and they need to achieve the trusts of consumers through their valuable products and services. There are some mandatory components in CRM which is crucial for any organisations to follow and the components are lead management properly, sales force automation, customer services, business reporting, marketing and workflow automation. With these components, business organisations could easily reach to the consumers and achieve their loyalty (Al-Shammari et al, 2015)
[image: ]
Source: Lifecycle of customers. (Grochla et al, 2018)
The lifecycle of customers: 
From an ordinary person people became the loyal customers of the organisation and the process is mandatory to understand by the organisations. And to understand the CRM process in the organisations one must need to understand the lifecycle of the customers. With various types of stages, they slowly became loyal customers of the organisations. This is crucial for the organisations to reach the customer's satisfaction with their maximum efforts into them and only it’s possible if they try to achieve the customers need and satisfaction. They need to convert the customers’ needs to the level of satisfaction through their services. (Buzzell, 2016)
Marketing: 
In the marketing stage the customers need to know about the products and services organisations are providing to them and to understand the needs of their product organisations need to describe them with their marketing strategies and theories. This theories and strategies could help them to reach the satisfaction level of their customers in need. With proper marketing, “Unilever” could easily achieve their customers even in this COVID-19 situation. (Visser, 2016)
Sales: 
After reaching to the customers they need to convert the customers into their customers and if they succeed in this stage there is a good chance for them to earn the customer engagements into the organisations. The cycle is acquisition here as the consumers need to relate to the organisations directly by accusing products and services. This is the most crucial stage in the customer life cycle as they get the taste of new products and services which can convert them into the loyal consumer of “Unilever”. Even in this COVID-19 situation, they didn’t stop to acquire more customers as they provide various types of products and goods to the consumers. . (Al-Shammari et al, 2015)
Customer Services: 
The relationship between the organisations and the customers mainly builds with the services provided by the organisations. The more good services organisations provide to the customers the more they are satisfied with “Unilever” they will engage more with the organisations if they are satisfied with the services they get. It’s important to maintain good relationships with the consumers to make them loyal customers to “Unilever” and do business with them for a long time. “Unilever” made it mandatory for their employees to maintain the good behaviours with the customers and serve with the maximum potentiality. This is the final stage for the organisations to achieve customer’s loyalty. (Grochla et al, 2018)


CRM process: 
To drive the customers into the customer life cycle organisations follow some processes in different sections and the sections are called CRM process. “Unilever” maintain the relationship with customers through the sections of marketing, sales and customer services. At first, they had to engage with the customers with marketing and selling the products or services to them. And finally, the customer services could easily help the organisations to get the customers loyalty to the organisations. To meeting customer requirements and maintaining good customer relationships “Unilever” follows the CRM processes. . (Al-Shammari et al, 2015)
[image: ]
Source: CRM process (Visser, 2016)
Generate Brand Awareness:
Generating Brand Awareness in the local area and worldwide is the big challenge for any organisations and currently in this COVID-19 situation this is difficult. To introduce the products or services to the customers brand awareness is mandatory. And “Unilever” are now creating their brand awareness through online as people are engaging more in online in this pandemic situation. This is the marketing sections in the organisations. With the complete idea of the brand, customers trust the organisations and their products too. (Grochla et al, 2018)

Acquire Leads: 
This is the stage when organisations want to engage the customers more to the organisations and they need to understand the way how customers should learn their products and services more. Marketing and sales team is mainly responsible for this action in the marketplace of “Unilever”. In this pandemic situation, the marketing processes are converted into online and people are engaging in online to connect where organisations are using their medium of marketing. (Al-Shammari et al, 2015)
Convert Leads into Customers: After making the engagement with the customers if they are interested in the products or services it’s time to turn them into “Unilever” customer. But this is important to if they are enough interested to make a purchase. CRM is very effective in this process as the relationship management process helps the organisation to build a good relationship with the customers and make them interested in the organisation's activity. (Buzzell, 2016)
Provide Superior Customer Service: 
With the best services around all the other competitors could help the organisations to achieve the consumer’s trusts and loyalty. After purchasing the product or services the extra services they get from “Unilever” could maximize the satisfaction level of theirs and this could easily help them to build good relationships with the customers. (Peter et al, 2010)
Drive upsells: 
This stage makes sure that the customers returning to get the products or services from the organisations and this is the final process of achieving good relationships with customers. “Unilever” supplies products like food, energy drinks, ice cream, beauty products, healthcare products, personal care products to customers all over the world. With proper applying of the previous process, customers are satisfied and willing to buy more products from the same organisations. (Visser, 2016)



[bookmark: _Toc56896427]Conclusion
Maintaining customer relationship is very important for the “Unilever” Company because it supports the company to face different hard situations. The company applies different marketing theories so that the company can easily maintain a good relationship with the customers so that the company can operate their business activities without facing any problem because of the COVID-19 issue (Thomas et al, 2020).
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