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[bookmark: _Toc101314724]Executive Summary
Customer relationship management (CRM) plays an important role in the company’s success and excellent customer experience. Unilever plc is a multinational consumer goods British company having headquarters in London, United Kingdom. The company is actually a merger of the Dutch margarine producer Margarine Unie and Lever Brothers (the British soapmaker) that appeared in the market on 2nd September 1929. The highly sustainable and strong business model of the company is one of the key strengths in the UK market. The internal factor which makes the company substitute for certain customers is the diverse but common product line. While there are many external factors that act as opportunities and threats for the company. PESTLE Analysis highlights the political, economic, social, technological, legal, and environmental factors influencing the company. The CRM Model selected for Unilever is analytical CRM by looking at the problems faced by the company. It comes with benefits and challenges that need to be focused on. 
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[bookmark: _Toc101314725]1.	Introduction 
Customer relationship management (CRM) plays an important role in the company’s success and excellent customer experience. According to Keiningham et al., (2020), companies must focus on the customer experience to have a competitive advantage and to give tough competition to the key market players. The aim to promote customer relationship management is to build customer loyalty and improve the relationships with customers. CRM effectiveness is measured by looking at the satisfaction level of customers. It is to be noted that CRM implementation involves considerable time and money but the benefits are enough to compensate for the loss. In the light of Juanamasta et al. (2019), one of the major benefits of CRM is better relations with the customers. Improved customer experience means more and more customers are now attracted to the services and products resulting in high sales. CRM also helps to identify which type of product and services are most beneficial for the company. In essence, the quality processes and CRM are beneficial to make a good image of the company and increased its profit. The aim of this report is to analyse the CRM process of Unilever along with the internal and external factors including COVID 19 affecting the operations of Unilever’s quality system.

[bookmark: _Toc101314726]2.	Company Overview and Factors Influencing the Quality System
Unilever plc is a multinational consumer goods British company having headquarters in London, United Kingdom (Goyal, 2020). The company is actually a merger of the Dutch margarine producer Margarine Unie and Lever Brothers (the British soapmaker) that appeared in the market on 2nd September 1929. The vast variety of products lits makes it popular among every age customers. It is selling condiments, food, wellbeing vitamins, ice cream, tea, coffee, minerals, supplements, cleaning agents, breakfast cereal, water and air purifiers, beauty products, pet food, personal care, and toothpaste. The products are now available in more than 190 countries. The company in the year 2020 experienced a 51 billion euros turnover owning more than 400 brands (Kpoku, 2021). Looking at the vast production the company is divided into three main divisions that are Home Care, Beauty and Personal Care, and Foods and Refreshments. The research and development facilities of Unilever are in the Netherlands, China, India, the United States, and the United Kingdom. 
During the 20th century, the company expanded its operations to other parts of the world. The company shifted in focus on health and beauty in the late 2010s under the leadership of Paul Polman (Kaur, 2020). The company at that time was away from the food brands thus the growth of the company slowed down to a considerable extent. The company has a primary listing on London Stock Exchange and in FTSE 100. Besides the constituent of the AEX  indexit, it has a secondary listing on Euronext Amsterdam. On 30 November 2020, the company announced the unification of UK arms and Unilever's Dutch as a sole London-based entity (Kaur, 2020). There are many internal and external factors including COVID 19 that are affecting the company operations and quality system. These are the factors affecting organisational requirements and customer requirements. All the factors are to be examined in this section by using SWOT analysis and PESTLE analysis tool. SWOT provides the internal environment of the company along with its position in the market. While PESTLE analysis is a way to identify the external political, economic, social, technological, legal, and environmental factors.

[bookmark: _Toc101314727]2.1	SWOT Analysis
Unilever's strengths, weaknesses, threats, and opportunities are described in the below headings:

[bookmark: _Toc101314728]2.1.1	Strengths
The highly sustainable and strong business model of the company is one of the key strengths in the UK market. Even during the pandemic situation, the business model has proved its resilience. This highly adaptive business model allows to maintain fewer operating costs as well as make the company prepared for an emergency like COVID 19. The company has retained the growth momentum and maintained its market leadership through this business model. Another strength of Unilever is its wide and diverse product portfolio. Unilever is currently selling approximately 400 household items in different parts of the globe (Kpoku, 2021). The brands included in the product line are popular worldwide and beneficial for health. The large distribution network and strong global presence help the company to get more benefits. The products are distributed in over 190 countries (Cheng, 2021). 
Unilever products are used by 2.5 billion people and more on daily basis (Alim, 2021). The management capabilities of the company are seen in the fact that 25 million retailers are now available to sell products in different parts of the world (Alim, 2021). Due to intense competition, the company has improved its marketing strategies and is becoming more popular around the world. It used both traditional channels and digital media to promote its products and services. In 2020, the company has spent € 7.1 billion on promotions and marketing (Kumar and Kumara, 2021). The internal factors that are focused on innovation and a sustainable operating model help the company to become more popular in the eyes of customers and other associated stakeholders. 

[bookmark: _Toc101314729]2.2.2	Weaknesses
The internal factor which makes the company substitute for certain customers is the diverse but common product line. It is to be noted that all the company products are easily available in the market from different suppliers, retailers, and manufacturers thus it is easy for the customers to switch from one to another brand. Besides this, the switching cost of the brand is too low which further makes it easy for the customers to switch to another brand. Unilever has employed 25 million retailers in order to increase sales and conquer the international consumer goods market (Lawrence, Rasche, and Kenny, 2019). However, the internal factor that serves as an obstacle is the lack of forward integration affecting the company requirements. Due to this scenario, the retailers now enjoy a  lot of control over the company sales. It is to be noted that various brands have established their private label brands and giving Unilever tough competition. Furthermore, lack of diversification in the product portfolio is another internal factor that emerges as a weakness. The company's product line consists of home care, foods and refreshment, beauty, and personal care but this lacks differentiation. The above analysis has shown that the company does not focus much on product diversification thus affecting customer requirements. 

[bookmark: _Toc101314730]2.2.3	Opportunities
There are many external factors that act as opportunities for the company. The emerging markets have a large base of middle-class consumers which opens up new opportunities for Unilever. There is a chance to work on both online and offline channels of distribution as the customers are attracted to both. This will help the company to enjoy huge sales in the near future. According to Sivarajah et al., (2020) advancements in technology like cloud technology, social media, and big data provides the opportunity to ensure higher growth for the business. It can be said that cloud technology brings much more advantages to the company to grow its competitive edge. Through research technologies, the company has the opportunity to improve its research into enzymes. Besides this, technology provides the opportunity for analysis and interpreting customer experience, managing marketing, and customer engagement. Furthermore, looking at the intense competition the company is required to make he products moe diverse to gain a competitive advantage. 

[bookmark: _Toc101314731]2.2.4	Threats
One of the major threats that the company is facing is intense market competition. There is a high pressure on the company to grow its network and avoid becoming a substitute in the consumer market. The recent COVID 19 pandemic is a  major threat to company operations. Changes in government policies like the ban on travel, social distancing, and closure of stores and companies hurdle the operations of Unilever (Pandey et al., 2021). There is a huge threat that in case of a potential critical virus situation the company again had to close its operations for a long time which will arm its profit profile. The increase in raw material price raises the operating cost of the company. The inflation has increased transportation and packaging costs affecting the company’s financial requirements. Looking at the scenario, the company increased its prices in countries like Argentina and Brazil but the prices needs to be increased as mentioned in the contract.

	Strengths
	Weakness

	· It has a strong Business Model.
· Huge Product Portfolio.
· Presence around the world and international distribution network.
· Strong marketing and promotions strategy.
· Focus on innovation.
· Sustainable operating model.
	· Wide range of products but too many substitutes.
· Less focus on forward integration.
· Missing diversificantion.

	Opportunities
	Threats




	· The emerging markets.
· Improvements in Digital technology, Cloud technology, and social media.
· Chances of diversification.
	· Heavy competition.
· COVID 19 pandemic.
· High operating cost.



[bookmark: _Toc101314732]2.2	PESTLE Analysis

[bookmark: _Toc101314733]2.2.1	Political Factors
The value of the political stability index in the UK was 0.54 in 2019 which becomes 0.47 in 2020 (The global economy, 2022). The value is still close to one which means that the region is free from unwanted political influence. The value shows that the likelihood of terrorism and violence is minimum in the region. Besides this, the government will not be destabilised by violent or unconstitutional means like politically-motivated terrorism and violence. 
[image: ]
Figure 1: UK's political stability index
Source: The global economy (2022)
[bookmark: _Toc101314734]2.2.2	Economic Factors
Figure (2) has shown that the economy of the UK has experienced a shrink in 2019 during the COVID 19 pandemic. This is because many of the citizens have lost their job and some companies have fired their employees as they are unable to pay their salaries. However, in 2021 the economy of the country has grown enough. According to statistics, the economy of the country will experience growth of 1.3% in the fourth quarter of 2021 as it has 0.9% in the third quarter of 2021 (Statista, 2022).
[image: ]
Figure 2: UK economy status
Source: Statista (2022)

[bookmark: _Toc101314735]2.2.3	Social Factors
Due to COVID 19 crisis, the customers are now focused on health-friendly and sustainable products affecting the customer requirement. It can be said that there is an opportunity to create more sustainable and healthy products during the pandemic (Galanakis, 2020). Due to the pandemic, the customers are now attracted more to the personal care products that are masks, hand sanitizers, and hand wash which open up an opportunity to enhance the product list further. 

[bookmark: _Toc101314736]2.2.4	Technological Factors
	The new technologies for selling and marketing the products provide the opportunity to increase sales and profits. New products launched by the company are promoted through online channels like social media and the website. The higher level of automation in the company allows it to supply the required products to store locations as quickly as possible (Caro and Sadr, 2019). This opens up an opportunity for positive cash flow, profit, and cash flow, as well as their reputation in the market. 

[bookmark: _Toc101314737]2.2.4	Legal Factors
As a global retailer, the company has experienced too many laws and legalities. Around 400 brands in health, food, and personal care along with several other industries (Kpoku, 2021). Each location and brand is subjected to multiple laws related to product safety, copyright, health and safety regulations for employees, and business tax. 

[bookmark: _Toc101314738]2.2.5	Environmental Factors
Unilever is one of the popular companies that promote sustainable and renewable and sustainable resources. The products designed by the company staff are safe to be transmitted all over the world. The materials used by the company in packaging and design are eco-friendly. The company has the opportunity to become more environmental friendly and contribute to the initiative for protecting the environment. There is an opportunity to move towards zero carbon emission operations to become more popular in the eyes of stakeholders. Taking part in environmental activities makes the business implement the CSR practices in their organisation which further improves brand equity (Zahari et al., 2020). 

[bookmark: _Toc101314739]3.	Models Review 
Operational CRM aims to reduce the time company spends on repetitive organisational tasks. The CRM introduces system automation through which the company can ensure timely delivery of tasks without any delay. It provides a way to ensure better care for your customers. With the help of this CRM model, the companies can maximise the market, sell, and retain their valuable and loyal customers. The model features three basic functions that are marketing automation, sales automation, and service automation. The model ensures that sales in the company do not include much administrative work and data entry and improve the customer relationship through auto-populate customer profiles, database integration from multiple applications., lead organisation, and automating the lead-nurturing workflow. The marketing automation can be improved by automated email campaigns, prospects-based specific triggers, and target customers through content appropriate for marketing (Hoang, 2021). This service automation means identifying customers encountering difficulties, sending helpful resources automatically to customers, transferring follow-up messages, and customer history records for quicker case resolution. However, this type of model is good only for businesses that are trying to manage customer interaction and support.
According to Gavval and Ravi (2020), analytical CRM resolves the problem of extracting data from a large amount of information flows. The CRM helps to identify various touchpoints to generate useful information on a business’s performance. One of the major areas that are improved by this CRM model is customer retention. A good customer relationship is maintained automatically by scheduling appointments, promoting deals and special promotions on certain dates, analysing extra useful information from third-party to better meet their needs. Furthermore, the CRM helps in customer acquisition by knowing the leads are better opportunities to go with. It provides information on customers who are more likely to purchase the product or who need it badly. Data management and report generation are other features that are included in this model. However, the model is only favourable for businesses that are looking to grow by leveraging customer data and have a huge history of customer data. 

The CRM value chain model helps in the effective development and correct implementation of a CRM strategy with the organisation. The model helps in customer intimacy, customer portfolio analysis, value proposition development, network development, and managing the customer life cycle. The use of the CRM value chain allows the business to analyse the customer portfolio (Gallardo, Hernantes, and Serrano, 2018). The analysis of actual and potential customer base helps to identify which customer the company wants to serve in the future and who will be best for high-profit gains. The technique highlights the strategically significant customers who are more important to focus in the near future in terms of profit and revenue. The model helps in customer intimacy by providing a complete set of customer profiles, identities, requirements, history, preferences, and expectations of the customers in the chosen industry. In the light of Svoboda et al., (2021), the CRM value chain is beneficial to identify the company's network members and manage relationships with them. This helps the organisation to target people fruitful for the creation and supply of value proposition(s) for the targeted population. A network can include partners, suppliers, vendors, owners/investors, and can be employees who are an important internal party.
The seven P’s of Marketing Mix is the extension of the original four Ps of marketing (Rahman et al., 2019). The seven Ps are product, price, place, promotion, processes, people, and, physical evidence. The seven Ps of marketing allow companies to use marketing theories in order to develop marketing campaigns for products and services. However, the extension of the 3 Ps makes the model more complex. Besides this, the model missed the eighth P highlighting the productivity variable in the marketing process. There is a lack of reflection on the productivity of the business and the value it has added to the customers (Mahmoud, 2018). It is to be noted that the companies can even fulfill the criteria of the three Ps to make the product clear in the marketing process. Despite certain disadvantages highlighted above this model remains the most useful one for social media campaigns. Including all the Ps in marketing products and services can make the campaigns much better and more attractive. 
Porter’s Five Forces Analysis is a useful tool to determine the external influence on the company's operations. It is to be noted that this model is mostly used in marketing theory for determining the external factors affecting the marketing of the business. The five forces described in this model are competition, new entrants, substitution, suppliers, and buyers. The model is helpful to determine the intensity of competition in the marketplace. In the light of Chen, Mandler, and Meyer-Waarden (2021), the design of marketing strategy must be selected through complete market research on the strategies used by competitors along with their customers’ loyalty programs. Threats of new entrants help in developing a marketing strategy this helps to identify the barriers to the new market strategy for making market entry, government policies, and industry monopolies. The model-specific threat of substitutes means the risk of replacing the product. This helps to consider the differences between the two similar products and market accordingly to avoid becoming a substitute. The intensity of suppliers and buyers helps to market the price of products as companies have to negotiate with the suppliers. In the light of Sudaryanto et al., (2019), many customers consider the price and quality of products when purchasing. Identifying the buyer's purchasing power before introducing a new strategy is a critical process. 
The marketing communications mix refers to the tools in order to communicate to potential customers or existing ones. the tools can be product packaging, social media, direct marketing, TV advertising, websites, exhibitions, and events. In the light of Wu and Li (2018), research on the most popular marketing mix and the successful one helps to improve the marketing process. It is better to use all the marketing mix for better communication with the customers and better research. However, it is difficult to use multiple channels as the marketer has to manage them all at a single time. Traditionally companies use TV, press, radio, and PPC to market their products whereas in today’s era the popularity of digital technology is on the rise. Social media has always been used by the majority population thus it provides access to a large population (Anderson and Jiang, 2018). While email and gamification are also part of direct and digital marketing. Other marketing communications mixes include public relations (PR), personal selling, sales promotion
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Figure 3: Marketing communications mix

[bookmark: _Toc101314740]4.	Model Selection 
The CRM Model selected for Unilever is analytical CRM by looking at the problems faced by the company. Currently, the company is operating in many different regions and thus has to connect with a vast range of customers. It is difficult for the company to update the CRM and use the most recent data on customer preferences and purchases. Each day customers are making millions of purchases from the website and through physical stores thus it is difficult for the company to hold such big data and use the most updated one. Analytical CRM is favourable for businesses that are looking to manage huge data and leverage customer data from a huge history. The model is most relevant for Unilever by looking at the current problems faced by the company quality team. The mode works on three levels to solve the problem of Unilever. The CRM allows for managing huge data sets of deals, contacts, and prospects in a single place. The first stage is storing user data and the second stage is related to automating marketing, key sales, and customer service processes.
This CRM model helps to make the feedback system and chatbot better. Analytical CRM is the third and the most advanced level of CRM software. The tool is helpful in leveraging Unilever’s sales, marketing information, and customer service in order to provide insights into the data from the past, present, and future. Despite the customer data, the analytical  CRM tool uses this data to predict potential commercial performance. This CRM provides real-time data reporting as the manufacturers do not believe in just sending the pretty charts and graphs for user attention and to attract investors. In the light of Gavval et al. (2019), artificial intelligence and machine learning are used by the analytical CRM to demonstrate the analytical capabilities. The feasible features of the analytical CRM help to breakdowns the current and past sales records of Unilever in the form of sales metrics. Not only this, the CRM model is useful to highlight the forecasts for the future based on the accurate data processing and algorithms used for making accurate predictions.
According to Faccia (2019), the use of business intelligence ensures determining the accurate purchasing behaviours of customers. In the analytical CRM, the manufacturers have used business intelligence to dig into the depth of customers' purchasing behaviours. It lets Unilever know who is interacting with their website and who is the most active user on the website. It gives the idea of the most loyal customer to the company who often buys things. Thus using this information the company can target the most loyal customers in an effective way and make them their first priority. Besides this, analytical CRM is giving information on the customers who are not converting into loyal customers even now. The research on these customers will provide the reasons behind the situation. In analytical CRM, the companies do not have to do the research on customers to determine the reason for not choosing the brand as it is built in the CRM features. Having that much data from the analytical CRM, Unilever will be able to develop such marketing and processing strategies to attract potential customers.
Talking about the benefits of analytical CRM, Nelson et al. (2020) in their study stated that effective sales reporting is only possible by using analytical CRM. The software has the capability to generate accurate sales reports considering a specific time period. This will allow Unilever to identify how much money it makes with the company's operations and functions. The sales report of Unilever is helpful to analyse short-term success and determine long-term profitability. In the light of Guenzi and Habel (2020), sales reporting is a way to understand the profile of customers and the route they are using to reach the company. Unilever can identify the bottlenecks in its pipeline and is able to address the situation with confidence. According to Samei et al., (2019), sales reporting helps in determining how each individual reputation performs against targets. This means that Unilever can understand the individual reps and their influence on the organistion on a larger scale. Not only this, analytical CRM helps in revenue cycle modelling. The CRM helps to understand the revenue cycle of Unilever. It maps the journey of every customer along with every touchpoint. Whether it comes to deal failure or failure to re-engagement, the model highlights every little information in detail.
The analytical model helps the company to identify and analyse the gaps in the customer journey lie. It removes any hurdles that can be faced during conversion and lead qualification. Unilever by using this model can develop an in-depth knowledge of customer experience. The features and functionalities can be added to the existing analytical CRM to develop more extensive solutions to the problems faced by the organisation. Forecasting through the analytical CRM helps in managing the resources, workforce, cash flow, and growth. This is done by considering the wider economic trends, past data, the situation of competitors, and accurate forecasting based on the correct data set. In the light of Svoboda et al. (2021), CRM with extra features can pull the past data from multiple sources to get a historic view of the functions and operations. Business intelligence in the analytical CRM is beneficial for identifying the unique and new market trends as well as opening up the opportunities to scale.
Despite many benefits, there are certain challenges to meeting customer expectations and organisational success. One of the biggest challenges for Unilever is to convince the people of organisation of this change. The toughest challenge predicted by looking at the extensive use of technology is technology implemntation and training of employees. But before this, the most visible and major challenge is to make the employees and management agree to go for this change. Unilever will face a challenge in approving this change in the CRM system from the higher management.  The CRM system will be using a huge set of data and it will be a challenging situation to analyse and interpret all the data correctly. Besides this, it will be a challenging situation to store the data on Cloud and transfer a huge reserve of data. In the light of Konttila et al. (2019), using advanced technology require certain technical skills and confidence. Unilever when implementing this change will face a challenge to make the employees comfortable with the use of analytical CRM. Besides this, the cost of implementation is a hurdle to organisational success.

[bookmark: _Toc101314741]5.	Recommendations
	This section provides a recommendation to implement the change and use the analytical CRM well for the company's success. To convince the people for using the analytical CRM there must be a learning program and encouraging session. The managers of Uniliver play a vital role in making up the minds of the employees. It is favourable to develop programs highlighting the importance of digital innovation and technical learning for the success of the organisation. Motivation in the employees can be created by making a training session on technology interventions and their role in organisational success. Same in the case with managers that the company innovators had to prepare a report showing the tangible value added by the CRM model in order to convince them to allow for this change in the system. Every department plays a vital role in this situation like marketing team will highlight the importance of this model in enhancing customer engagement and brand awareness while the sales department can report the ways it increases the sales. 
To secure the data on the cloud, the company can ensure an SSL certificate which is necessary to void any third-party access to the cloud data. Besides this, the company is recommended to use various integration in the CR software by partnering with multiple technology companies. This will keep the software up to date and Unilever will be able to add the most recent feature in the analytical CRM based on technology innovation. In order to resolve the issues of the huge cost and budget making, the company is recommended to consider the long terms goals when making a budget for the CRM implementation. This method will ensure to keep the expenses at the minimum and conduct useful training considering the time and situation.

[bookmark: _Toc101314742]6.	Conclusion 
To conclude, CRM software and quality processes are essential for company growth and success. The CRM helps in determining customer views, purchase patterns, behaviour of purchase, and many more. Companies like Unilever who are facing hurdles to handle the large database can use analytical CRM to make the work easy and accurate. The major benefits of analytical CRM are effective sales forecasting, in-depth analysis of customers' purchasing behaviours, an idea for a loyal customer, and knowledge of the revenue cycle of Unilever. While the challenges that can be faced by the company are to make the management and employees agree, technology implementation and training of employees, and interpret all the data correctly.



[bookmark: _Toc101314743]References
Alim, N.E., 2021. Identifying retailers’ satisfaction survey of Lever Bazar App.
Anderson, M. and Jiang, J., 2018. Teens, social media & technology 2018. Pew Research Center, 31(2018), pp.1673-1689.
Caro, F. and Sadr, R., 2019. The Internet of Things (IoT) in retail: Bridging supply and demand. Business Horizons, 62(1), pp.47-54.
Chen, Y., Mandler, T. and Meyer-Waarden, L., 2021. Three decades of research on loyalty programs: A literature review and future research agenda. Journal of Business Research, 124, pp.179-197.
Cheng, Y., 2021, February. Analysis on the Opportunities and Challenges of Unilever's Differentiated Competition by Using SWOT and PEST. In 6th International Conference on Economics, Management, Law and Education (EMLE 2020) (pp. 280-284). Atlantis Press.
Faccia, A., 2019, August. Data and Information Flows: Assessing Threads and Opportunities to Ensure Privacy and Investment Returns. In Proceedings of the 2019 3rd International Conference on Cloud and Big Data Computing (pp. 54-59).
Galanakis, C.M., 2020. The food systems in the era of the coronavirus (COVID-19) pandemic crisis. Foods, 9(4), p.523.
Gallardo, G., Hernantes, J. and Serrano, N., 2018. Designing SaaS for enterprise adoption based on task, company, and value-chain context. IEEE Internet Computing, 22(4), pp.37-45.
Gavval, R. and Ravi, V., 2020. Clustering bank customer complaints on social media for analytical CRM via multi-objective particle swarm optimization. In Nature Inspired Computing for Data Science (pp. 213-239). Springer, Cham.
Gavval, R., Ravi, V., Harshal, K.R., Gangwar, A. and Ravi, K., 2019. CUDA-Self-Organizing feature map based visual sentiment analysis of bank customer complaints for Analytical CRM. arXiv preprint arXiv:1905.09598.
Goyal, A., 2020. PROJECT SEMESTER REPORT (Doctoral dissertation, Thapar University).
Guenzi, P. and Habel, J., 2020. Mastering the digital transformation of sales. California Management Review, 62(4), pp.57-85.
Hoang, A., 2021. Foodora's digital marketing performance and customers' responses in Finland.
Juanamasta, I.G., Wati, N.M.N., Hendrawati, E., Wahyuni, W., Pramudianti, M., Wisnujati, N.S., Setiawati, A.P., Susetyorini, S., Elan, U., Rusdiyanto, R. and Astanto, D., 2019. The role of customer service through customer relationship management (Crm) to increase customer loyalty and good image. International Journal of Scientific and Technology Research, 8(10), pp.2004-2007.
Kaur, A., 2020. UI/UX Development for Modern Trade Customer Portal (Doctoral dissertation, Thapar University).
Keiningham, T., Aksoy, L., Bruce, H.L., Cadet, F., Clennell, N., Hodgkinson, I.R. and Kearney, T., 2020. Customer experience driven business model innovation. Journal of Business Research, 116, pp.431-440.
Konttila, J., Siira, H., Kyngäs, H., Lahtinen, M., Elo, S., Kääriäinen, M., Kaakinen, P., Oikarinen, A., Yamakawa, M., Fukui, S. and Utsumi, M., 2019. Healthcare professionals’ competence in digitalisation: A systematic review. Journal of clinical nursing, 28(5-6), pp.745-761.
Kpoku, O.K., 2021. Positive and negative influence of globalization on international business actors’ activity (on materials of Unilever Group) (Doctoral dissertation).
Kumar, M.P. and Kumara, N.M., 2021. Market capitalization: Pre and post COVID-19 analysis. Materials Today: Proceedings, 37, pp.2553-2557.
Lawrence, J., Rasche, A. and Kenny, K., 2019. Sustainability as opportunity: Unilever’s sustainable living plan. In Managing Sustainable Business (pp. 435-455). Springer, Dordrecht.
Mahmoud, T.O., 2018. Impact of green marketing mix on purchase intention. International Journal of Advanced and applied sciences, 5(2), pp.127-135.
Nelson, C.A., Walsh, M.F. and Cui, A.P., 2020. The role of analytical CRM on salesperson use of competitive intelligence. Journal of Business & Industrial Marketing.
Pandey, R., Massand, A., Mulya, V.T., Sin, L.G., Naresh, V.P., Zamara, F.B., Kee, D.M.H., Zamri, S.K.B., Azmi, N.A.S.B., Hamdan, N.N.B.M. and Aditi, A., 2021. The Impacts of Covid-19 on Unilever. Journal of the Community Development in Asia (JCDA), 4(1), pp.34-43.
Rahman, M., Islam, M., Al Amin, M., Sultana, R. and Talukder, M., 2019. Effective factors of service marketing mix on tourist satisfaction: A case study. Asian Social Science, 15(7).
Samei, E., Bakalyar, D., Boedeker, K.L., Brady, S., Fan, J., Leng, S., Myers, K.J., Popescu, L.M., Ramirez Giraldo, J.C., Ranallo, F. and Solomon, J., 2019. Performance evaluation of computed tomography systems: summary of AAPM task group 233. Medical physics, 46(11), pp.e735-e756.
Sivarajah, U., Irani, Z., Gupta, S. and Mahroof, K., 2020. Role of big data and social media analytics for business to business sustainability: A participatory web context. Industrial Marketing Management, 86, pp.163-179.
Statista, 2022. Quarterly GDP growth of the UK 1955-2021. Available at: https://www.statista.com/statistics/970941/quarterly-gdp-growth-uk/. Accessed on: April 19, 2022.
Sudaryanto, S., N ARI SUBAGIO, N., Awaliyah, I.N., Wulandari, D. and Hanim, A., 2019. Influence of brand image, price and promotion on consumer’s buying decision of fast moving consumer’s goods with culture as a moderating variable in basmallah retail store in Indonesia.
Svoboda, P., Ghazal, T.M., Afifi, M.A., Kalra, D., Alshurideh, M.T. and Alzoubi, H.M., 2021, June. Information systems integration to enhance operational customer relationship management in the pharmaceutical industry. In The International Conference on Artificial Intelligence and Computer Vision (pp. 553-572). Springer, Cham.
Svoboda, P., Ghazal, T.M., Afifi, M.A., Kalra, D., Alshurideh, M.T. and Alzoubi, H.M., 2021, June. Information systems integration to enhance operational customer relationship management in the pharmaceutical industry. In The International Conference on Artificial Intelligence and Computer Vision (pp. 553-572). Springer, Cham.
The global economy, 2022. United Kingdom: Political stability.Available at: https://www.theglobaleconomy.com/United-Kingdom/wb_political_stability/#:~:text=United%20Kingdom%3A%20Political%20stability%20index,of%201.04%20points%20in%202000. Accessed on: April 19, 2022.
Wu, Y.L. and Li, E.Y., 2018. Marketing mix, customer value, and customer loyalty in social commerce: A stimulus-organism-response perspective. Internet Research.
Zahari, A.R., Esa, E., Rajadurai, J., Azizan, N.A. and MUHAMAD TAMYEZ, P.F., 2020. The effect of corporate social responsibility practices on brand equity: An examination of Malaysia's top 100 brands. The Journal of Asian Finance, Economics and Business, 7(2), pp.271-280.



image1.png
0.54
0.47
0.39
0.35
I o
—

2018




image2.png
0%

20%

g H

Ll Jausen-uo e

0%

-20%





image3.png
Direct Marketing




