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[bookmark: _jggy29lvmav]Introduction
Marketing management is considered as the process where managers implement, plan, and control marketing activities to accomplish organizational goals (Kotabe and  Helsen, 2022). In the context of this report, marketing management is relevant because it encompasses the various activities and strategies that Unilever, as a consumer goods company, is using to address the challenges it faces in operating in a crowded and competitive marketplace and to increase brand awareness.
In this report, the role of the marketing department and main marketing activities within the organization has been demonstrated, using Unilever as a case study. The report begins by discussing the challenges faced by Unilever within the consumer goods industry, including issues related to emergence of digitalization and globalization, managing brand reputation, enhancing brand awareness, change in business environment, and increasing competitiveness. Next, the report turns to the role of the marketing department in addressing these challenges and contributing to the overall success of the organization. In addition, the report examines a range of marketing activities that Unilever is engaged in, including market research, product development, branding, and advertising, and considers how these activities support the company's goals. 
Finally, the report critically evaluates the strategies and approaches that Unilever is using to create innovation marketing strategies for increasing brand awareness. The analysis in the report is supported with appropriate theory and provides practical examples to illustrate the strategies in action. By understanding the challenges faced by Unilever and the strategies it is using to address them, the report can provide in-depth insight into the complex and constantly-evolving consumer goods industry and the role of marketing in driving business success.
[bookmark: _t67ziiu9jgbg]Literature Review
Darmawan and Grenier (2021), state that key activities in marketing management such as pricing, product development, distribution, promotion, and market research.  The marketing department plays a crucial role in the organization by coordinating and implementing these activities. In addition, market research involves gathering and analyzing data about target markets, competitors, and industry trends. With this, the company can understand the preferences and needs of consumers and develop marketing strategies that will be effective in meeting those needs. Similarly, product development is the process of improving existing and creating new products. The marketing department plays a key role in this process by conducting market research to identify opportunities for new products, working with the product development team to design and test prototypes, and developing marketing plan to launch the product. Wang et al., (2022), argue that pricing involves determining the price at which a product or service will be offered to customers. The marketing department plays a role in this process by conducting market research to understand the value that customers place on the product or service, considering the costs associated with producing and distributing the product, and determining the optimal price point that will maximize profits. 
MEHA et al., (2022), analyze that promotion is considered as the method for communicating and persuading the target audience to buy goods and services. The marketing department plays a key role in this process by developing promotional strategies and tactics, like sales promotions, advertising, and public relations, and implementing them to reach the target audience. Pfohl (2022), shows that distribution involves getting the product or service to the customer. The marketing department plays a role in this process by developing distribution channels and logistics systems to ensure that the product or service is available to customers when and where they want it. Overall, the marketing department is important for the organization in identifying and understanding customer needs, developing and promoting products or services to meet those needs, and ensuring that the products or services are available to customers.
Terho et al., (2022), argue that there has been a growing recognition in the marketing literature that companies should focus on the customer journey from beginning to the end rather than just individual touch points in order to maximize customer satisfaction. One key reason for this is that the customer journey is often more complex and multi-faceted than individual touch points. While touch points may be important in shaping the customer experience, they are only one part of the overall journey. By focusing solely on touch points, companies may miss opportunities to improve the overall customer experience and increase satisfaction. Another reason that companies must focus on customer journey is that it allows them to better understand and address the needs and pain points of customers. By analyzing the entire journey, companies can identify where customers are having difficulties or are frustrated, and take steps to address these issues. This can lead to increased customer satisfaction and loyalty. Costa (2022), agrees that focusing on the end-to-end customer journey can help companies to better coordinate their efforts across departments and channels. By understanding the full journey, companies can ensure that their marketing, sales, and service efforts are aligned and working towards a common goal. This can help to improve the efficiency and effectiveness of the customer experience. Overall, the literature suggests that maximizing customer satisfaction requires a focus on the customer journey rather than just individual touch points. By considering the full journey, companies can better understand and address the needs of customers, coordinate their efforts across departments and channels, and improve the overall customer experience.
[bookmark: _wwyxvpjjajn9]Organizational issues faced by Unilever
Nambisan and Luo (2022), state that Unilever is a global consumer goods company that operates in a crowded and competitive marketplace. Some of the challenges that Unilever experience in the consumer goods industry are shown as below:
1. Competition: Unilever competes with many other companies for market share and must work to differentiate its brands and products from those of its competitors (Dubey, 2022). This may involve developing and promoting unique selling points for its products, as well as building brand loyalty through marketing and customer service efforts.
2. Market saturation: Unilever operates in many mature markets where demand for consumer goods may be saturated (Grant, 2022). This can make it difficult for the company to achieve significant growth and may require it to focus on other strategies, such as cost-cutting or diversification.
3. Customer demands and expectations: Unilever must meet the increasing demands and expectations of customers, who are becoming more discerning and demanding (Meier, 2022). This may involve offering high-quality products and services, as well as being responsive to customer needs and feedback.
4. Economic downturns: Unilever is exposed to economic downturns in the countries where it operates, which can impact consumer demand for its products (Ramya Thiyagarajan et al., 2022). The company must be prepared to adapt to changing economic conditions and may need to implement measures such as cost-cutting in order to maintain profitability.
5. Political and regulatory risks: Unilever operates in many countries with different political and regulatory environments, which can pose risks to the business (Peleg Mizrachi and Tal, 2022). For example, changes in government policies or trade regulations could affect the company's operations and profitability.
6. Supply chain and logistics challenges: Unilever has a global supply chain that includes a wide range of raw materials and finished products. Managing this supply chain and logistics network can be complex and may be impacted by factors such as transportation costs, customs and duties, and unexpected disruptions (Wittine et al., 2022).
7. Maintaining a strong brand reputation: Unilever has a number of well-known brands, such as Dove, Lipton, and Ben and Jerry's that are recognized and trusted by consumers around the world (Jules, 2022). Maintaining a strong reputation for these brands is critical for the success of the company. However, this can be challenging in a crowded and competitive marketplace, where companies must navigate a range of issues, such as negative media coverage, customer complaints, and social media scrutiny.
8. Managing the impact of digitalization: Digitalization is transforming the way that companies do business, and Unilever is no exception. The company should identify and determine the opportunities as well as challenges caused by digital technologies like the significance of big data analytics, emergence of e-commerce, and rise of social media. This requires a strong digital strategy and the ability to adapt to changing technologies and consumer behaviors (Yang and Basile, 2022).
[bookmark: _9j3ydhfig356]Critical appraisal on how the organization can create innovation marketing strategies for increasing brand awareness
Chakraborty and Jain (2022), explain that innovation marketing strategies are approaches that focus on creating new and unique experiences for customers in order to differentiate the brand and increase brand awareness.  Unilever is a global consumer goods company that uses a variety of strategies to increase brand awareness for its products. Some of the brand awareness strategies used by Unilever include advertising, sponsorships, social media marketing, influencer marketing, experiential marketing, and public relations. For instance, Unilever uses public relations to manage its reputation and communicate with stakeholders, including customers, employees, and the media (Yang and Basile, 2022). In order to increase brand awareness, Unilever can create innovation marketing strategies that differentiate its brands and products from those of its competitors. Some key ways that Unilever can create innovation marketing strategies for increasing brand awareness include:
· Identifying customer needs and pain points: A key first step in creating innovation marketing strategies is to understand the needs and pain points of customers. Unilever could use market research, customer feedback, and analysis of industry trends to identify opportunities for creating innovative marketing experiences that meet the needs of its target audience.
· Development of new products and services: By creating new goods or services that meet the needs of customers, Unilever can create buzz and interest around its brands. This could involve using customer feedback to identify opportunities for new products or services, or leveraging data analytics to identify emerging trends. Therefore, the company can make use of data analytics and customer feedback for developing new products or services that meet the needs of its target audience. For example, Unilever could create a line of sustainable, eco-friendly products that appeal to environmentally-conscious customers (Yang and Basile, 2022).
· Utilizing technology: Technology can be a powerful tool for creating innovative marketing experiences. Unilever could use augmented reality, virtual reality, or artificial intelligence to create interactive and immersive marketing campaigns for its brands. The company can utilize technology to create interactive marketing campaigns that allow customers to personalize their experiences with Unilever products. For example, the company could create a virtual reality game that allows customers to design their own custom product packaging (Patel, 2022).
· Experimenting with different marketing channels: Unilever can create innovation marketing strategies by trying out different marketing channels, such as social media, experiential marketing, or influencer marketing. By experimenting with different channels, Unilever can find new and effective ways to reach its target audience. Along with this, the company can launch a social media campaign that leverages interactive features, such as polls, quizzes, or live streaming, to engage with customers and generate buzz around its brands.
· Collaborating with other organizations or individuals: Collaborating with other organizations or individuals can help Unilever bring new ideas and perspectives to its marketing efforts. This could involve partnering with startups, working with influencers, or collaborating with other businesses on joint marketing campaigns. For example, Unilever can collaborate with influencers or other organizations on experiential marketing campaigns that create immersive brand experiences for customers (Nabi and Masroor, 2022). For example, Unilever could partner with a music festival to create a branded area where customers can try out its products and participate in activities.
Hakkarainen (2022) shows some theoretical frameworks that could be used to support the development of innovation marketing strategies for Unilever include:
· The Marketing Mix: This framework outlines the main elements of marketing strategy which are price, product, place and promotion. Unilever could use this framework to consider how it is positioning and promoting its products in the market, as well as how it is pricing them.
· Blue Ocean Strategy: This framework was developed by W. Chan Kim and Renée Mauborgne, suggests that organizations can create new markets and capture untapped demand by offering unique products or services that meet the needs of customers. Unilever could use this framework to identify opportunities for creating innovative marketing strategies that differentiate its brands from its competitors.
· The Innovation Process: This theory is developed by Everett Rogers, is a framework that outlines the stages involved in the adoption and diffusion of new ideas. This framework could be used to understand how new marketing strategies may be adopted by customers and how to effectively communicate and promote them.
Overall, innovation marketing strategies can be effective in increasing brand awareness for Unilever by creating new and unique experiences for customers, leveraging technology, experimenting with different marketing channels, and collaborating with other organizations or individuals.
[bookmark: _dstq5keyrmei]

Evaluation and management of customer journey across various communication channels to meet the future and current stakeholders’ expectations
Palazón et al., (2022), illustrate that evaluating and managing the customer journey across various communication channels to meet the expectations of stakeholders is an important aspect of marketing. It is increasingly recognized that focusing on individual touch points can prevent the companies from focusing on the key issues within the customer journey (Neher et al, March 2016). With this in mind, it is important for organizations to establish innovative marketing strategies that not only help in boosting brand awareness but also evaluate and manage the customer journey across different communication channels. 
There are several theoretical frameworks that can be used to guide this process, including:
1. Customer journey mapping: Unilever could use customer journey mapping to understand and visualize the steps that customers go through in interacting with its brands and products. This could involve collecting customer feedback and data on customer behavior, and using this information to identify pain points and opportunities for improvement in the customer experience (Chernev, 2022). Unilever uses a variety of methods to collect customer feedback and data on customer behavior, including surveys, focus groups, and analysis of customer interactions with its websites and social media channels. This information is used to identify pain points and opportunities for improvement in the customer experience. For example, Unilever may identify that customers are having difficulty finding information on its website, and as a result, implement changes to the website's navigation or content to make it more user-friendly.
2. Customer relationship management (CRM): Unilever could use a CRM system to track customer interactions across various communication channels, such as email, social media, and phone, and provide insights into customer behavior and preferences. This could help the company to identify trends and patterns in customer interactions and tailor its marketing efforts to better meet the needs of its customers (Rainsberger, 2022). For example, Unilever may use CRM data to segment its customer base and create targeted marketing campaigns that are more relevant to specific groups of customers.
3. Service-dominant logic (SDL): Unilever could use the principles of SDL to understand how customers interact with the company across various communication channels and how these interactions contribute to the overall customer experience (Leach, 2022). This could involve using customer feedback to identify opportunities for co-creation and collaboration in the value creation process. For example, the company may engage with customers through social media or other channels to gather ideas for new products or features, or may offer customized product or service options that allow customers to tailor their experiences to their individual needs.
By using these strategies, Unilever can better understand the expectations of its stakeholders and improve the customer journey across various communication channels. Through collecting customer feedback and data, leveraging CRM and SDL principles, and adjusting its marketing mix, the company can better understand the expectations of its stakeholders and make targeted improvements to the customer experience. These efforts can help Unilever to build stronger relationships with its customers and drive business results. In addition to these strategies, Unilever has even established several initiatives to enhance the customer journey For example; the company has launched a number of digital platforms and tools, such as mobile apps and online shopping portals, to make it easier for customers to access its products and services (Bubanja and Vidas-Bubanja, 2022). Unilever has also invested in training and development for its employees to ensure that they are able to deliver high-quality customer service across various channels. To further enhance the customer journey, Unilever has also focused on CSR and sustainability. The company has taken several initiatives that help in minimizing their environmental impact and improving the lives of the community. For example, Unilever has committed to using 100% renewable electricity by 2030 and has launched a number of initiatives to support smallholder farmers and improve the livelihoods of people in developing countries (Heinemann, 2022). By demonstrating its commitment to sustainability and social responsibility, Unilever is able to build trust and credibility with its stakeholders and improve the overall customer experience. 
Kouamé et al., (2022), state that leveraging technology and digital marketing, collaborating with other organizations and individuals, and focusing on sustainability and social responsibility, organizations can create unique and compelling brand identities that resonate with their target audience and contribute to their overall success.
[bookmark: _xmgzrumjjjhz]Recommendations
Based on the findings identified in this report, there are a few recommendations that Unilever could consider in order addressing the challenges it faces in the consumer goods industry and increase brand awareness:
· Focusing on the customer journey: As discussed in the report, focusing on the overall customer journey rather than just individual touch points can help Unilever to better understand and address the needs and pain points of customers. By analyzing the entire journey, the company can identify areas where it can make improvements and create a more seamless and satisfying experience for customers.
· Utilize technology and digital marketing: Digitization is transforming the way that companies do business, and Unilever can leverage technology and digital marketing to create innovative and engaging marketing campaigns. This could include using social media, experiential marketing, or artificial intelligence to reach and interact with customers in new ways (Nabi and Masroor, 2022).
· Collaborate with other organizations or individuals: Collaborating with other organizations or individuals can bring new perspectives and ideas to Unilever's marketing efforts. This could involve partnering with startups, working with influencers, or collaborating with other businesses on joint marketing campaigns (Patel, 2022).
· Investing in CSR and sustainability: Unilever has been strongly committed towards their sustainability goals and CSR initiatives, and investing in these areas can help the company to build trust and credibility with its stakeholders. This could involve implementing initiatives to reduce the company's environmental impact, supporting smallholder farmers, or engaging in other activities that benefit the communities where Unilever operates.
· Focus on customer relationship management: CRM is critical for building strong relationships with customers and driving business results. Unilever can leverage its CRM system to track customer interactions across various channels and gain insights into customer behavior and preferences. By using this information to tailor its marketing efforts to the needs of its customers, the company can build stronger relationships and increase brand loyalty.
[bookmark: _mtiyhg2l8z15]Conclusion
This report has analyzed Unilever's marketing efforts and their impact on the organization, specifically focusing on the challenges faced in the consumer goods industry and the strategies used to address them and increase brand awareness. The report found that Unilever engages in various marketing activities, such as market research, product development, branding, and advertising, to understand customer needs and create products and services that meet them. Additionally, the company uses technology and digital marketing, collaborates with other organizations and individuals, and emphasizes sustainability and social responsibility to create innovative marketing strategies and differentiate its brands. The report highlights the important role that marketing plays in Unilever's success and how it navigates the challenges of the constantly-evolving consumer goods industry. Furthermore, innovative marketing strategies can help Unilever in a number of ways. These strategies can increase brand awareness, differentiate the brand, engage with customers, and meet the needs of its target audience. By experimenting with new and innovative marketing channels and leveraging technology, collaboration, and sustainability, Unilever can create a unique and compelling brand identity that resonates with its target audience. This can lead to increased customer loyalty and advocacy, and ultimately contribute to the overall success of the company in the crowded and competitive consumer goods industry.
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