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[bookmark: _ifumwouumdym]Abstract
This study examines the impact of digital marketing on the availability and efficiency of virtual training schemes at Unilever in the United Kingdom. The background, research problem, objectives, questions, hypothesis, and method of the study are presented in Chapter 1 of the study. The 1st chapter also describes the division of materials in the dissertation and prepares the reader for further chapters. Chapter 2 presents a literature review on how digital marketing influences virtual training, using methods such as social media and email marketing. It builds upon the RBV, determining digital marketing as being a strategic resource. Three major research gaps are brought to light in this chapter which points to the lack of knowledge concerning the use of DM in the virtual training of employees in multinational organisations. Chapter 3 is devoted to the positivist methodological approach together with methods like SPSS-based analysis, validity, reliability, and the problem of ethics. It ensures a rational, structured approach to data collection and analysis of data collected. The results of the research presented in Chapter 4 indicate the positive correlation between the results of social media, e-mail marketing, and the cost-effectiveness of virtual training. Studies like regression, correlation, and ANOVA show ways in which digital marketing improves staff interest, course accomplishment, and efficiency. The main consequences of the findings have been outlined in Chapter 5. Suggestions for enhancing virtual training were made concerning key factors of digital marketing strategies. Studies and their limitations are discussed, as well as recommendations for further studies in this area are highlighted.
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[bookmark: _Toc183635707]Chapter 1: Introduction
[bookmark: _Toc183635708]1.0 Introduction 
In recent years, the use of digital marketing approaches has grown significantly in organisations and it has become integrated in many operation areas. One particular area is corporate training, particularly in the large international organisations like the Unilever. Thus, virtual training programs are approaching a status of necessity in the increasingly complex business climates to ensure competent and adaptable personnel. At the same time, the techniques of social media, email, and search engine optimisation (SEO) can potentially have a substantial impact on participation and interaction in such programs. The research here intends to assess the use of digital marketing strategies by Unilever in the United Kingdom to increase the effectiveness of online training. The chapter here intends to provide a brief background regarding the context and highlight the research problem associated with it. Furthermore, the chapter here intends to outline the aim, objectives, questions and rationale behind conducting this research. By highlighting the hypothesis the research intends to provide the research significance with a methodological overview and elaborate the structure of the research
[bookmark: _Toc183635709]1.1 Research Background 
It is one of the most prominent multinationals with operations in more than 190 locations in the international marketplace and in the field of FMCG being the world’s largest maker in the area of food, personal care, and home care (Hul.co.in, 2020). It is important to future first that the company has its investment in training and development ongoing consistently for this it has ensured on delivering its training as a determinant of its strategic quest for competitive advantage. Since 2013 Unilever has devoted approximately €77 million per year in employee training and employees spend an average of 27 hours per year on learning (Unilever PLC, 2021). Such training initiatives are continued to be imparted remotely especially after the COVID-19 pandemic forced organisations to adopt work from home concept.
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[bookmark: _1t3h5sf][bookmark: _Toc183635493]Figure 1.1: Unilever Financial Highlights
(Source: Unilever Annual Report and Accounts 2021)
The figure above illustrates through the introduction of new technologies in 2021, Unilever performed well operationally and financially amid difficult conditions, demonstrating the value of digital marketing. Group turnover totalled €52.4 billion, up from €50.7 billion in 2020, and underlying sales growth was 4.5%, its highest rate since 2011. Operating margin rose to 16.6% from 16.4% and the underlying operating profit was 2.9% higher; also, Unilever recently started a €3 billion share repurchase to boost shareholder value. Cost-wise, the company's top 13 brands rose 6.4%, above average as the corporation reported €4.5 billion in dividends and 5.5% EPS growth for 2008. 
The benefits of virtual training programs include accessibility, where one can learn at their own convenience; affordable due to the fact that the costs a company incurs are significantly low (Tuomi, 2022). Also, as compared to the traditional form of training and last but not least, digital training can be undertaken anytime, in any part of the world. The giant Unilever company has adopted and incorporated online tools such as the Degreed and also the Flex Experiences Program with a view to bringing continued learning to the workforce (Unilever PLC, 2021). However, due to the effectiveness of virtual training programmes strongly correlated with the level of employee participation, Unilever employs digital marketing techniques to increase visibility, accessibility, and retention. Such as the Digital Factory Programme, Robotics and Automation Learning Programme, Glow & Lovely Careers program, LevelUp accelerator program, Frontliners Academy, and many more (Unilever, 2022).
[bookmark: _Toc183635710]1.2 Research Problem
Despite entering into the digital era, it is still unclear how effectively the numerous virtual training programs adopted by Unilever and the incorporation of digital marketing initiatives impact training programs (Götz and Jankowska, 2020). Despite the advent of new virtual training platforms, practical recommendations for using digital marketing tools to enhance the increase in the number of participants, increased activity, and better performance of training outcomes are lacking. The primary research problem centred on determining how the use of digital marketing strategies affects the total success of virtual training programmes in Unilever. In this case, although Unilever has implemented a strong usage of digital tools to provide training, the firm must guarantee the practical provision of sensible tools which are not only accessible by all but also useful in enhancing the employees and preparing them for future roles. There are several key facets to this problem, each of which contributes to the broader challenge of improving virtual training programs through the usefulness of digital marketing: low engagement and participation rates; and effectiveness of learning outcomes (Hu, 2023). 
Additionally, alignment of digital marketing with training objectives; and measuring the impact of digital marketing on training effectiveness. Apart from this, it also includes balancing personalisation and scalability in digital marketing; ensuring continuous learning and adaptability; managing technological barriers; and the role of external partnerships (Indrawati et al., 2020). This paper seeks to explain the role of these issues while considering the influence of digital marketing on the significance of virtual training programs at Unilever in the UK. Since Unilever has a global and complex structure it is crucial to assess how well-aligned digital marketing is to the goals of virtual training and the extent to which digital marketing improves training efficiency. Furthermore, while Unilever aims at increasing investment in its workforce to increase competitiveness, it is significant to analyse how digital marketing affects learning achievements of virtual training (Lieu et al., 2021). The research problem therefore hinges on how digital marketing impacts the effectiveness of virtual training in Unilever learning institute: areas of enhancement and recommendation.
[bookmark: _Toc183635711]1.3 Rational of the Research
The issue here signifies the adoption of digital marketing into the learning and development interventions is, therefore, not only unique but essential for organisations that aim to achieve renewed competitiveness within the growing digital business marketplace. This makes Unilever’s experience a good case study for identifying and implementing digital tools and techniques towards enhancing virtual training programs (Raja, 2021). It is important to discuss this topic now due to more companies and schools globally are facing issues arising from distance work and learning amid the COVID-19 pandemic. It is thus comprehensible which perhaps gives directions to not only Unilever but other multinational organisations in improving the engagement of training programs through the aid of virtual digital marketing (Alon et al., 2020). Moreover, this work fills the gap in the theoretical literature on the integration of digital marketing and virtual training and the discussion of corporate training efficacy in the context of the digital environment. 
The implementation of digital marketing for corporate training is an essential change in the context of the modern environment where companies experience high amounts of pressure. Global organisations such as Unilever have adopted and applied different aspects of digital marketing to improve their virtual training and thus qualify for analysis in this study. As organisations all over the globe try to manage new conditions of work from home and online classes this topic becomes rather topical and essential to investigate. The rationale for undertaking this study is to examine the impact of digital marketing techniques on the virtual training interventions of Unilever. It can be seen that Unilever’s case offers a chance to comprehend how these strategies could be most effective in increasing success in virtual training settings.
[bookmark: _Toc183635712]1.4 Aim and Objective
[bookmark: _3rdcrjn]Research Aim
The study's aim is to enhance the view of how digital marketing tactics impact the status, learning attainment, and further potential advancement of virtual training programmes at Unilever in the UK.
Research objectives
· To determine the present status and extent of online training activities in Unilever in the UK.
· To evaluate the use of virtual training programs at Unilever for learning accomplishments.
· To identify the best practices in digital marketing for virtual training programs and to make suggestions for enhancing the current enforcement of such strategies at Unilever.
[bookmark: _Toc183635713]1.5 Research Questions
[bookmark: _35nkun2]Primary Question:
Digital marketing techniques: How do they affect the current condition, educational efficacy, and necessary advancements of virtual training systems at Unilever in the UK?
Other Relevant Questions:
RQ1: How are virtual training programs being implemented at the moment in Unilever in the UK?
RQ2: To what extent has Unilever realised learning outcomes in its virtual training programs?
RQ3: Which suggestions can be given to enhance Unilever’s case of Digital Marketing of Virtual Training Programs?
[bookmark: _Toc183635714]1.6 Research Hypothesis
Independent Variable (IVs): Digital Marketing Strategies like "Social Media Engagement" and "Email Marketing Effectiveness"
Dependent Variables (DV): "Effectiveness of Virtual Training Programs"  
[bookmark: _2jxsxqh]Hypothesis 1
H0: “Digital marketing techniques like social media engagement have no influence on the effectiveness of virtual training programs in increasing the level of employees’ participation in Unilever’s online training.”
H1: “The use of digital marketing techniques like Social Media Engagement significantly encourages employee participation in the Effectiveness of Virtual Training Programs at Unilever.”
[bookmark: _z337ya]Hypothesis 2
H0: “The use of these digital marketing strategies like Email Marketing Effectiveness has no influence on the Effectiveness of Virtual Training Programs and knowledge gained by the employees attending Unilever’s virtual training programs.”
H1: “There are several approaches of digital marketing like Email Marketing Effectiveness which have a positive influence on the learning achievement of the employees following the Effectiveness of Virtual Training Programs at Unilever.”
[bookmark: _Toc183635715]1.7 Research Significance
This research is significant as it is going to assist in uncovering the relationships between the usefulness of digital marketing and the implementation of virtual training programs in prominent MNCs such as Unilever. As the prospect of distance education and remote work continues to take dominating positions, it becomes increasingly important to grasp the mechanisms of how digital marketing can enrich virtual training for staff. To Unilever, the perceptions could help identify latent segments and sectors of digital marketing tools and how to advertise virtual training and development interventions and integration with the organisation's goals and HRD (Udroiu, 2020). The outcome therefore can be utilised to assemble an impact on Unilever’s organisational training plan and development of human capital that is future compatible with Unilever's long-term goals.
Correspondingly, the research intends to culminate to fill a literature gap on the effects of digital marketing on virtual corporate training programs. Although there has been much attention to the idea of virtual training and digital marketing individually. The impact that the two have when utilised in corporate settings concerning organisations has not been deeply studied compared to this current study, especially for large organisations like Unilever (Toldbod and Laursen, 2024). This study intends to assist fill this gap by presenting quantitative substantiation of the factors contributing to the effectiveness of digital marketing for virtual training programs. This can be of advantage to Unilever as well as present a model of development that other multinational firms can employ to enhance their training initiatives.
[bookmark: _Toc183635716]1.8 Methodological Overview
This research intends to utilise a quantitative approach to evaluate impact of the digital marketing on the efficiency of virtual training for Unilever. A structured questionnaire intends to be administered to 100 leaders at the Unilever company in the UK. The survey intends to consist of 15 questions that intend to focus on participants’ attitudes towards the Virtual training programs and the level of interaction and participation influenced by digital marketing techniques. These intend to include areas of awareness, level of participation, perceived usefulness of the training programs, and level of satisfaction with the training programs marketed via digital marketing.
This research intends to utilise the positivist research paradigm and a deductive research approach using hypotheses derived from various theories such as the Resource-Based View (RBV). The data to be gathered intends to be made amenable to analysis by using the Statistical Package for Social Sciences (SPSS), concerns intend to be geared towards establishing a positive significant relationship between the IMC digital marketing facets and training deliverables namely employee stimuli and knowledge acquisition. Issues related to ethics are required to be adhered to in the letter with subjects being utilised being anonymised in accordance with the Data Protection Act 2018 (Leicester.gov.uk, 2020). Namely, the bias control steps intend to be adhered to during data collection and analysis; therefore, the validity and reliability of the results of the study intend to be improved.
[bookmark: _Toc183635717]1.9 Structure of the Research
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[bookmark: _2xcytpi][bookmark: _Toc183635494]Figure 1.2: Structure of Dissertation
(Source: Self-Generated)
Chapter 1: Introduction- Highlights the research problem, aim, objectives and research questions of the study. It also includes the justification, relevance and robustness of the study, the research relevance and a brief description of the methods to be employed.
Chapter 2: Literature Review- Critically reviews available literature and key research findings on virtual training programs, virtual marketing, and their link to business organisations.
Chapter 3: Methodology- Describes the different parts of the work that should be done, the way data would be gathered, what subjects would be employed, and how data would be processed.
Chapter 4: Data Analysis - Gather data to analyse accordingly and conclude the results of the research context effectively. 
Chapter 5: Discussion, Conclusion and Recommendations - Summarises the conclusions of the work and boils it down to the correlation between the usefulness of digital marketing approaches and the efficiency of virtual training. Emphasises the general significance of the findings, supplies overall recommendations regarding possible developments in the particular area of digital marketing, and brings the conclusion to the discussed investigation.
[bookmark: _Toc183635718]1.10 Chapter Summary
This chapter has established a valuable insight into the spectrum of the research area by describing the background of Unilever’s virtual training programmes and digital marketing. They include the research problem, the aim of the study, its objectives, research questions and hypothesis. Besides, the chapter also provides a brief account of the methodological approach adopted and a guide to the content of the dissertation. This chapter has briefly outlined the following chapters of the study, the research intends to present a review of the related literature; research methodology; data analysis; and recommendations by concluding the aspects that have been found while proceeding with this research.


[bookmark: _Toc183635719]Chapter 2: Literature Review 
[bookmark: _Toc183635720]2.0. Introduction
This chapter intends to evaluate various aspects and possibilities offered by digital marketing by analysing the extant literature on the application of social media engagement in digital marketing and the effectiveness of Virtual Training Programmes (VTP). The theoretical foundation of this area is explained alongside key empirical findings in this section and the analysis of their implications for virtual learning environments. This chapter intends to demonstrate various relatable issues like Unilever and the business strategies that to discuss extensively to learn about the situation of Unilever. This review aims at pointing out the advantages and disadvantages of the application of digital marketing in virtual training, to provide a rich reference for the current state of academic literature.
[bookmark: _Toc183635721]2.1. Digital marketing techniques like social media engagement influence the effectiveness of virtual training programs at Unilever
Implementation of digital marketing strategies into corporate virtual training systems is prevalent in the large global corporations of today such as Unilever. According to Luqman et al. (2021), it can be seen that particular interest in this transformation has been the application of social media to foster learning outcomes and increase employee engagement. On the issue of the active service of social networks as a tool for external advertising, their application in corporate training programs is a relatively recent topic for research. These techniques have been discussed by the researchers as useful and useless for improving VTP, which creates confusion regarding their significance.
[bookmark: _3as4poj]Effectiveness of Social Media Interactions on Learning Achievement
The data imply that social media service enhances online learning interaction and cooperation, as per Ansari and Khan (2020). It has been found that social media allows employees to share resources, ideas, and feedback, increasing interaction and learning. This supports the idea that social media improves peer-to-peer learning and makes employees more engaged with knowledge. Social media platforms are utilised by Unilever to create venues, discussion threads, and groups for virtual training and knowledge sharing. Social media helps Unilever create an engaging delivery system, encourage active engagement, and improve learning outcomes.
Social media's effectiveness in corporate training is disputed by certain studies as many works in virtual learning environments display how social media distracts and loads the brain (Behrend et al., 2023). Constant social media updates may distract users from main training objectives, lowering learning outcomes. Social media involvement can improve collaboration, though it can also undermine attention and training goals. For Unilever, social media can assist learning, while learners and facilitators must be careful not to get carried away with Tweeting and Facebooking. 
[bookmark: _1pxezwc]Promoting Higher Levels of Employee Involvement Using Systems in Digital Marketing
Virtual training programs (VTP) are influenced by employee instalments and social media marketing boosts involvement. According to Sailaja et al. (2021), socio-technical media marketing's content personalisation and targeting capabilities can greatly improve staff training programs. At Unilever, big data is used to personalise virtual training to employee traits and work needs and due to its modest sections on work tools, this has been shown to boost employee engagement.
Social media engagement allows employees and trainers to communicate information and ideas in real time and gives participants a sense of community or team. In this spectrum, Shahbaznezhad et al. (2022) observed that using social media improves training content perception and effect. Employee recognition and rewards at Unilever complement virtual training. Participating in social media discussions or other collaborative projects often results in badges, other accolades, or other motivators that boost engagement.
Another study by Moretta et al. (2022) criticises the exclusive usage of social networks for the difficulties mentioned. They emphasise that short-term social media treatments do not improve long-term learning. Unilever may be gaining excellent value from its current focus on social media involvement, while the company is perhaps able to occasionally integrate more traditional training methods for employees to have a type of constant piggyback of training.

[bookmark: _49x2ik5]Contribution Levels of Virtual Training Courses
The study found that social media engagement significantly influences VTP attendance rate, one of the best indicators of effectiveness. According to Atabek (2020), since Social Networking Services (SNS) is easier to operate online, it increases training program participation. This is especially significant in global companies like Unilever where employees work across time zones and locations. Social media tools allow employees to participate in training asynchronously, improving coverage.
Social media allows employees to access training materials to discuss and work at their own pace, as per Lambton-Howard et al. (2020). Serving personnel with various rostering and working conditions allows for flexibility due to training is neither time- nor space-limited. Social media is a great tool for learning due to it allows people to reason and examine what has been expressed in an asynchronous style.
There is reason to believe that social media improves engagement while limiting employee participation by skimming content. Unilever's objection suggests that social media may not increase company engagement, as per research by Raja (2021). Unless staff are engaged, participation seems to rise though content quality and learning may decrease. Participation is problematic since it implies learning, therefore Unilever may need to ensure that involvement equals learning, save for live chats or quizzes.
There are some opportunities to apply traditional digital marketing methods to virtual training, which seems to increase its effectiveness and is required to be subject to the general strategic objectives for training and operate only with useful and thoughtful information. Unilever's VTP post-social media deployment indicates that new tools have positives when utilised with constraints and can be integrated with other conventional techniques for maximum results. This illustrates how organisations are able to utilise digital marketing in virtual learning environments for employee development and company necessity.
[bookmark: _Toc183635722]2.2. The Utilisation of Digital Marketing Techniques like Social Media Engagement and its Significance in Encouraging Employee Participation in the Effectiveness of Virtual Training Programs at Unilever.
Specifically, social media interactions have emerged as critical elements in improving employee involvement in virtual training. In turn, these strategies are useful not only to increase the levels of participation in assessment tasks but also to increase the level of effective collaboration between students. Applying social media for the purposes of virtual training in Unilever, which is a multinational company, helps to address certain problems associated with the dispersion of its employees and their schedules (Lieu et al., 2021). However, while the benefits of including social media engagement in the training programs are apparent, a controversy regarding the efficiency of the said approach has been stoked in the literature, with the views of scholars tending more towards positive and negative.
[bookmark: _147n2zr]Significance of Social Media Engagement in Enhancing Participation
The other advantage of promoting the compulsory availability of social media platforms for utilisation in virtual training is that it assists in (Papademetriou et al., 2022). Social media tools make learning lively, and real-time since it provides a knotty platform whereby the employees can share ideas, collaborate, and communicate. This is especially useful for Unilever considering its multinational employees. From this realization, it is evident that social media tools seem to allow employees to participate in structured training exercises irrespective of the time and space. Due to the overwhelming acceptance and participation do not require centralized live courses for overall participation increasement.
Additionally, as supported by Leidner et al. (2020) explained that social media provides employees with a feeling of company membership or inclusion hence more engagement. Through the application of social media engagement, peer learning is created by the exchange of knowledge and feedback between employees, thus, it improves the depth of understanding as well as the application of training material. For instance, all the more, in Unilever, social media discussion boards, forums and collaborative groups have played a key role in leading employees to participate in virtual training sessions.
However, not all research considers social media as having the potential to enhance participation. Many articles have noted that while social media raises employees' concerns, great interaction merely raises passive concern, as employees comment on and become connected with information without engaging with it (Gode et al., 2020). While employee engagement in virtual training is crucial, it can even hamper the training due to employees can even not retain the knowledge. Despite increasing social media participation, Unilever's training content engagement remains low.
[bookmark: _3o7alnk]Personalization and Targeted Content
Another prominent advantage of digital marketing tactics like social media participation is helping employees personalise and target their demands. According to Mulyana et al. (2020), social media marketing must target employee roles, departments, and learning opportunities as this level of customisation helps apply content at work and engage employees. Unilever's major data analytics service is sharing reviewed and produced training information on social media to help employees across departments and areas understand the topic.
Customising training material boosts student engagement by far as giving out personalised training material. Casey et al. (2021), elaborated how tailoring training to employees' job descriptions and learning styles can boost participation and engagement. Personalisation has promoted involvement at Unilever due to the training is relevant and does not generate disengagement.
Some research studies have criticised virtual training for using personal material more than face-to-face training, which emphasises group activities. Over-personalization can lead to information overload processing due to companies providing workers with information they cannot understand (Bok, 2023). When learners are overburdened, learning and training programs suffer as  Unilever requires find a way to personalise content without overwhelming staff.
[bookmark: _23ckvvd]Social Media and Real-Time Feedback
Real-time feedback makes social media potent for involvement as social media makes learning more participatory by providing rapid feedback from trainers and peers (Guillaume et al., 2021). VTP needs this feedback loop to motivate personnel as Unilever utilises social media for virtual training to provide immediate feedback and keep staff engaged.
Real-time feedback motivates employees to engage more as they can perceive their changes and development through it. Fan (2022) indicated that face-to-face social media communication boosts employee confidence and argument readiness, improving learning. Interactive performance feedback has enhanced training class engagement for shy or introverted Unilever employees.
Critics express that real-time publishing on social media platforms overwhelms employees and causes stress and worry (Marsh et al., 2024). Feedback seems to make employees participate in group activities even when they do not comprehend the issue. This shows Unilever the need to regulate feedback immediately as gaining feedback is crucial for involvement, whereas it requires to be done slowly.
[bookmark: _ihv636]Balancing Participation and Engagement
Unilever workers' VTP usage has increased due to digital marketing platforms like social media (Unilever, 2021). Cooperation, feedback, and personalisation are the most suitable ways to encourage interest. Withdrawal, idleness, data overload, and real-time input pressure are other issues. For VTP, Unilever strives for moderate participation and genuine involvement to promote social media engagement. The company is required to ensure that employees are engaged in social media material to increase participation. Thus, those aspects can be a balance of risks and opportunities for Unilever to enhance virtual training attendance and performance The company can achieve this by using both formal and closely monitored social media presence alongside the conventional training methods.
[bookmark: _Toc183635723]2.3. Digital Marketing Techniques like Email Marketing Effectiveness on Unilever's Virtual Training Programs' Effectiveness and Employee Knowledge.
The utilisation of e-mail marketing has transitioned from client outreach to formal internal training techniques, particularly in business corporate institutions. The main form of digital marketing utilised in Unilever is through the enhancement of virtual training using email marketing. Currently, at Unilever, employees are e-mailed learning material, updates, and even preservation reminders. The various studies are inconsistent about how effectively email marketing supports virtual training for employees and their knowledge.
[bookmark: _1hmsyys]Effectiveness of Email Marketing in Virtual Training
Many studies indicate that email marketing can help to enhance training content and encourage learners’ constant improvement. According to studies, e-mail is a good way to deliver staff training, subsequent communication and subsequent reminders as emails take content directly to the employee’s mail inbox where they just open to view (Zcybersecurity.com, 2022). Using email marketing with the online learning management systems ensures that Unilever employees get notified of their scheduled training, deadlines and materials to be used. This is with the understanding that training information is better retained with email marketing. For instance, it can be seen that learners who obtained emails and briefs of their training programs and materials supplemented with their learning experiences were more conscious of the information than other learners who interacted with training material during the program only. For further reference, Unilever emails containing brief summaries, questions or links to other materials would be useful to learners in the understanding of the topic.
On the other hand, by critically evaluating the context some other research studies raise concerns that email marketing is ineffective in virtual training. While using email as a marketing tool can pass information, it can also cause an overcrowded feeling, according to Sillence et al. (2022). Due to the information explosion, they possibly ignore or delete emails without even opening them. Perhaps, it perhaps an issue for Unilever when the employees consider the email marketing for training as unnecessary and invasive to them as other recipients.
[bookmark: _41mghml]Email Personalisation and Knowledge Retention
In VTP, email marketing is a valuable addition due to it offers the opportunity to make content personal. Another method that ensures the employees receive and open the emails is ensuring that they align the corporate emails sent to the employees with the job that they perform or the progress of their training programs. Ford (2020)pointed out that personalised email marketing can provide job-relevant content to target employees based on their learning needs. Unilever divides its employee population and sends customized training information to ensure that the training is more targeted towards their needs and thus they stand a better chance of remembering what was taught.
There are plenty of research papers and articles that describe various advantages of email personalization. Similarly, in contrast to general mail messages, Wash (2020) noted that the utilisation of personal e-mails raised training module completion and recall by 35%. Data analytics is useful for customising email content to areas of learning that can be lacking in Unilever’s virtual training strategy.
However, a few studies have shown that perhaps, personalisation is not effective for enhancing the knowledge-retention capability. This is due to personalised emails that can even bring about cognitive tiredness, especially for the working grown-up class as analysed by Garvey and Miller (2021). Any inundation in emails, irrespective of their context, can defuse the interaction of the employees with the training material. However, to efficiently reach those goals, Unilever has to synchronize the detailed, individualized information about the programmes and other training offerings with the number of messages that reach its staff, which is not required to be too high.
[bookmark: _2grqrue]Email marketing vs. other digital marketing
A study revealed that email does enhance training information, while social media and mobile apps with notifications can help too. As Hayes et al. (2020) have mentioned social media and mobile apps are more effective and dynamic than emails for employees. Such tools bring into the learning process the facility to actively engage, give feedbacks/ feedback and cooperate in real-time as compared to emails.
However, Smith and Zook (2024) asserted that email marketing does well when it is integrated with other tools within the digital space for the particular benefit of Unilever. Microblogging by social networking sites and applications can be utilised in the training process and emails can also be used for communicating important messages concerning the training. It is way more effective when a variety of other approaches to digital marketing is incorporated within the virtual training setting and environment, as this would also enhance understanding, as well as the program’s efficacy. Although, providing such aspects still the research supports Unilever’s virtual training execution and its ability to provide relevant content and retain it. However, such learning experiences cannot be solely effective by using personalised emails though they can be combined with other digital tools such as social media as Unilever’s VTP intends to utilise electronic mail and other internet marketing techniques.
[bookmark: _Toc183635724]2.4. Following the Effectiveness of Virtual Training Programs at Unilever, the role of Email Marketing Effectiveness in improving employee learning
Email marketing has significantly contributed to Unilever's VTP to improve staff learning as training; information that is on time and structure is effective in keeping employees interested and training modules function well. However, there is disagreement on the extent of the changeover email marketing to enhance the learning of the employees and even on whether the method is required to act as the sole channel of corporate training.
[bookmark: _3fwokq0]Learning Reinforced via Email
In corporate training programs, email marketing is more useful when it comes to the reinforcement of the knowledge gained. Additionally, information crowding which is the act of restudying at intervals helps in knowledge recall as trainings in emails occur to give staff reminders or summary or to operate a spaced repetition technique, such as a test. This removes the forgetting curve and keeps these facts and facts fresh within the heads of learners. Following training, this method has assisted employees of Unilever to be able to recall some facts. There are ways employers can assist individuals in assimilating training to their workplaces. Through follow-up emails containing key points or further material as the service of emails can increase long-term retention by 25% (Darnieder, 2024).
Some other specialists do not believe that email marketing can increase learning on its own. According to Wang et al. (2021), reminders and content reinforcement work well with emails, though emails are not very engaging for acquisition. It further can only be in one way, thus eliminating live feedback and participation in the conversation. Email marketing is perhaps able to support learning, though it is better to supplement it with active learning techniques such as quizzes, forums, and webinars.
[bookmark: _1v1yuxt]Personalised Learning Paths Using Email
Another advantage of email marketing is that it allows the consumer to have paths to their desired learning. Unilever can utilise the performance or the progress of the employees to strategically send them an email that leads them to a particular resource or even an offered course. Oliveira et al. (2023) explain that the learner paths enhance learners’ participation and course completion since the content is delivered based on one’s role, knowledge void and learning style. In turn, Unilever’s advantage is in presenting role-specific training, which in turn improves learning.
On the other hand, working with e-mail as a tool it is possible to adapt individual lesson plans, despite it has its drawbacks. In (), it was identified that while email marketing does provide targeted information, it is not as flexible as learning management systems. Through its implementation, learning management systems (LMS) platforms are able to customize the learning experience as an individual continues training. Emails can only deliver static content not allowing it to meet employee demands. Email marketing may make learning more personalized and, therefore, effective, however, when used as the primary learning approach, it cannot go unnoticed that its effectiveness is highest when it is complemented with more flexible platforms in the process, as applied by Unilever.
[bookmark: _4f1mdlm]Email Marketing for Learning Improvement Criticism
As per Páramo et al. (2021), email marketing to boost virtual training outcomes is criticized despite its advantage, in their study, they discovered that email fatigue is evident in big organisations where emails are frequently used. Many employees operate their working emails daily to receive different types of messages; thus, training-related emails may not be easily distinguishable and urgent. This leads to lesser involvement of training content and lowered effectiveness of virtual training programs. 
However, as stated by Belouadah (2023) while email marketing is popular it does not possess sufficient levels together with its completely interactive educational tone. This means that although emails provide knowledge, constant contact, including handling issues, is necessary for critical thinking and knowledge application since the mode of communication does not support these. Concerning Unilever, this criticism proves that email marketing can enhance staff development despite it cannot work as a standalone tool to create visible learning effects. Despite these contrasting views, it can be stated that email marketing can enhance the idea of virtual training conducted by Unilever through reinforcement and personalization of the programs. Email deployment reduces its efficiency of enhancing staff learning due to tagging along signs such as email fatigue and lack of engagement. Email marketing maintains and enhances learning retention and participation; however, it is not sufficient for Unilever to have complete virtual training. 
[bookmark: _Toc183635725]2.5. Social Media Engagement and Email Marketing Negative Influence on Virtual Training Programs' Ability to Increase Employee Involvement and Employee Learning at Unilever
Although social media engagement and email marketing is considered to provide great benefits with communication and training efforts, they can be detrimental to virtual training programs, especially to Unilever. According to Fu et al. (2020), overuse of social media messaging causes information overload in the workforce through constant updates. As this happens, people to fail to go through the content and hence disengage from the lessons being posted. In a working environment such as Unilever; the employees are faced with numerous tasks in their workplace hence making social media engagement to the list of added burdens instead of being a training tool.
In the same vein, email marketing, although a straightforward method of reaching the target audience, reaches cause the problem, of email fatigue. The authors Kong et al. (2021)  support their idea with information explaining that frequent email notifications can cause employees to consider all the training reminders as spam, thereby decreasing their participation in virtual training activities. In the case of a company such as Unilever, where e-mail, for instance, is critical for communication within the organisation in line with different processes, training e-mails may be lost or considered insignificant thus minimizing participation. Moreover, the research work of Dowell et al. (2020) suggests that email and social media, do not involve the active forms of communication that are beneficial for learning such as discussions and collaborative problem-solving. These factors can hamper deep interaction with the content material of the training, which is a critical determinant of using virtual training to enhance the knowledge base of the human resource at Unilever. Therefore, despite social media and e-mail marketing being effective platforms, their impact on employee engagement and learning is negative. 
[bookmark: _Toc183635726]2.6. Mitigating Strategies to Combat these Issues associated with Virtual Training Programs to Increase the Effectiveness of Unilever’s Virtual Training Programs.
Concerning the various difficulties observed in Unilever’s virtual training programs social media engagement and email marketing the following strategies can be adopted to minimize their impacts Several measures can be embraced to improve the spin-offs of the virtual training programs. One key approach is to trim down the amount of information being supplied by using a more comprehensive approach to the actual supply of information. As stated by Jampen et al. (2020), grouping the workers by roles and training requirements seems to allow for providing only necessary material through e-mail or other social platforms. This detracts from the mental load given to employees and makes it more likely that they can interact with training content. Specific to Unilever, involving employees and organisation practitioners has revealed that the adoption of a more personal and role-based form of communication modification is instrumental in enhancing not only the engagement of employees in training but also the overall involvement of the organisation practitioners in the training programmes due to the identification of needs that is found to be conforming to the actual roles they play in the ongoing undertaking of the organisation.
The other moderating measure means that there should be more participation and activity in the process of the virtual training program. According to Rahim et al. (2020), learners are able to study a subject much deeper when forums, quizzes or sessions where questions can be answered live are utilised. These tools give the employees a chance to engage in their training instead of going through the normal process of receiving knowledge. When implemented at Unilever, such features in the virtual training platform can bring about engagement and address non-participative learning due to one-way resultant communication common in email and social media.
However, using email marketing and social media along with other tools such as mobile learning apps or learning management systems can also work effectively. As indicated by Pekkala and van Zoonen (2022), relying on email and social media provide fewer opportunities for interacting with training content for the employees. 
[bookmark: _Toc183635727]2.7. Theoretical Analysis
The Resource-Based View (RBV) is among the theoretical frameworks that underpin the strategic management discipline and suggests that firms’ resource-based deprivation is the source of sustainable competitive advantage due to resources are valuable, rare, imitable, and non-substitutable. In the specific context of the present Unilever’s virtual training programs, RBV reveals that digital marketing is a valuable internal source. Other supporting digital marketing tools, that can also be employed to aid Unilever’s training include social media and e-mail to support Unilever’s training which can be in line with RBV due to its aims at deploying internal resources.
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[bookmark: _28h4qwu][bookmark: _Toc183635495]Figure 2.1: Resource-Based View (RBV)
(Source: Vasudevan, 2021)
The strategic application of technology in advertising improves employee interactions and content retention as a key tool in the firm’s functionality. For instance, it would be relevant to understand how Unilever accesses people digitally to make virtual training personalized as a semblance of the “value” within RBV. The use of these techniques enables the company to boost the level of participation by the employees hence enhancing learning processes that directly lead to the performance of the organisation (Obeso et al., 2020). This “inimitability” results in a competitive advantage for Unilever in the training of its workforce effectively (KIU, 2023). Apart from this, its extensive program of digital marketing and its training capabilities are an essential combination of assets that cannot be easily duplicated (Chinakidzwa and Phiri, 2020). In other words, RBV is useful for explaining how digital marketing in virtual training used by Unilever to build its strategic capability not only aids the training of employees despite it creates superior resource capability and sustainable competitive advantage for the firm.
[bookmark: _Toc183635728]2.8. Conceptual framework
[image: ]
[bookmark: _37m2jsg][bookmark: _Toc183635496]Figure 2.2: Conceptual Framework
(Source: Self-Generated)
The conceptual framework here illustrates how the IV’s and DVs are interrelated with one another through the basis of the research process and theories applied. This aspect illustrates that the RBV concept of utilising non-substitutability assets also holds with RBV in this scenario. In general, many organisations can take advantage of using digital marketing tools for training, whereas the coherent set of resources that Unilever has is its well-developed brand.
[bookmark: _Toc183635729]2.9.  Literature gap
Although the current literature is saturated with discussions on digital marketing tactics and virtual training initiatives, literature analysing the coordination of these factors within a large-scale multinational corporation, such as Unilever, is scarce. Many of the articles of the current period investigate the interaction of consumer engagement or the organisational communication through digital marketing and its implementation whereas spare few examine its effectiveness concerning the aspects of educating the staff. Also, most work fails to consider whether social media, for example, or e-mail news, might have a positive or negative impact on knowledge sharing and the kind of engagement one acquires in virtual training programs. For instance, Darnieder (2024) established various effects on emailing downsides and disengagement due to overt social media use though few signs on how such effects hinder virtual training efficiency directly within MNCs such as Unilever.
Another conspicuous omission is the failure to offer ways of managing the adverse effects of digital marketing on virtual training programs. While the information overload and lower employee satisfaction have considerable empirical support, it is difficult to find an extensive approach to addressing these challenges in the corporate environment, as per Arnold et al. (2023). Also, it is imperative to identify how organisational culture, leadership and digitisation adaptation in marketing strategies influence that virtual training in large and geographically dispersed organisations are not well researched. These are research gaps that especially in the context of Unilever require more investigation where virtual training is important for building the workforce and organisational performance.
[bookmark: _Toc183635730]2.10. Chapter Summary
Drawing from the case of Unilever, this chapter provided a critical analysis of the impact of specific techniques such as the use of social media and email marketing on the overall efficiency of carrying out virtual training programs. From the literature review, RBV insights supported the discourse by categorising digital marketing as an internal strategic asset. From the literature review, it was possible to establish that there is an area of limited research in the literature, specifically the incorporation of digital marketing within virtual training programs in multinational organisations.


[bookmark: _Toc183635731]Chapter 3: Methodology
[bookmark: _Toc183635732]3.0 Introduction
This chapter intends to describe the research approach used to examine the impact of digital marketing on the efficiency of virtual training programs in Unilever UK. It describes the clear and sequential method employed in developing the study and identifies the design and approach used, the method of data collection, and the issues of ethical concern. Ideal method selection is relevant to determine the connection between digital marketing variables and virtual training. The structured approach enhances the process of assembling quantitative data from the leaders from different UK departments making generalization within the business possible. This chapter also defines tools to analyse the descriptive data, particularly employing a positivist method. These methodological steps enhance the validity and reliability of results where the strict observational standard of ethical consideration policies is maintained to avoid divulgence of identity and maintain anonymity. Combined, these choices bring the methodology even closer to the topic, in an attempt to provide valuable findings about how digital marketing affects virtual training in Unilever.
[bookmark: _Toc183635733]3.1 Research Onion
The concept of the Research Onion was created to help navigate through the layers of methodology and enable the identification of the right research methods and methods. The model consists of six layers: a paradigm of research philosophy, approach, strategy, methodology, method, choice of time horizon, and method of data collection and data analysis (Abdelhakim and Badr ‎, 2021). Through going through each of the layers, one is in a position to look at which methods are most suitable for the achievement of the research objectives.
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[bookmark: _206ipza][bookmark: _Toc183635497]Figure 3.1: Research Onion
(Source: Abdelhakim, 2021)
Based on the hierarchical structure of the Research Onion, relevant philosophy, approach, and strategy will be chosen for this study. Every decision within the Research Onion is designed to correspond with the nature of this kind of research, to aid in exploring the impact of digital marketing on the efficiency of virtual training programmes at Unilever in the United Kingdom. Using the relevant data collection method as the research technique also makes it easier to follow the subsequent steps and tools in data analysis due to the nature of this study. The Rules of Research Onion also contribute to improving the overall organization of the topic, as every methodological decision is interdependent. This structured approach allows elaborate analysis of how digital marketing impacts engagement and effectiveness in Unilever’s virtual training programmes thus providing a reliable and valid conclusion.
[bookmark: _Toc183635734]3.2 Research Philosophy
Research philosophy is related to the assumptions and the way, the knowledge regarding the research is created and interpreted. The research philosophy consists of various types which primarily contain the following: positivism, interpretivism and pragmatism (Gannon et al., 2022). This research work assumes the positivism paradigm which is appropriate for research whose goal is to uncover if and how quantifiable facts exist and interact.
Positivism is selected as it focuses on the utilisation of a sup-structured method, quantitative data and measurable variables which is in tandem with the study’s achievement of establishing the effect of digital marketing on virtual training. Positivism which is a closed system dealing more with objective realities which are measurable is not used as this research aims at arriving at generalised quantitative findings. Intersecting quantitative and qualitative approaches that explore practical questions is also rejected due to the focus on the strictly quantitative goals of this research.
As this research is done under the positivist strain it is well aligned with the topic under discussion through an application of statistical analysis and hypothesis testing thus offering Unilever with quantifiable data analytics that it is in a position to harness into actionable insights. It also yields repeatable results, which can help Unilever arrive at informed conclusions about how digital marketing could improve interaction and impact virtual training.
[bookmark: _Toc183635735]3.3 Research Approach 
The research approach uses inductive, deductive, and abductive reasoning to acquire, evaluate, and interpret evidence (Proudfoot, 2022). This hypothesis-testing, theory-focused research uses deductive reasoning. This method allows quantitative testing of digital marketing hypotheses on training program efficacy. This quantitative research uses deductive rather than inductive or abductive methods since it is theory-driven and well-defined. This study is based on digital marketing and training performance ideas; hence hypothesis development is irrelevant. Abductive reasoning requires assuming from experiences based on insufficient knowledge is not suitable for formal, quantitative research. Deductive research is more focused as it is correctly aligned on the topic and may provide concrete and testable ideas on how digital marketing affects Unilever's virtual training. This connection allows Unilever to compare training performance and digital marketing effectiveness and make data-driven adjustments to its digital training.
[bookmark: _Toc183635736]3.5 Research Design
A research design is a plan with which an investigation is expected to be executed to define methods and strategies to garner data and analyse it. The research design consists of the following types which are: explanatory, descriptive, diagnostic, exploratory, and correlational (Wisenthige, 2023). This research will thus use a descriptive research method in an attempt to quantify the effect of digital marketing on virtual training at Unilever based on the factors which include. This choice is made since a descriptive research design is quite appropriate for establishing a quantitative relationship between digital marketing techniques and the existing training programs.
The designs that are available include the explanatory, exploratory, and diagnostic, which are not suitable for this study as they are mainly used when researching causal connections when an area of research has not been explored at all or the aim of the study is to establish the causes of an issue respectively. On the other hand, the descriptive design is consistent with the proposal to assess and document the impact of digital marketing variables including engagement level and training satisfaction on virtual training. By applying a descriptive research design the study is able to gather measurable findings on how digital marketing influences virtual training which will go a long way in aiding Unilever’s strategic plans of enhancing the training effectiveness through the use of data.
[bookmark: _Toc183635737]3.6 Research Choice (mono-quantitative)
The research choice determines whether quantitative, qualitative, or hybrid methodologies will be employed in the study. The options in research choices are usually categorized into the following; mono-method quantitative, mono-method qualitative and mixed method (Vizcarguenaga-Aguirre and López-Robles, 2020). Thus, this study uses mono-quantitative methods it justify the attempts to establish hypotheses and determine the relationship between Unilever's digital marketing initiatives and virtual training successes. The research's goal is to collect a lot of numerical data to analyse statistically to find trends or relationships. The mono-quantitative research design was chosen over a purely qualitative or mixed-method one as the latter could provide valuable insights while not the precise numerical data needed, while the former could add unnecessary complexity to the research study's focus. Unilever leaders seem to be surveyed using structured questionnaires for a mono-quantitative study. This option allows for targeted examination of tangible aspects like personality and digital marketing's impact on virtual training outcomes and can present statistically meaningful images to Unilever's organizational registers. SPSS data analysis yields quantitative, unbiased, and actual digital marketing evaluation results.
[bookmark: _Toc183635738]3.7 Research Strategy   
In this paper, research strategy is the overall approach to doing the study to answer research questions and achieve research objectives. Methods include experiments, surveys, case studies, ethnography, grounded theory, and action research (Vizcarguenaga-Aguirre and López-Robles, 2020). This study uses a survey technique since it entails systematically asking a number of respondents questions and allows for quantitative analysis. The study uses a survey technique to quantify the influence of digital marketing on virtual training at Unilever. Less effective are experiments and case studies. Experiments require a controlled setting, which is not achievable in this situation, and case studies, which collect qualitative data from a small number of people, are unsuitable for this quantitative study. For exploratory qualitative cultural or behavioural investigations, research questions and objectives do not choose ethnography and grounded theory.
Synchronising with the research theme, the survey approach is another efficient technique to accumulate quantifiable details about the factors including level of engagement, level of participation and perceived usefulness. This strategy aligns with the goal of developing hypotheses about the effects of digital marketing on virtual training at Unilever and applying these findings across the universality of the organisation.
[bookmark: _Toc183635739]3.8 Data Collection 
Data collection involves sampling from selected sources to address research questions. Quantitative data collection includes surveys and structured interviews, whereas qualitative data collection includes open interviews and focus groups (Karunarathna et al., 2024). A structured self-completed questionnaire is used to collect data for this investigation. The study's goal is to establish how digital marketing affects virtual training's effectiveness, therefore quantitative data collecting is used to measure variables like engagement and satisfaction. Interviews are not employed as they collect vast amounts of subjective data rather than objective data for hypothesis testing.
In line with the research topic, a structured survey, comprising 15 questions, will be launched among 100 Unilever leaders to measure the role of digital marketing in determining training outcomes. Through this approach, it becomes easier to plan and get concise responses that can be followed up by the statistical techniques in SPSS to see the relation and connection. They further state the fact that while using a structured survey, the validity of the study is improved as well as the reliability of data collected which will go a long way in coming up with recommendations that will assist Unilever.
[bookmark: _Toc183635740]3.9 Sampling Strategy 
A sampling technique describes how a research process is going to choose people from a population to participate in a study. Some of the familiar sampling methods are Probability sampling: Simple random, stratified, Cluster, and Probability (Ahmed, 2024). On the other hand, Non Probability sampling: Convenience, purposive. Consequently, purposive sampling will be used in this research to select 100 leaders from different departments in Unilever.
Considering these aspects purposive sampling is chosen as the individuals involved in the study are selected knowingly being experienced and informed about the virtual training programs and the digital marketing campaigns. Probability sampling techniques are not used as they only work with full random samples which may not capture persons with relevant information for this study. Convenience sampling is also not appropriate as it may produce a sample which is not deep enough in experience among the Unilever leaders.
This sampling technique is also reasonable in the context of the study as it involves participants with potentially rich data on the impact of the various digital marketing strategies on engagement as well as the effectiveness of the virtual training process. As this research targets leaders involved in developing or delivering training, it guarantees the collected data will be useful for assessing the role of digital marketing in virtual training at Unilever.
[bookmark: _Toc183635741]3.10  Data Analysis 
Data analysis is the process of going through the data that have been collected in order to draw useful conclusions, establish trends or validate a hypothesis that has been put forward. The types of data analysis process include qualitative, quantitative, and mixed-method analysis (Taherdoost, 2022). This research is quantitative in nature, consistent with its objective of establishing the statistical significance of the digital marketing variables towards virtual training evaluation at Unilever.
A reason for selecting quantitative analysis is that this research enables one to quantify the strengths or rating of the measures, such as engagement, satisfaction, and perceived usefulness, through the analysis of conditions and outcomes with the help of tools called SPSS that define tendencies or correlations between various aspects. Qualitative, or mixed procedures are not selected as the previous procedures engage stories and are appropriate for the exploratory orientation or applied investigation, which do not fit with this hypothesis-based research approach that relies on numerical data (Hullman and Gelman, 2021).
As informed by the research theme, a quantitative approach empowers the examination of hypotheses on the impact of digital marketing on improving virtual training at Unilever. The use of a Statistical Package for Social Science (SPSS) in analysing the collected data will make it easier to establish a solid statistical relation between the used digital marketing tactics and measure the effectiveness of training in the organization to make the results more authentic and useful in the organization.
[bookmark: _Toc183635742]3.11 Validity and Reliability
Validity and reliability are part of the measurement or assessment of research ongoing and findings with regard to its precision or truthfulness (Karunarathna et al., 2024). Validity makes sure that the research is estimating the things that are expected to be estimated while reliability makes sure the results are constant no matter how test they are repeated. There are three critical forms such as internal validity, external validity, and construct reliability. This work acquires both internal credibility verification for the outcomes and controlling the consistency of data outcomes in other similar samples for reliability.
Internal validity is selected as it is relevant for establishing the fact that the result of the survey is the real impact of digital marketing on virtual training, free from outside influence (Sharabati et al., 2024). Hypothesis testing also requires construct reliability since the research measures specific constructs like; engagement, satisfaction, perceived effectiveness, etc. The small sample size is the limitation as, unlike some quantitative research, external validity is not a concern here since the study is specific to Unilever only.
Regarding validity and reliability aspects in this undertaking, it is important to develop clear and understandable questions and to conduct a small survey prior to the actual survey. Another way through which validity is enhanced in this study is through minimizing human error in statistical analysis by making use of the SPSS to conduct analysis.
[bookmark: _Toc183635743]3.12 Practicalities of Research
Specifically, the practicalities of the research aspect are concerned with physical matters like resources, time, availability, and possibility of the research. The types of practicalities are resource planning, time, access by participants and data collection equipment (Karunarathna et al., 2024). To collect data from Unilever leaders, resource planning and accessibility of participants take the central stage in this study.
Resource planning appears to be of focus since it covers survey development, the use of software (SPSS), as well as data management in accordance with the Data Protection Act 2018 (Nagaiah and Ayyanar, 2021). Another factor is accessibility to participants, where again for the study, favour will be given to 100 leaders within Unilever who should be easily available and willing to participate. Concerns like time or data collection instruments are not very important since they have not arisen due to ill-prepared planning. In terms of practicality, this work makes sure of a realistic collection of necessary data from the concerned Unilever employees which increases the possibility of exploring the impact of digital marketing on virtual training. Besides, other points regarding accessible participant communication as well as data security enhance the commitment to ethical standards.
[bookmark: _Toc183635744]3.13 Limitations of Methodology and Methods
In its general sense, limitations of methodology and methods relate in a broad sense to the constraints that may characterise the application and scope and reliability of results (Sarker, 2021). They include sample size constraints, response bias, and possibly data analysis constraints. Of course, this study has some methodological limitations: the sample size, and potential response bias due to survey participant self-reporting.
The response rate is considered large due to the fact only 100 leaders were contacted and respondents, while the usable response rate is low since only 53 leaders responded to the survey (refer to Appendix 1). Another source of response bias is when subjects give socially acceptable real answers rather than the actual real ones and this affects the data quality. Each methodological limitation, for example, the use of quantitative data only and excluding qualitative findings, was not given high priority as qualitative data is not included in the hypothesis-testing framework of this study.
To these drawbacks, this study has offered a list of the potential range limitations and imprecise issues in detail to enhance the constructed model’s transparency (Mathrani et al., 2021). It has been acknowledged that the problems of sample size and response bias, the study conclusions will be pointed out with elaborations of these combined confines and their implications for analyses in Unilever’s virtual training style.
[bookmark: _Toc183635745]3.14 Inclusion and Exclusion Criteria
	Criteria
	Inclusion 
	Exclusion

	Participants
	Leaders and employees of Unilever in the UK
	Employees and leaders from the outside of Unilever

	Business Sector
	digital marketing on the effectiveness of virtual training programs at Unilever in the UK
	digital marketing on the effectiveness of virtual training programs outside the Unilever

	Geographic Scope
	Focus on the business process of Unilever in the UK
	Businesses from other sectors and the outside of UK

	Data Sources
	Peer-reviewed articles, official reports, surveys
	Non-verified sources, opinion pieces, outdated data 

	Time Period
	Data from 2019 Onwards about Unilever UK.
	Data before 2019 and unrelated areas considering the Unilever UK

	Language
	English-language data and participants  
	Non-English-language data and participants


[bookmark: _25b2l0r][bookmark: _Toc183635498]Table 3.1: Inclusion and Exclusion Criteria
(Source: Self-Generated)
[bookmark: _Toc183635746]3.15 Ethical Consideration
Ethical issues include issues like privacy and consent that encompass issues of data protection. In this research, it is important to ensure full compliance with the Data Protection Act 2018 to protect participants’ data (Thapa and Camtepe, 2021). All participants were informed about the aims of the study and each participant will sign a consent to their involvement in the study. Participants were promised anonymity and confidences and the data collected will only be used for the purpose of this research.
[bookmark: _Toc183635747]3.16 Time Horizon
The time horizon involves the period taken in data collection and analysis with cross-sectional and longitudinal time horizons (Wanat et al., 2024). This research utilises a cross-sectional temporal perspective, whereby data are obtained at a single point in time to establish the current attitude towards digital marketing for virtual training. This approach is appropriate as the study’s purpose is to assess the current state and as it does not require identifying temporal trends.
[bookmark: _Toc183635748]3.17 Chapter Summary
The methodology chapter that defines how the impact of digital marketing on virtual training at Unilever is to be investigated is described in this chapter. It explains the method of the research, the methodology, the method strategy and the method of data gathering and analysis under positivist epistemology. The concepts of validity, reliability as well as ethic issues, though seemingly restrict the possible topics, guarantee methodological soundness of research; further, the cases, limitations and practicalities are clearly declared. Combining, these methodological procedures offers a sequentially specified approach towards deriving credible findings concerning the notion of how digital marketing impacts virtual training effects.


[bookmark: _kmbcifusz56o][bookmark: _Toc183635749]Chapter 4: Data Analysis 
[bookmark: _8r8fcdyqyylp][bookmark: _Toc183635750]4.1 Introduction 
This chapter on Data Analysis is a critical component of this study, designed to interpret and evaluate the data collected to address the research objective: analysing the impact of digital marketing on the efficiency of the virtual training at Unilever companies in UK. This chapter outlines the procedures for presenting, analysing and interpreting the findings obtained from the quantitative research technique used in the study. The chapter commences its analysis with a Presentation of Results section that allows one to navigate the obtained data easily. This involves Demographic Analysis, where it is useful to know more about the participants before the actual study, and Descriptive Analysis, where one desires to get a deep insightful knowledge of trends and features in the data set. The chapter then highlights the Regression Analysis and Correlation Analysis to analyse the linkage and dependency between the various strategies in digital marketing and Unilever’s virtual training matrix. Through the orderly implementation of these steps, the intended purpose of this chapter is to explain the degree to which different DM activities influence the virtual training program at Unilever.
[bookmark: _otuhf3pu8jt1][bookmark: _Toc183635751]4.2 Presentation of Results 
In terms of presenting the employed process of data analysis for this research topic on the impact of digital marketing and virtual training’s effectiveness on Unilever’s employees, the quantitative analytical process of SPSS was implemented in this research. In this context, Rahman and Muktadir (2021) asserted “Statistical Package for the Social Sciences, widely known as SPSS in the field of social sciences is an effective tool for quantitative data analysis”. Considering this prospect the analysis here intends to provide Demographic Analysis, Descriptive Analysis, Regression Analysis, and Correlation Analysis to evaluate the quantitative prospect effectively. As described by La Trobe (2020), “Statistics in another way is a mathematical procedure to interpret required information from gathered data, especially for using a group of samples from those in a representative population ” (Rahman and Muktadir, 2021). 
[bookmark: _pcus86i10t2y][bookmark: _Toc183635752]4.2.1 Demographic Analysis 
The Demographic Analysis prospect provides information about the participants who have participated in the study in terms of age, gender, their position in Unilever and years of experience in virtual training. The analysis here describes the respondents and offers a background for analysing the results of the study and how such factors as age, gender, and employment status may affect their perception and use of digital marketing techniques.
Age Category
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[bookmark: _mb9y0arzsfcv][bookmark: _Toc183635499]Table 4.1: Results of the Age of Participants
(Source: SPSS)
In this analysis participants’ age distribution also varies to present a cross-section of individuals in different generations, a strength in understanding one’s preferred audience. The largest percentage is 40%, those of ages 25-34, which means that young professionals make up the largest portion of the sample. Out of all the participants, 30% are coming from the age group of 18 to 24 years, which also means that young generation representation is also quite good. From the age group of 35-44 years, participants are here cumulated as 20%, while participants who are 45 years and above are 10%. This distribution indicates that the virtual training at Unilever tends to attract a younger group of the population, which is in keeping with other virtual access patterns. Consequently, it seems reasonable to hypothesize that training for these two age groups along with digital marketing efforts that are better aligned to their needs, should improve overall outcomes.
Gender Category
[image: ]
[bookmark: _m05p3pj04qh7][bookmark: _Toc183635500]Table 4.2: Result of Gender of Participants
(Source: SPSS)
In this demographic analysis, the gender distribution among participants indicates a fairly diverse representation as the distribution of the respondents was as follows; 38% belonged to Category 1, 24% to Category 2, 23% to Category 3 and 15% to Category 4. This variation is still mutually reinforcing while maintaining a slightly more skewed distribution compared with 2.15, partially due to Category 1, which now represents the largest portion of students. It is good to work with gender perspectives because it gives a better understanding of the different gender views and could equally impact the level of participation and success within Unilever’s virtual training platforms or digital marketing projects.
Designation Category
[image: ]
[bookmark: _e7lesmiyvwpc][bookmark: _Toc183635501]Table 4.3: Result of Designated Job Position at Unilever of Participants
(Source: SPSS)
The table here illustrates that The findings for the sector in which Unilever participants work show a balanced gender distribution in the analysed organisation. The largest share (45%) qualified their interest in virtual training in the Marketing and Sales sector. Operations and Supply Chain Management come next at 30% meaning that training should adopt digital means to improve operations. The Research and Development sector has attracted 15%, which can be attributed to participation in innovation activities. Last, of them, 10% of participants work in the Finance and Human Resource sector. From the distribution above it is evident that Unilever’s virtual training program is used across the departments, where the marketing and operations departments use it most.
[bookmark: _tawwn0j5g31c][bookmark: _Toc183635753]4.2.1 Descriptive Analysis 
Descriptive analysis is a statistical technique aimed at enabling summative, comparative and presentation of data in an intelligible format. As per the research by Cooksey (2020), the components of descriptive statistics include investigating the basic ideas of probability and normal distribution. The mean or anticipated value of an observable is comparable to determining the average value in classical terms, as asserted by Schermerhorn et al. (2021). The literature offers a variety of methods for determining normalcy; among these are kurtosis and skewness values. Apart from this Demir (2022) asserted that the skewness and kurtosis coefficients in this case shifted away from zero, indicating that sample size has an impact on normality tests, which typically produce significant results.
[image: ]
[bookmark: _4h042r0][bookmark: _Toc183635502]Table 4.4: Result of descriptive statistics
(Source: SPSS)
The quantitative data analysis presents the basic general characteristics of the participants. This descriptive-analytical evaluation reveals that the mean value is 2.38  for the age categories. This refers to the propensity of 2nd age group which was 26-35 years old as the huge portion of participants. Regarding the sector of work designation category, the mean value is 2.30 which propensity of the 2nd option among the work designation which is Marketing Executive. This value shows the density of participants who have taken an active inclusion in the survey.
Considering this prospect as per Hodges et al. (2022) it can be asserted that the skewness and kurtosis values provide information about whether or not each variable can take part in additional testing. In this analysis, the skewness values of variables are 0.186; 0.402; and 0.233 respectively indicating that the values lay in between the range of -1 to +1. This highlights that all the skewness values of variables contain positive skewness while the kurtosis values are -1.039; -1.197; and -1.190 indicating the negative values of kurtosis in each of the variables. The statistical evaluation indicates that virtual training is most valued by occupations in the Marketing and Operations career fields. The similarities of these responses at different age groups and sectors underscore the need for applying virtual training in the functional areas.
[bookmark: _3rvdzuvmqi19][bookmark: _Toc183635754]4.2.3 Regression Analysis 
In this process of SPSS, the prospect of Regression Analysis provides complex relationships between dependent and independent variables and has become useful in understanding the impact of each of the variables on other ones. The reason behind employing the regression analysis consists of proving the relation between independent and dependent variables which makes it a significant aspect throughout the SPSS. In addition to this, it is also necessary to state that the regression test consisted of R square value and ANOVA tests through which the relationship can be understood, as elaborated by Golhar et al. (2021).
Model Summary
[image: ]
[bookmark: _vb6908iuh3aa][bookmark: _Toc183635503]Table 4.5: Model Summary of Regression Analysis
(Source: SPSS)
In this table of “Regression Analysis”, the dependent variable's degree of dependence on the independent factors is known due to the display of the variables' R square values in this analysis. Through this R square value, it can be comprehended that the dependent variables entirely depend on the independent variables (DINH and PHAM, 2020). Here R square represented the value of 0.494; this shows that if there is a 100% change in the independent variable then around 49.4% change can be encountered in the dependent variable. In this study the Independent variables are "Social Media Engagement"; and the Dependent variable is "Effectiveness of Virtual Training Programs". As predictors here appeared to be Constant, then this highlights the fact that employee engagement which is heavily dependent on social media engagement, can be used for Unilever's digital marketing. Additionally, social media engagement promotes employee participation in Unilever's virtual training programs as Unilever's digital awareness can boost employee efficiency and value. Apart from this, virtual training programs boost employee confidence by creating appropriate training and learning procedures in terms of digitalization. On the other hand, the Dependent Variable that has been shown in this analysis indicated that Unilever's virtual training programs' effectiveness is impacted by the effectiveness of email marketing.
ANOVA
[image: ]
[bookmark: _2lvpg2xsqijs][bookmark: _Toc183635504]Table 4.6: ANOVA test of Regression Analysis
(Source: SPSS)
In the ANOVA test, it can be asserted that the p-value, also known as a significant value, in the ANOVA test, must fall between 0.00 and  0.05, as claimed by Di Leo and Sardanelli (2020). A positive association between variables is indicated if the value falls within the range, and vice versa. In this research analysis, the ANOVA test shows that the significant value here counted as 0.000 which indicates that there is a positive relationship between independent and dependent variables. From these results, it can be asserted that Alternative Hypothesis 1 (which is hypothesis 1) which elaborated that “The use of digital marketing techniques like Social Media Engagement significantly encourages employee participation in the Effectiveness of Virtual Training Programs at Unilever” has been proved here effectively. This proving the aspect of the Independent and Dependent variables are correlated with each other illustrating that there is a strong relationship between social Media Engagement and the Effectiveness of Virtual Training Programs.  
[bookmark: _76yuc4ovzy71][bookmark: _Toc183635755]4.2.4 Correlation Analysis 
In terms of analysing the correlation between the independent and dependent variables, it can be highlighted that the value of the Pearson Correlation must range from -1 to +1 which contributes to the close existence with the value1. Considering the dependency between the second Independent variable of "Email Marketing Effectiveness" and the Dependent Variable of "Effectiveness of Virtual Training Programs" the analytical evaluation has effectively illustrated the connection by representing the Pearson Correlation Analysis.  In this research, it can be seen that the Pearson correlation between statement 8 (which is about how the Virtual Training Program increases employee skill and efficiency at Unilever) is correlated with statement 12 (which is about how the use of Email Marketing Effectiveness influences the Effectiveness of Virtual Training Programs at Unilever) proving through the value of 0.560 which shows a positive correlation between the variables. Likewise, statement 9 (which is about how Virtual training programs increase employee confidence by developing proper training and learning procedures in terms of Digitalization) is also correlated with statement 13 (which is about how digital marketing includes Email Marketing Effectiveness and positive influence on learning) proving through the value of 0.528 illustrating a positive influence of correlation. Correspondingly, it can be seen that the Pearson correlation between statement 10 (which is about how Email Marketing helps employees inclusion in the Unilever training programme) is correlated with statement 14 (which is about how best practices in digital marketing for virtual training programs make suggestions for enhancing better strategies at Unilever) proving through the value of 0.535 indicating the nearby existence of the value 1 illustrating a positive correlation between the variables. In this prospect, Statement 11(which is about how email marketing can help increase employee learning) is correlated with Statement 15 (which is about how Unilever seems to grow its employee efficiency by implementing virtual training programmes) proving through the value of 0.618 indicating the nearby existence of the value 1 illustrating a positive correlation between the variables.
[image: ]
[bookmark: _2d3uotv4agb8][bookmark: _Toc183635505]Table 4.7: Illustration of the Value of Correlation Between Different Variables
(Source: SPSS)
This analysis indicated that through the evaluation of the dependent variable related to the second independent variable. The results show that Alternative Hypothesis 1 (which is Hypothesis 2) has been proved to effectively highlight the prospect of the inclusion of several approaches for digital marketing format consisting the Email Marketing and its effectiveness having a positive influence on the learning achievement of the employees following the Virtual Training Programs at Unilever.
[bookmark: _e8ua0uaba0iu][bookmark: _Toc183635756]4.3 Outcome of results 
The findings of the research provide important insights obtained from the research and assess the effects of digital marketing on the performance of the virtual training program in the area of Unilever in the UK. The research was done by analysing various factors by employing the statistical tool called SPSS which includes demographic analysis, descriptive analysis, regression analysis, correlation analysis and others. These methods helped to reveal how various activities in digital marketing strategies, for instance, social media use and email campaigns, are linked to the effectiveness of virtual training.
Demographic Analysis: The demographic analysis involved the participants’ age, gender and job designation only to determine the sample representation in the study. Age Distribution analysis highlights that most of the participants were between 26 to 35 years of age, 30% were between 18 to 25, 20% were between 36 to 45 and, finally, 10% of participants were 46 or older. This disseminating focus on the younger professionals means that the Unilever virtual training is mostly appealing to the younger generations, consistent with their fluency in digital technologies. Gender Distribution analysis highlights that participants were diverse as these percentages’ distribution was nearly equal to the categories, with category 1 (38%) being the largest. This diversity provides an opportunity to ascertain how gender-specific impacts might affect the successful implementation of digital marketing and virtual training. Job Designation analysis considering Unilever’s organizational department, 45% of participants were from the Marketing and Sales, 30% participants were from Operations and Supply Chain, 15% from Research and Development, and 10% from Finance and Human Resources. Distribution of Virtual Training among Marketing Professionals This distribution reveals the significance of virtual training to indicate the need to design such programs based on department requirements (refer to Appendix 3; 4; 5).
Descriptive Analysis: In descriptive analysis, patterns of the data were summarized and frequency distributions of the data were discovered. The Mean Value of age categories was 2.38, indicating more respondents belonged to the 26-35 age group. Likewise, the mean of job designation equals 2.30, this suggested that the majority of the respondents were marketing executives. During the analysis of Skewness and Kurtosis the coefficients of skewness of the variables were obtained as 0.186, 0.402, and 0.233, all of which are between -1 and +1. The values of positive skewness are also signifying that the data exhibits a slight level of asymmetry. The kurtosis values were negative and they equal -1.039,-1.197,-1.190 respectively which means the distribution of data is flatter. These results support the appropriateness of the data for further statistical analysis as part of the evaluation.
Regression Analysis: Regression analysis was used to assess the degree to which digital marketing approaches influenced the viability of virtual training programs. R-Square Value analysis here shows that the R-square value was 0.494, which indicates that 49.4% of the change in virtual training program effectiveness can be explained by changes in social media and email marketing activities. However, the ANOVA Test gave a significance value of 0.000, showing that the independent and dependent variables are significantly and positively related. This validates Hypothesis 1: The employment of Web 2.0 for marketing purposes considerably enhances the interest of the employees and the success of online training in the company Unilever. From the result, it has been concluded that social media activity is significantly a predictor of employee involvement in virtual training activities. Besides, digital marketing and virtual training show synergy and improve the overall results of the training process and the employees’ performance.
Correlation Analysis: Multiple regression analysis was used to analyse the relationship further regarding the state of affairs in the context of email marketing and virtual training programmes. Pearson Correlation Coefficients illustrate regarding the contribution of email marketing to the improvement of learning among employees, the correlation with the efficiency to be achieved via virtual training among organizations including Unilever was highly positive, 0.618. Other coefficient values are 0.560 considering the efficiency of email marketing, affecting training effectiveness and 0.528 considering the influence of email marketing on the digitalisation of learning proved here. The results validate Hypothesis 2: On the same note, the addition of email marketing has a positive impact on student learning and engagement in Unilever’s virtual classes   (refer to Appendix 5).
[bookmark: _omtvt1ix4n9l][bookmark: _Toc183635757]4.5 Chapter Summary
This chapter focuses on the analysis and results findings of data that was gathered to determine the influence of digital marketing on the improvement of virtual training programs in Unilever UK. It uses SPSS for quantitative analysis and includes several quantitative techniques such as demography, description, regression, and correlation analysis and comes out with various results. The Demographic Analysis showed that most participants were 25–34 years old, supporting the idea that Unilever's virtual training targets young, gender-balanced personnel in marketing and sales. The Descriptive Analysis examined crucial factors like the mean value of age groups and favoured jobs like Marketing Executives. Skewness and kurtosis tests confirmed data distribution normality, indicating enhanced preparation for subsequent activities. Regression Analysis showed how independent variables like social media, email marketing, and others influenced the dependent variable, virtual training program effectiveness. The ANOVA test showed a positive link between social media and employee engagement and virtual training effectiveness. The Correlation Analysis shows a Positive Pearson correlation coefficient on significant parameters including email marketing, learning, and staff efficiency. These findings confirmed the close relationship between Digital Marketing and virtual training program performance. Consequently, the evaluation supports the hypothesis that digital marketing, including social media and email marketing, improves Unilever's virtual training initiatives by increasing employee engagement, learning, and productivity.


[bookmark: _igjlseavsgc1][bookmark: _Toc183635758]Chapter 5: Discussion 
[bookmark: _5134tvqaku9d][bookmark: _Toc183635759]5.1 Chapter Overview 
The chapter has been covering the discussion on a critical component of the study which has been designed to interpret and address the research objective. The chapter has also outlined the procedure for presenting and interpreting the finding switch to obtain quantitative research technology in the entire study. 
[bookmark: _Toc183635760]5.2 Discussion 
Based on the findings it has specified that from the demographic analysis, it can be stated that the m provided the information through the participants who have in the study on times of age, position, and gender of the Unilever workers based on the experience of virtual training. The results from the age of participants of age have specified that the distribution indicated the virtual training at Unilever can attract the younger group of the population that can be developed in the process of virtual patterns (Ustik et al. 2024). It has been evaluated that the hypothesis of training between two age groups along with the digital marketing airports better along with the ultimate needs and developing the outcome. As a result, developments of digital marketing in the effectiveness of virtual training programs at Unilever. 
From the analysis of gender categories, it has been specified that the category presents the larger position of students. It has been created as a positive science to working with the gender perspective as it can provide a better understanding of the multiple group views that can affect the level of participation in Unilever. As a result, the enhancement of participation and success in the growth of Unilever can also be developing the culture of Unilever virtual train programs effectively (Nwabekee et al. 2024). 
Besides that, the results of the destination category specified the improvements of the virtual training program and marketing sector in Unilever around the United Kingdom. The research and development sector has attracted around 15% which can generate participation in the innovation activities of Unilever. However, 10% of the participants have been working in the sectors of human resource and finance departments. Through the distribution, the time that the universe virtual training program has been used based on the different departments at the timing of the marketing and the operation department has not been used the most. 
Through the descriptive analysis, it has specified that the components of descriptive statistics have investigated the basic idea of normal distribution and probability (Abdul-Azeez et al. 2024). Apart from that it has been evaluated that the skewness, as well as kurtosis coefficient, have shifted ever from zero which can be indicated by the sample size making an effect of the normality test. It has also typically produced significant results that can develop the cultures of market influence activity by generating the training program in Unilever. 
The quantitative data evaluation has presented the general characteristics of the participants It has been evaluated that the mean value is 2.30 the propensity of the second option throughout the work resignation that is marketing executive. The value of having an overview of the density of the participants that can take the active inclusion of the entire survey. The highlights have been representing the skewness values of a variable that contains the positive signs with the values of kurtosis that are -1.039, -1.18,7, and -1.190 effectively. Therefore, the statistical evaluation has been evils about the virtual training most valued by occupation in the operations and marketing career fields (Abdul-Azeez et al. 2024). The similarity of the responses at multiple age groups is the need to apply virtual training of the functional area in Unilever. 
However, the regression analysis has also evaluated the concepts of model summary and ANOVA test effectively. The model summary and hypothesis 1, have specified the predictors that have appeared to the constant and highlighted the fact of workers' engagement which has been dependent on the social media engagement of Unilever. Therefore, social media engagement has promoted the worker's participation in Unilever by promoting the virtual training program. As a result, it can also develop the worker's value and efficiency and can increase the water ranges of motivation infrastructures. From that, the virtual training programs can also increase the wider range of confidence rates by making accurate learning and training procedures in terms of digitalization (Ruiz et al. 2024). The dependent variable that has been overviewed in the evaluation has indicated the universe virtual training program effectiveness that can be made of email marketing. The ANOVA has also specified the alternative hypothesis 1 that is referring to hypothesis 1 proves the attributes illustrating the stronger relationship between the two kinds of attributes related to virtual training program social media engagement. 
In contradiction, from hypothesis 2, it has been specified that the different approaches of digital marketing related to email marketing effectiveness have been having a positive influence on the learning achievements of the workers, following the effectiveness of the virtual training program at Unilever. However, it has been also specified that the alternative hypotheses have been proved here as the attributes of evaluation in stronger relationships between the two kinds of things. As a result, the virtual training program has been also used to build upon the strategy capability by effectively making training program changes (Sikkandher et al. 2024). The development of training programs can also create a superior resort capability and generate sustainable comparative advantages for the organization. 
[bookmark: _ho8662ndpr4c][bookmark: _Toc183635761]5.3 Chapter Summary 
From the above-defeated analysis, it has been specified that the drawing from the case of Unilever the chapter provided a critical discussion of the effects of specific techniques related to the use of social media and email marketing. Besides that, from the literature review, the insights of RBV have been also supported the disclosure by categorizing the digital marketing which has been considered as an integral strategic asset effectively. It has created the possible cultures to establish the area of Limited research that can be specifically incorporated with digital marketing within the virtual training programs of multinational organizations in a sustainable manner. It has been also illustrated about the working progress of independent variables and dependent variables that can be interrelated with the other through basis and theories which have applied. The attributes have also illustrated the RBV concept for utilizing the non-substitutability acids that can hold the RBV of this scenario. Different kinds of organizations can also take advantage by using digital marketing Technology for training there by the coherent state of resources Unilever developing the development brand effectively. 


[bookmark: _sab960lopgaf][bookmark: _Toc183635762]Chapter 6: Conclusion and Recommendations 
[bookmark: _2w5ecyt][bookmark: _Toc183635763]6.1 Conclusion 
The above-depicted analysis has specified that the use of digital marketing has become important in the organization and integrated into the different operation areas. The particular area has been corporate training which is particularly in the large Global organization related to Unilever. The virtual training program has approached the status of necessity that can develop in the complex business climate to enhance the adaptable personnel and competence. In addition, the same timing that technology of social media Search engine optimization and email can potentially create a substance in your effects on interaction and participation of such programs. The research work has been intended to assess the digital marketing strategies by Unilever of the UK that can develop the effectiveness of online training. 
The research work is intended to assess digital marketing strategies based on the background and context that have highlighted the research problem. All chapters have also intended to outline aims and objectives based on the research topic and elaborate the methodological overview effectively. It has been treated as a most prominent multinational operation with around 190 locations in the Global marketplace. The FMCG has been also considered the global largest maker in the area of home care, personal care, and food. It is important in the future to generate investment in training and development ongoing in delivering training which has been a determinant of strategic and competitive advantages. As a result, the training initiative continues to be imparted remotely in the pandemic situations of the organization to adopt the work-from-home concept. The rewards and workers' Recognition have been also participating in the social media discussion which collaborated on the project by boosting the confidence rate among the workers. The organization can also increase the excellent value of its current focus of involving social media while the company occasionally integrates the training methods. 
[bookmark: _1baon6m][bookmark: _Toc183635764]6.2 Linking with Objective 
Research Objectives 1: To determine the present status and extent of online training activities in Unilever in the UK
Research objective 1 has been about the extent and status of online training activities in the Unilever of the UK. The points have been effectively met in the sections of chapter 2 and chapter 4 of the subsections 2.2, 4.2, and 2.3. The implication of social media interaction has emerged with the critical elements they will up in the worker's engagement in the virtual training process. The strategy has been useful for participating in the assessment task whether or not to increase the level of efficient collaboration between the students. As a result, social media has also helped Unilever to engage in learning system learning outcomes and the active engagement process of social networking services has made it easier to operate online and generate participation programs (Sklavos et al. 2024). 
Research Objectives 2: To evaluate the use of virtual training programs at Unilever for learning accomplishments
The second objective has been to evaluate the concept of efficient use of virtual training programs for learning accomplishment in Unilever of the UK. It has been elaborated on in chapters 2 and 4 in the subsections of 2.4, 25, and 4.2 effectively. Therefore, corporate training programs and email marketing have been useful for reinforcing the knowledge which have been assigned. The personalized learning pets can also utilize the performance progress that can be strategically directed to particular resources by offering the courses (Sklavos et al. 2024). Social media engagement as well as email marketing have been considered to provide greater benefits with training and Communications, especially to Unilever. Thus, email marketing has been improving the virtual training programs that can enhance efficiency. 
Research Objectives 3: To identify the best practices in digital marketing for virtual training programs and to make suggestions for enhancing the current enforcement of such strategies at Unilever
The research objective has been to analyse the concept of identification of better practices in digital marketing for the implication of virtual training programs. It has also created suggestions for enhancing the current enforcement activity of different kinds of strategies at Unilever of the UK. Besides that, the analysis has been going on by elaborating on chapters 2 and 4 in the subsections of 2.6, 2.7, and 4.2 points. Therefore, the implications of the virtual training program have been intended to demonstrate the different relatable problems of Unilever effectively (Ruiz et al. 2024). As a result, the other moderating determination can also generate participation and activity in the process of the virtual training program effectively. 
[bookmark: _3vac5uf][bookmark: _Toc183635765]6.3 Future Scope 
Taking the help of the research work further evaluation will be done. Besides that, the research work has been effectively considered by taking the help of the primary quantitative methods that can remove chances of bias and maintain the data authenticity. As a result, the father's research work will provide accurate information on why reading the entire concepts of the research work. It can also improve the culture of positive effects of this research work in an effective manner. 
[bookmark: _2afmg28][bookmark: _Toc183635766]6.4 Limitations of the Research Work 
The research work has been effectively considered taking the help of the primary quantitative research work. Therefore, the water rangers of data have not been collected in this paper. Besides that, the wider range of information related to journals, paid from articles, websites, and PDFs have not been collected. Therefore, it can also be easily recommended that the interpretation of secondary qualitative research work and the use of thematic analysis will create a positive culture. As a result, the rate of hunting infrastructure has been reduced as well as time management can also be considered. The complexity of primary research as well as the feasibility of research have been Limited and have been making a negative range of implications for the entire research work. 
6.5 Recommendations 
Taking the accurate ranges of action plan the issues can be effectively diminished. 
1. The effective use of secondary qualitative research work: 
For further research considerations, the secondary qualitative research method can be used. It will develop the process of data authenticity by maintaining the quality of the research work and collecting the different kinds of information that can be based on the research topic in an effective manner. The interpretation of thematic analysis can also develop the culture of research effectiveness (Sikkandher et al. 2024). It can also be helped in this research work by generating the quality as well as collecting the void ranges of information based on the research topic. 
2. Interpretation of email personalization as well as knowledge retention: 
The interpretation of email personalization can create a significant contribution for Unilever that can develop in the staff learning process. Besides that, the incorporation of training programs can also generate the assimilations for effectively achieving longer-term determination (Abdul-Azeez et al. 2024). The personalization’s of knowledge retention growth can also be generating the learning management system which has been used as the primary learning approach and unnoticed the effectiveness by complementing the flexible platform of Unilever. 
3. Developments of the virtual training program at Unilever: 
The proportions of virtual training programs can also improve social media messaging as information is overloaded in the workforce throughout the constant updates. The individual can also fail to go through the contained as well as improve the working environment of Unilever by facing the numerous tasks in the workplace (Abdul-Azeez et al. 2024). Besides that, the concerns of different difficulties have been observed in the Unilever virtual training program. The Minimizing effects of several determinants can impress the development of virtual training programs effectively. 
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[bookmark: _y9yofqm44qc5]Questionnaire
Do you want to participate in the survey?
Yes
No
[bookmark: _hjg7frat59zb]Demographic Questions:
[bookmark: _96gd4lhq6eaj]Which out of the listed age categories are you in?
18 to 25
26 to 35 
36 to 45 
46 to 60
[bookmark: _jyt5d3mgjzte]What is your gender?
Male
Female
Non-binary
Prefer not to say
[bookmark: _dwwn3ic8d8zl]Which sector of Unilever do you work in?
Store Manager
Marketing Executive
Retail Administrator
Others
[bookmark: _hqz03kepqkzf]Additional Close-Ended Questions: 
Table
	Variables
	Likert scale

	[bookmark: _buxrnag5rt7g]Independent Variables: Digital marketing strategy: “Social Media Engagement”
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	To determine the present status and extent of online training activities in Unilever in the UK.
	
	
	
	
	

	Social Media Engagement encourages employee participation in the Virtual Training Programs at Unilever.
	
	
	
	
	

	The online training activities can facilitate mass engagement with Unilever in the UK.
	
	
	
	
	

	Employee engagement significantly relies on Social Media Engagement which can be used for Unilever’s Digital Marketing
	
	
	
	
	

	Digital Awareness of Unilever can increase employee efficiency.
	
	
	
	
	

	[bookmark: _kw52qhipw7h2]Independent Variables: Digital marketing strategy: Email Marketing Effectiveness
	
	
	
	
	

	To evaluate the use of virtual training programs at Unilever for learning accomplishments.
	
	
	
	
	

	Virtual Training Program is crucial for increasing employee skill and efficiency at Unilever.
	
	
	
	
	

	Virtual training programs increase employee confidence by developing proper training and learning procedures in terms of Digitalization
	
	
	
	
	

	Email Marketing can help in reaching employees regarding the Unilever training programme effectively.
	
	
	
	
	

	Employee learning seems to be increased by the implementation of an email marketing format.
	
	
	
	
	

	[bookmark: _3ek4lidn1g45]Dependent Variable: Effectiveness of Virtual Training Programs
	
	
	
	
	

	To identify the best practices in digital marketing for virtual training programs and to make suggestions for enhancing the current enforcement of such strategies at Unilever.
	
	
	
	
	

	The use of Email Marketing Effectiveness has an influence on the Effectiveness of Virtual Training Programs at Unilever.
	
	
	
	
	

	There are several approaches to digital marketing that include Email Marketing Effectiveness and positive influence on learning 
	
	
	
	
	

	Best practices in digital marketing for virtual training programs make suggestions for enhancing better strategies at Unilever.
	
	
	
	
	

	Unilever seems to grow its employee efficiency by implementing virtual training programmes. 
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[bookmark: _Toc183635772]Appendix 5
	Correlations

	
	Which out of the listed age categories are you in?
	What is your gender?
	Which sector of Unilever do you work in?
	Social Media Engagement encourages employee participation in the Virtual Training Programs at Unilever.
	The online training activities can facilitate mass engagement with Unilever in the UK.
	Employee engagement significantly relies on Social Media Engagement which can be used for Unilever’s Digital Marketing
	Digital Awareness of Unilever can increase employee efficiency.
	Virtual Training Program is crucial for increasing employee skill and efficiency at Unilever.
	Virtual training programs increase employee confidence by developing proper training and learning procedures in terms of Digitalization
	Email Marketing can help in reaching employees regarding the Unilever training programmed effectively.

	Which out of the listed age categories are you in?
	Pearson Correlation
	1
	.321**
	.202*
	.218*
	.185
	.215*
	.137
	.051
	.123
	.149

	
	Sig. (2-tailed)
	
	.001
	.044
	.029
	.065
	.031
	.174
	.612
	.222
	.138

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	What is your gender?
	Pearson Correlation
	.321**
	1
	.341**
	.214*
	.125
	.130
	.262**
	.180
	.158
	.292**

	
	Sig. (2-tailed)
	.001
	
	.001
	.032
	.215
	.196
	.008
	.073
	.116
	.003

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Which sector of Unilever do you work in?
	Pearson Correlation
	.202*
	.341**
	1
	.171
	.086
	.115
	.072
	.076
	.148
	.284**

	
	Sig. (2-tailed)
	.044
	.001
	
	.089
	.393
	.255
	.476
	.450
	.141
	.004

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Social Media Engagement encourages employee participation in the Virtual Training Programs at Unilever.
	Pearson Correlation
	.218*
	.214*
	.171
	1
	.540**
	.434**
	.497**
	.552**
	.527**
	.406**

	
	Sig. (2-tailed)
	.029
	.032
	.089
	
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	The online training activities can facilitate mass engagement with Unilever in the UK.
	Pearson Correlation
	.185
	.125
	.086
	.540**
	1
	.589**
	.651**
	.385**
	.614**
	.409**

	
	Sig. (2-tailed)
	.065
	.215
	.393
	.000
	
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Employee engagement significantly relies on Social Media Engagement which can be used for Unilever’s Digital Marketing
	Pearson Correlation
	.215*
	.130
	.115
	.434**
	.589**
	1
	.467**
	.392**
	.485**
	.385**

	
	Sig. (2-tailed)
	.031
	.196
	.255
	.000
	.000
	
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Digital Awareness of Unilever can increase employee efficiency.
	Pearson Correlation
	.137
	.262**
	.072
	.497**
	.651**
	.467**
	1
	.562**
	.645**
	.558**

	
	Sig. (2-tailed)
	.174
	.008
	.476
	.000
	.000
	.000
	
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Virtual Training Program is crucial for increasing employee skill and efficiency at Unilever.
	Pearson Correlation
	.051
	.180
	.076
	.552**
	.385**
	.392**
	.562**
	1
	.667**
	.417**

	
	Sig. (2-tailed)
	.612
	.073
	.450
	.000
	.000
	.000
	.000
	
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Virtual training programs increase employee confidence by developing proper training and learning procedures in terms of Digitalization
	Pearson Correlation
	.123
	.158
	.148
	.527**
	.614**
	.485**
	.645**
	.667**
	1
	.573**

	
	Sig. (2-tailed)
	.222
	.116
	.141
	.000
	.000
	.000
	.000
	.000
	
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Email Marketing can help in reaching employees regarding the Unilever training programmed effectively.
	Pearson Correlation
	.149
	.292**
	.284**
	.406**
	.409**
	.385**
	.558**
	.417**
	.573**
	1

	
	Sig. (2-tailed)
	.138
	.003
	.004
	.000
	.000
	.000
	.000
	.000
	.000
	

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Employee learning seems to be increased by the implementation of an email marketing format.
	Pearson Correlation
	.171
	.310**
	.132
	.376**
	.333**
	.295**
	.473**
	.447**
	.480**
	.611**

	
	Sig. (2-tailed)
	.089
	.002
	.191
	.000
	.001
	.003
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	The use of Email Marketing Effectiveness has an influence on the Effectiveness of Virtual Training Programs at Unilever.
	Pearson Correlation
	.039
	.162
	.123
	.440**
	.501**
	.337**
	.539**
	.560**
	.687**
	.545**

	
	Sig. (2-tailed)
	.700
	.108
	.222
	.000
	.000
	.001
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	There are several approaches to digital marketing that include Email Marketing Effectiveness and positive influence on learning
	Pearson Correlation
	.119
	.241*
	.146
	.496**
	.500**
	.235*
	.545**
	.550**
	.528**
	.541**

	
	Sig. (2-tailed)
	.237
	.016
	.147
	.000
	.000
	.019
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Best practices in digital marketing for virtual training programs make suggestions for enhancing better strategies at Unilever.
	Pearson Correlation
	.156
	.051
	.074
	.423**
	.380**
	.317**
	.434**
	.530**
	.579**
	.535**

	
	Sig. (2-tailed)
	.121
	.611
	.463
	.000
	.000
	.001
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	Unilever seems to grow its employee efficiency by implementing virtual training programs.
	Pearson Correlation
	.200*
	.216*
	.262**
	.579**
	.489**
	.502**
	.583**
	.429**
	.517**
	.557**

	
	Sig. (2-tailed)
	.046
	.031
	.008
	.000
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100



	Correlations

	
	Employee learning seems to be increased by the implementation of an email marketing format.
	The use of Email Marketing Effectiveness has an influence on the Effectiveness of Virtual Training Programs at Unilever.
	There are several approaches to digital marketing that include Email Marketing Effectiveness and positive influence on learning
	Best practices in digital marketing for virtual training programs make suggestions for enhancing better strategies at Unilever.
	Unilever seems to grow its employee efficiency by implementing virtual training programs.

	Which out of the listed age categories are you in?
	Pearson Correlation
	.171
	.039
	.119
	.156
	.200*

	
	Sig. (2-tailed)
	.089
	.700
	.237
	.121
	.046

	
	N
	100
	100
	100
	100
	100

	What is your gender?
	Pearson Correlation
	.310**
	.162
	.241*
	.051
	.216*

	
	Sig. (2-tailed)
	.002
	.108
	.016
	.611
	.031

	
	N
	100
	100
	100
	100
	100

	Which sector of Unilever do you work in?
	Pearson Correlation
	.132
	.123
	.146
	.074
	.262**

	
	Sig. (2-tailed)
	.191
	.222
	.147
	.463
	.008

	
	N
	100
	100
	100
	100
	100

	Social Media Engagement encourages employee participation in the Virtual Training Programs at Unilever.
	Pearson Correlation
	.376**
	.440**
	.496**
	.423**
	.579**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	The online training activities can facilitate mass engagement with Unilever in the UK.
	Pearson Correlation
	.333**
	.501**
	.500**
	.380**
	.489**

	
	Sig. (2-tailed)
	.001
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Employee engagement significantly relies on Social Media Engagement which can be used for Unilever’s Digital Marketing
	Pearson Correlation
	.295**
	.337**
	.235*
	.317**
	.502**

	
	Sig. (2-tailed)
	.003
	.001
	.019
	.001
	.000

	
	N
	100
	100
	100
	100
	100

	Digital Awareness of Unilever can increase employee efficiency.
	Pearson Correlation
	.473**
	.539**
	.545**
	.434**
	.583**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Virtual Training Program is crucial for increasing employee skill and efficiency at Unilever.
	Pearson Correlation
	.447**
	.560**
	.550**
	.530**
	.429**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Virtual training programs increase employee confidence by developing proper training and learning procedures in terms of Digitalization
	Pearson Correlation
	.480**
	.687**
	.528**
	.579**
	.517**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Email Marketing can help in reaching employees regarding the Unilever training programmed effectively.
	Pearson Correlation
	.611**
	.545**
	.541**
	.535**
	.557**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Employee learning seems to be increased by the implementation of an email marketing format.
	Pearson Correlation
	1
	.486**
	.573**
	.489**
	.618**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	The use of Email Marketing Effectiveness has an influence on the Effectiveness of Virtual Training Programs at Unilever.
	Pearson Correlation
	.486**
	1
	.632**
	.514**
	.487**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	There are several approaches to digital marketing that include Email Marketing Effectiveness and positive influence on learning
	Pearson Correlation
	.573**
	.632**
	1
	.472**
	.579**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000
	.000

	
	N
	100
	100
	100
	100
	100

	Best practices in digital marketing for virtual training programs make suggestions for enhancing better strategies at Unilever.
	Pearson Correlation
	.489**
	.514**
	.472**
	1
	.480**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	.000

	
	N
	100
	100
	100
	100
	100

	Unilever seems to grow its employee efficiency by implementing virtual training programs.
	Pearson Correlation
	.618**
	.487**
	.579**
	.480**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	

	
	N
	100
	100
	100
	100
	100



	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).
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Frequency Table

Which out of the listed age categories are you in?

Frequency Percent Valid Percent Cumulative Percent
Valid 1 22 220 220 220
2 35 350 350 57.0
3 26 260 260 830
4 17 17.0 17.0 100.0
Total 100 100.0 100.0
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What is your gender?

Frequency Percent Valid Percent Cumulative Percent
Valid 1 38 380 380 380
2 24 240 240 620
3 23 230 230 85.0
4 15 150 150 100.0
Total 100 100.0 100.0
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‘Which sector of Unilever do you work in?

Frequency Percent Valid Percent Cumulative Percent
Valid 1 29 290 290 290
2 29 290 290 58.0
3 25 250 250 830
4 17 17.0 17.0 100.0
Total 100 100.0 100.0
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Descriptive Statistics
N Minimum | Maximum | Mean | Std. Deviation | Skewness
Statistic | Statistic | Statistic | Statistic Statistic Statistic
Which out of the listed age 100 1 4 238 1013 186
categories are you in?
What is your gender? 100 1 4 215 1.095 402
Which sector of Unilever do 100 1 4 230 1.068 233
you work in?
Valid N (listwise) 100
Descriptive Statistics
Skewness Kurtosis
Std_ Error Statistic Std_ Error
Which out of the listed age categories are you 241 1039 478
in?
What is your gender? 241 1197 478
Which sector of Unilever do you work in? 241 1190 478
Valid N (listwise)
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Model Summary®

Model R

R Square

Adjusted R Square

Std. Error of the Estimate

1 703¢

494

472 891

a Predictors: (Constant), Virtual training programs increase employee confidence by developing proper training

and learning procedures in terms of Digitalization, Employee engagement significantly relies on Social Media

‘Engagement which can be used for Unilever’s Digital Marketing, Social Media Engagement encourages

employee participation in the Virtual Training Programs at Unilever., Digital Awareness of Unilever can

increase employee efficiency.

[b- Dependent Variable: The use of Email Marketing Effectiveness has an influence on the Effectiveness of

[Virtual Training Programs at Unilever.
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ANOVA*

Model Sum of Squares df Mean Square F Sig.

1 Regression 73.553 4 18.388 23154 000°
Residual 75.447 95 794
Total 149.000 99

a. Dependent Variable: The use of Email Marketing Effectiveness has an influence on the Effectiveness of

Virtual Training Programs at Unilever.

. Predictors: (Constant), Virtual training programs increase employee confidence by developing proper

training and learning procedures in terms of Digitalization, Employee engagement significantly relies on Social

Media Engagement which can be used for Unilever’s Digital Marketing, Social Media Engagement encourages

employee participation in the Virtual Training Programs at Unilever., Digital Awareness of Unilever can

increase employee efficiency.





image12.png
Corelations

[Qussion 7 [Quesions [Quesion Queston 10 [Quesion 1 [Qeston 12 [Quesion 15
o] oo oms|  ous] o[ oms| oum

[ I ) I 30 G
ois| oo oo oms| e om0 o1
4

Qusiont
Qusion2
Qusion3
Qusion?
Qusions
Qusions
Qusion?
Qusions
Qusions
Qusion 0]
Qusiont |
Qusion )
Qusion 3|
Qusion 4
Qusion |





image1.png
PRIFYSGOL CYMAU
Y Drindod Dewi Sant
§ univeRsITY OF WALES

Trinity Saint David





image2.png
2021 financial highlights

Turnover Operating margin Dividends paid
€52.4bn 16.6% €4.5bn
2020: €50.7bn 2020: 16.4% 2020: €4.3bn
Underlying Underlying

sales growth® operating margin® Free cash flow®

4.5% 18.4% €6.4bn

2020:1.9% 2020:18.5% 2020:€7.7bn
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Which out of the listed age categories are you in?
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What is your gender?
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Which sector of Unilever do you work in?





