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Introduction
This report explores a range of marketing functions in a UK-based organization. Marketing functions are all the activities through which marketing objectives can be achieved. The marketing functions are divided into various categories: exchange function, product planning, and physical distribution. Under the category of the exchange function, the marketing functions include buying and selling. The marketing functions under the category of product planning include branding or trademarking, labeling, and packing. The marketing functions under physical distribution include storage, warehousing, distribution channels, and transportation (Singh & Gupta, 2021a, pp.286-287; Bhatia & Arora, 2016, p.328). Unilever is the UK-based organization that will be focused on in this report. Unilever is a British multinational corporation that sells consumer goods, headquartered in London, England. Unilever was founded on 2nd September 1929 by Margarine Unie and Lever Brothers, who united and signed an agreement to create Unilever. Even though Unilever was founded in 1929, its story begins in the late 19th century when some small family businesses formed partnerships that led to what the company is today. The Lever Brothers was launched in 1884, registered as a limited company in 1890, and produced soap sold under the brand name- Sunlight. Margarine Unie was founded in 1927 through the merging of several margarine businesses. When Margarine Unie and Lever Brothers came together, their initial aim was to keep off each other’s interests in soap and margarine production, but they ended up deciding on an amalgamation instead. Officially, Unilever was established in 1930 (Unilever, 2023a, Unilever, 2023b). Unilever has grown to be one of the largest consumer goods companies in the world. The company operates in over 190 countries with over 400 brands, and approximately 3.4 billion people use its products daily (Unilever, 2023c). This paper will explore the buying, selling, branding, labeling, and packaging of Unilever and how these functions impact customer needs. 
[bookmark: _Toc129959153]Buying 
Buying is the first step in the marketing function. It involves acquiring raw materials to be used in production and acquiring the finished product from the consumer. Unilever practices sustainable sourcing of raw materials. Unilever aims to achieve 100% sustainable sourcing for its key agricultural products. The company is focusing on sustainable sourcing of its 12 key crops and agricultural products. In 2021, Unilever was able to source 79% of the key agricultural inputs sustainably. One of the ways the company is ensuring sustainable sourcing is through partnerships. For example, Unilever aims only to source deforestation-free palm oil to ensure sustainability. To achieve this, the company is taking part in activities such as increasing the traceability of its palm oil supply chain, sharing the location of its palm oil suppliers with the public, and using technology to monitor deforestation by receiving deforestation and conversion alerts in its sourcing areas (Unilever, 2023d). 
To source sustainable paper and board, Unilever buys from certified sources with complete supply chain control from the plantation to the company to fully track where the raw materials originated before getting to the company. To achieve this, Unilever works with certification schemes such as the Forest Stewardship Council (FSC). In 2021, 97% of the paper and board packaging materials that were sourced directly by Unilever were made from recycled fibre or originated from verified sustainable forests. Unilever also aims to source sustainable soy. Soy oil is a vital ingredient in most of the company’s brands. Since 2010, Unilever has been part of the Round Table on Responsible Soy (RTRS) which has enabled soybean farmers to improve their practices and gain accreditation. By the end of 2021, 100% of the company’s soybean was sourced sustainably. To sustainably source cocoa, a key ingredient in many of Unilever’s brands, the company purchases through certification schemes such as the Fairtrade and Rainforest Alliance (Unilever, 2023e).
Sustainable sourcing of raw materials positively impacts customer needs as it influences the purchase decision. Customers are demanding sustainability from companies they purchase products from. There is an increasing demand from customers to know about product sustainability before they can decide to buy. Sustainable supply chain management (SSCM) has been found to positively impact the consumers' perception of product quality and brand equity. Products which participate in SSCM increase the self-brand connection of customers. Self-brand connection affects customer purchase behaviour. Additionally, SSCM increases customers' trust in products. Trust impacts the customers' ability to overcome perceived risk and determine purchase intention. Customers have increased purchase intention on products sold through SSCM, which positively impacts product trust leading to purchases (Kim & Lee, 2018, p.3-4).
[bookmark: _Toc129959154]Selling
Selling is the most important function of marketing. Selling refers to the change of ownership of goods and services from the seller to the buyer. Selling includes activities undertaken by sellers to induce buyers to purchase their products or services. Analyzing Unilever’s selling function will involve exploring its marketing mix. 
[bookmark: _Toc129959155]Product
Unilever has over 400 hundred brands. The brands are categorized in beauty & well-being, personal care, home care, nutrition and ice cream. Unilever has a range of product lines that can act as substitutes. For example, for bathing soap, Unilever has Lux, Dove and Lifebuoy. For fabric softeners, the company has Comfort and Sunlight fabric conditioners. For washing detergents, Unilever has OMO and Sunlight (Unilever, 2023f). A product line provides customers with a range of products to select from the company. Having a product line positively impacts customer needs as it creates brand loyalty. This is because consumers are more likely to purchase brands that they are familiar with (Manglik, 2022, p.90). Having a variety of products increases the consumer perception of a brand. A positive consumer experience of a product from a homogenous brand increases the consumer perception of other products from the brand. These polarized judgments of positive product experiences from homogenous brands result in increased consumer loyalty (Smith & Keller, 2021, p.699). For example, a positive experience with Unilever’s Lux body soap may a good consumer perception of Lux body wash and lead to the purchase of the product. These polarize judgments make customers choose products from the brand to meet their needs, thus increasing consumer loyalty to the company’s products.
[bookmark: _Toc129959156]Pricing
Unilever uses a competitive pricing strategy. The company uses its competitors’ prices to determine the prices of its products. Unilever uses different prices to cater to the needs of its different consumers. Some of the company’s products are highly priced due to their premium quality, and some are low-priced to reach low-income customers. For example, Lifebuoy soaps are low prices while Dove soaps are high priced (Gupta, 2014, p.297). Pricing may negatively or positively impact customer needs. Pricing affects customer needs by influencing buyer behaviour. Pricing significantly impacts customer behaviour because the higher the product price, the lower the units sold. In contrast, when products are sold at a relatively low cost, higher units are sold (Zhao et al., 2021, p.2). Low prices positively impact customer needs by motivating the customers to make purchases, while high prices negatively impact customer needs by discouraging customers from buying products or services.  
[bookmark: _Toc129959157]Place
The global presence of Unilever reflects the company's extensive reach in the consumer goods market. Unilever operates in over 190 countries. Unilever has a vast distribution network which includes thousands of distributors and millions of retailers worldwide. The company strives to ensure all its products reach its consumers, even those in remote locations. Unilever created a last-mile distribution model to ensure they serve all their consumers, even those in rural areas. The last-mile distribution model aims to reach customers in developing countries. Many people in developing countries live with poor infrastructure, making them inaccessible to goods and services readily available to others. The company created ASPIRE framework to help build inclusive distribution models to combat this. ASPIRE is being applied in various African countries such as Nigeria and Ethiopia (Unilever, 2018). 
The primary distribution channel for Unilever products is retail. These retailers include wholesale, hypermarkets, supermarkets, small convenience stores, e-commerce sites, kiosks and cash and carry. Wholesalers, hypermarkets, supermarkets and convenience stores commonly distribute Unilever products in urban areas. Kiosks and cash and carry are the main distribution centres for Unilever products in rural areas of developing countries. E-commerce sites have been essential in ensuring consumers access Unilever products, even in developing countries. Unilever Bangladesh Limited uses Bangladesh e-commerce sites such as Evaly, Daraz Bangladesh and Chaldal (Business in the 21st Century, 2022, n.p). In Africa, an e-commerce site such as Jumia, which operates in countries such as Kenya, Nigeria and Egypt, helps to distribute Unilever products even in rural areas (Fleck, 2022). 
The place element makes products available to consumers and impacts customer needs by triggering purchases. Consumers find product availability to be a good thing, creating a positive signal of the product. Product availability increases selection options when evaluating products to meet one’s needs (Steinhart et al., 2013, pp.218-219). 
[bookmark: _Toc129959158]Promotion
[bookmark: _Toc129959159]Advertising
Advertising is the primary promotional activity that Unilever undertakes. The company advertises its brands through the broadcast media, such as television and radio; print media, such as newspapers and magazines; outdoor media, such as billboards and posters; and online media, such as the company website, Facebook, Instagram and Twitter (Marinkovic & Jasko, 2016, p.112-114). Sales promotion is another strategy used by Unilever to promote its products. Some of the sales promotional tools used by the company are discounts, contests and sweepstakes, event sponsorship, giving samples and product bundles (Ansah & Poku, 2013, p.138). For example, sometimes surf powder is bundled with Cif cream, where one buys the former and gets later for free. Unilever also uses public relations to promote its product. 
[bookmark: _Toc129959160]Public Relations
Press Releases
One of the public relations activities the company undertakes is press releases to increase awareness about the company's products. For example, In February this year, Unilever made a press release on the war in Ukraine. In that statement, the company condemned Russia's invasion by Ukraine. The company stated that it stands with the Ukrainians and is focused on enhancing the well-being of the nation's employees and their families, including helping them to flee to safe neighbouring countries and helping to set up accommodation in the west of the country for those who do not wish to exit Ukraine. Unilever further added that it has donated over €15m of aid and essential Unilever products to the humanitarian assistance works. The company said that it had stopped all imports and exports of its products into and out of Russia and also ceased all its advertising investments in the country (Unilever, 2023). This press release creates a positive perception of the company to the consumers' thus increasing awareness of the company's products. 
Sponsorships
Unilever also uses sponsorships as a public relation activity. In 2020, Unilever partnered with The Hundred in a 3-year deal where the company was to sponsor the team in a cricket competition in 2021. Through its Sure and Lifebuoy brands, Unilever helped The Hundred with its campaign mission of promoting cricket as a sport that the whole family can play. The Sure and Lifebuoy branding were featured during the matches. Lifebuoy products which were supplied in the stadium were to promote safety and hygiene during the game. Sure, which offers protection against sweat and odour, was to encourage people to move more for their physical and mental wellness (The Hundred, 2020). Unilever also has in the past partnered with Laliga on a sponsorship agreement that saw the former cover the latter’s 2019/20 and 2020/21 matches. The Rexona and Clear brands were part of this agreement which was a way of boosting Unilever products through the success that Laliga had acquired over the years (Laliga, 2018).   
Promotional activities can be used to impact customer needs positively. Advertising as a promotional strategy is meant to create awareness about a product to a potential consumer to influence them to make a purchase decision. Television, the greatest medium of advertising, can strongly influence an individual’s behaviour, attitude and lifestyle. An advertisement impacts customer needs by creating a positive attitude about a product which makes them develop a liking for it and eventually leads to purchase (Manandhar, 2018, p.47). Sales promotion offers utilitarian and hedonic benefits, which positively impact customer needs by influencing the customer’s perception of the product. The utilitarian benefits of sales promotion trigger a customer to make a rational decision based on advantages such as cost savings. The hedonic benefits of sales promotion influence a customer to make a decision based on emotional and intrinsic feelings such as pleasure or pleasure. These benefits motivate a customer to purchase a product (Sinha & Verma, 2020, p.2020). Public relations activities impact customer needs by creating a positive attitude about a company. A positive attitude arouses a customer’s purchase intention about the company’s products, consequently leading to a purchase decision (Li et al., 2022, p.2). 
[bookmark: _Toc129959161]Branding
Branding is crucial as it helps customers identify a company’s products from those of its rivals. Unilever products contain both the corporate brand and the individual brand. The corporate brand is the company brand, while the individual brand is the specific brand name of its over 400 brands. Unilever uses an endorsement branding strategy. Endorsement branding is the inscription of the corporate brand on the back of a product package of the individual brand. Endorsement branding is used to connect the corporate brand to the individual brand. This strategy helps to minimize the consumers’ perceived risk. In the British consumer market, endorsement branding is viewed as a way for the company to significantly influence the consumers’ choice and brand loyalty. Unilever tries not to seem so. The company says it is not trying to create a super brand and has no intention of overshadowing its individual brands using its prominent corporate brand (Franzen & Muriaty, 2015, p.415). Unilever also uses a brand extension strategy. Brand extension occurs when an existing brand is used to launch new distinctive product categories to link its brand associations with the new products. For example, Unilever’s Axe brand started with the Axe deodorants, and now there are the Axe shower gels, Axe shampoos and conditioner, Axe hair holding gel and Axe styling wax. The Dove brand is also one which has used a brand extension strategy. The Dove brand extended from soap to body lotion, deodorants, shampoos, facial creams and many more products. Unilever also uses a line extension strategy where a new product variation is added within the same product category of an existing brand. For example, Unilever Ben jerry’s Chocolate Chip, Cookie Dough and Cherry Garcia (Zickermann, 2013, p.7). 
Endorsement branding may positively or negatively impact customer needs. The corporate brand creates credibility and assurance for individual brands. The credibility and assurance from the corporate brand influence customers to make purchases of the product and stay loyal to the Unilever brand. However, endorsement branding may negatively impact customer needs and damage the corporate brand. Suppose there are issues encountered with products under the individual brands. In that case, customers may not be motivated to purchase the product, and this may have a negative spillover on the corporate brand and affect other Unilever brands (Franzen & Muriaty, 2015, p.415). Brand extension and line extension positively impact customer needs due to beneficial brand associations, which leads to customers having good perceptions of the new product and thus being motivated to make purchases. On the other hand, negative brand associations of the old products may influence customers not to purchase the new products. 
[bookmark: _Toc129959162]Labelling
A label is an information tag, wrapper or seal that helps with identification. It provides more information about a product and is usually attached directly to a product or on the package. Labelling includes information such as name and address of the manufacturer, nutritional guide, brand name, weight of the product, expiry date, ingredients and their amounts, date of manufacture and expiry, precautionary measures when using the product and how to handle the product (Singh & Gupta, 2021b, p.392). Labelling can positively impact customer needs. In the modern world, customers are more curious and conscious about the products they purchase than those in the food sector. Information disclosure through labelling is an act of transparency from the producer. It minimizes the consumers’ perceived risk. Labelling also helps customers compare products before purchase. Therefore, Unilever can use labelling as a tool to differentiate its products from those of its competitors. Good labelling would positively affect the customers’ minds and influence the purchase of the products to meet their needs (Marchini et al., 2021, p.2; Khan et al., 2016, p.14). 
Improper labelling can negatively impact customer needs. In 1996 and 1997, Unilever was faced with a soya shortage. During that time, 2% of the soya supply sold in the US was genetically modified. It was challenging to differentiate the genetically modified from the non-genetically modified soya. This resulted in Unilever being unable to segregate its supply and not assure its consumers that its products did not have genetically modified organisms (GMO). There were protests by consumers when GMO soya was introduced in the European market. Some of the demonstrations were at the headquarters of Unilever, and others outside the homes of the company management in Britain by people demanding that the company label their products containing GMOs. The company defended itself by saying it could not separate the soya and thus could not assure that its soya products were GMO-free. However, at the same time, other companies, such as Sainsbury, could offer their customers GMO- free products (The Global Corporation: Sustainable, Effective and Ethical Practices, A Case Book, 2013, p. 332). The improper labelling by Unilever negatively impacted customer needs. They had formed a negative perception of the company products and therefore wanted to avoid meeting their needs using those products.
[bookmark: _Toc129959163]Packaging
Packaging refers to designing a product into an appropriate container or material for protection or proper handling. Packaging helps protect from damage when storing or transporting, identification from other products, convenience when handling and promotion through aesthetics which attract customers (Singh & Gupta, 2021b, p.392). Packaging impacts consumer needs due to its influence on consumer buying behaviour. Packaging is essential not only in storing and preserving goods but also in creating interest and promoting interest towards purchasing a product. Packaging is one element that motivates a consumer to buy a particular product. Good Packaging drives a consumer towards a product that would satisfy their needs, therefore, resulting in making a purchase (Zhao et al., 2021, p.2; Khan et al., 2016, p.14-15). Unilever has invested heavily in its Packaging, which is one reason it is the preferred brand among consumer goods. Unilever products are mainly packaged in papers, containers or tubes, depending on the product. Unilever products are packaged to appeal to the customer while guaranteeing the product's safety. 
[bookmark: _Toc129959164]Conclusion
There is a range of marketing functions in Unilever, a global consumer goods company headquartered in London, United Kingdom. Some of the easily identifiable marketing functions of Unilever are buying, selling, branding, labelling and packaging. Buying is the process of acquiring raw materials from suppliers by the company. Unilever has a vast supply chain distributed across different parts of the world. The company strives for sustainable sourcing of its raw materials and has begun taking measures in the purchase of its key agricultural inputs. The company does this by providing guidelines to its suppliers, working with certification schemes to ensure it partners with certified sources, promptly identifying supply chain issues and fighting practices such as deforestation. Customers embrace sustainability practices, and these efforts by Unilever help create a positive perception of the company in the customers' minds. This results in customers choosing to purchase Unilever's products to meet their needs. Selling is another marketing function of Unilever. The selling function is demonstrated through its marketing mix. The company has many product lines offering customers a variety of products based on factors such as price. Unilever has low-priced and premium products; customers can choose which products they want to purchase to meet their needs. Unilever has an extensive distribution channel across the world that ensures all its customers can access their products. The availability of the products, even in rural areas of developing countries, provides customers with an array of products they choose from to meet their needs. To sell its products, Unilever uses promotional activities such as advertising and public relations. These activities create awareness of the company's products to potential customers looking for ways to meet their needs and may be triggered to make purchases. Branding is another function carried out by Unilever. The company uses different branding strategies, such as endorsement, brand, and line extensions. These strategies use brand association to help to be easily noticeable by customers when they are searching for products to satisfy their needs. Labelling and packaging are other functions carried out by Unilever. Labelling provides essential product information that helps buyers evaluate whether the products can meet their needs. Packaging impact customer needs by assisting buyers in making a purchase decision when they have a wide selection of products they can choose to meet their needs.     
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