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[bookmark: _Toc112058777]Introduction:
The study entails a series of blog posts as a medium of communication for the chosen company Unilever which is a UK-based consumer goods company. A series of blog posts would be entailed in the study in order to communicate with the targeted audience and the chosen project here is "Project Sunlight," whose purpose is to make living sustainable and achievable. (Doyle et al., 2020) The paper aims to create and increase awareness of the project and to stimulate dialogue amongst the targeted audience and the concerned company, that is Unilever.
[bookmark: _Toc112058778]Blog 1:
[bookmark: _Toc112058779]Project Sunlight: An intriguing initiative by Unilever:
[bookmark: _GoBack]The project sunlight by Unilever Plc aims to motivate thousands of people to shift to a sustainable lifestyle. The main aim of this project is to inspire the people to create a bright future for the next generation and also to make donations to help 2 million children (Giuseppe et al., 2018). 
The main aim of “Project Sunlight” is to build and galvanize “momentum behind a movement” that has already been taking place. Unilever has the means to support and enable people to realize this ambition. Unilever has extensive experience as well as research skills that drives and limits ass behavioural change (Giuseppe et al., 2018). From this experience, it is known that parenthood tends to create profound shifts in the public’s opinion of the environment and what the "anticipated future” would depict for the children.
[bookmark: _Toc112058780]Main purpose of the “Sunlight Project”:
The “Project Sunlight” tends to achieve the following actions:
1. Helping the people perceive a brighter future.
2. To inspire consumers to see an online film that tends to motivate and inspire them to adopt a sustainable lifestyle (Raja, 2021)
3. To enable the people to act by committing “small things” that added together tend to contribute to a more enhanced, sustainable and better environment and society.
4. Joining the movement and contributing to the “growing community” of like-minded individuals and companies who desire to play their respective roles in establishing a bright future.

[bookmark: _Toc112058781]Blog 2:
[bookmark: _Toc112058782]Project sunlight: Segmentation, targeting and positioning:
Project Sunlight mainly aims to intrigue the next generation people, as shown in the STP analysis below:
	Segmentation
	Targeting 
	Positioning

	The main segments of the audience include the people living in the current generation and the children of both genders who are the future of this world and whose contribution to a sustainable lifestyle would play a very important role in achieving the Sustainable Development Goals by Unilever (Razina et al., 2019).
	The main targets of the project are youngsters and teenagers to inspire them to adopt sustainable lifestyles by making them understand the importance of the SDGs (Razina et al., 2019). The project also targets the current parents of children and youngsters so as to inspire them to adopt sustainable lifestyles and to intrigue them to give the future generation a sustainable world. 
	The project positions itself with the vision to make cleanliness commonplace and to make sustainable living a common place (Raja, 2021). The project also positions itself as a medium that reflects the "sense of possibility" and "optimism" that characterizes the company's approach. 



Unilever is a global consumer goods company and thus, they can help people to realize the ambition to achieve sustainable living and also they have immense research and experiment into the factors that tend to drive and what might limit "mass behavioural change." Unilever knows that the parents tend to create profound shifts in the view of people about the world and what the predicted future might have for their children’s lives (Raja, 2021). 
In 1st stage, the “Sunlight project” wants to help the consumers to see a brighter future and hence invite them to watch films online to motivate them and inspire them to enact by performing discrete things that could add up together to establish a better society (Razina et al., 2019). It ultimately aims to make people join the whole campaign and become an integral part of the “growing community” of various like-minded individuals and companies who tend to play their respective roles in building a sustainable future.
[bookmark: _Toc112058783]Blog 3:
[bookmark: _Toc112058784]Marketing mix strategies of the company:
Product mix:
The company tends to expand its “consumer goods business” through many years, resulting in a widening of the product mix that is presently comprised of more than four hundred brands. The product categories of the company include foods, refreshments, home care, personal care, and so on (Mode, 2022). Project sunlight aims to mandate that all consumer goods should be sustainable and eco-friendly and that people should be more inclined toward sustainable living.
Place mix:
The worldwide operations of the company are the reflections of the widespread reach of the businesses and the venues where the business transacts include retailers, stores and kiosks. However, the concerned project, the "Project Sunlight," is streamed primarily online and on social media platforms to gain better reach and provide easy accessibility to the audience (Caldwell and Patnaik, 2018). 
Promotion mix:
Unilever promotes its products, projects, and campaigns by considering the high levels of competitive rivalries within the consumer markets around the world. The marketing mix of Unilever includes advertisements, sales promotions, personal selling, public relations, direct marketing, and so on. For the project Sunlight, Unilever used YouTube as the medium and social media as a means of promotion for the project (Caldwell and Patnaik, 2018). 
Price mix:
The company maintains a vast range of "price points," and it tends to consider the levels of "diversification of the products" (Murphy and Murphy, 2018). The pricing strategy of Unilever includes a "marketing-oriented pricing strategy," "premium-pricing strategy," and "product bundle pricing strategy." The project sunlight film streams online for free for better and easy reach.

[bookmark: _Toc112058785]Blog 4:
[bookmark: _Toc112058786]The significance of the project:
The project sunlight mainly put together the “social mission stories” of Unilever PLC around the globe and also tends to invite the people to participate in small positive activities that would collectively help not only society and the world but also their own families (Murphy and Murphy, 2018). This project had been equipped with a "wealth of Unilever's consumer insights" along with a new "international piece of research" organized by the company, and it tends to show that children and teens are the keys towards motivating their parents to desire to move more and more sustainable living and can have a strong impact on their parents on changing their behaviours (Rau, 2018). 
According to Unilever’s research, 9 out of 10 parents (90%) say that the children's natural enthusiasm and optimism inspire these people to make the planet a better place (Rau, 2018). Again, 7 out of 1 parent (70%) agree that their most important motivation for desire to live in a sustainable and eco-friendly manner is the future of their children. It is important to note that the research had also demonstrated that there are some significant “child-related moments”, especially regarding the first child-birth when individuals are more accepting towards bringing positive changes within their own lifestyles and behaviours.
It is to be noted that for future generations, a “sustainable world” is the one-and-only aspect that is worth living in. This project is basically a long-term initiative by Unilever to foster consumer motivation toward adopting sustainable lifestyles. Through this project, the groundbreaking world of Unilever tends to work collectively in order to save lives (da Silva et al., 2018). 
[bookmark: _Toc112058787]Blog 5:
[bookmark: _Toc112058788]How the project might help to achieve the SDGs in practice:
The project would provide long-term support to Unilever's consumers and thus would play a great role in protecting the future generations by providing them with nutritious foods such as nurturing pregnant women with nutritious foods, providing the appropriate food to the developing children so as to make them realize their complete “intellectual and physical potential” (da Silva et al., 2018).

In this project, Unilever's approach is characterized by a sense of optimism and possibility and it generates the message that a giant company like Unilever has to be an integral part of the “solution to the problems” that the whole planet has been facing (Rau, 2018). The adaptation of sustainable living and the consumers using the buying potential for making the purchase-decisions that are not only for their good but also for the world are vital aspects in the move for minimizing the “social inequality” and preventing the “worst climatic change” anticipations for making the "sustainable living" a commonplace. 
Project Sunlight can also help people tend to realize the “urgency of the issue” the brand had developed a “TrueView YouTube campaign” that featured pregnant couples seeing a film that depicted a “hopeful future” (Murphy and Murphy, 2018). With the help of a “command centre” that had put together all the media partners, the company gauged the consumers’ reactions to the video in 5 nations and tailored the responses practically to deliver "exceptional levels of engagement" (Rau, 2018).
[bookmark: _Toc112058789]Blog 6:
[bookmark: _Toc112058790]Practical implications of the project sunlight by Unilever
The project sunlight can thus practically motivate people, especially the parents, to look for possibilities within the world where people tend to live within the "natural limits" of the planet. The initiative tends to have an online presence that tends to showcase the "social good" brought about by the company's array of brands across the world, along with acting as a "hub" for the people to join in the movements toward "sustainable living" and the challenge would be solely driven by the children (Murphy and Murphy, 2018). Taking the project sunlight forward, Unilever introduced the "Sunlight living challenge," where the youngsters and adults join hands for fun activities and take small positive steps toward sustainable living. 
The company also introduced a new film called "The Way Kids See it" and it narrates the stories of children who actively work towards sustainable living (Caldwell and Patnaik, 2018). These challenges, like a reality show, would see the children along with their families come up with fresh new ideas to save natural resources like water and the video introduces children's opinions and shows the importance of water (Mode, 2022). This is driven by social media like Facebook, Twitter and so on and thus are getting people talking about sustainability and a bright future for the next generation (da Silva et al., 2018). 
Therefore, it can be said that the FMCG major like Unilever, which has a "Plethora of Brands" within different products, including personal care, health and hygiene, nutrition and other common products that people consume on a daily basis, can bring an about a  small change within people's lifestyles and it can go a long way towards conserving natural resources for the future generations. 
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