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Executive summary 
This paper examines Unilever's strategy options for boosting brand recognition and streamlining the customer experience. Unilever can better align with its objective of building a better future by focusing on end-to-end experiences rather than individual touchpoints. Content and experiential marketing, influencer partnerships, and augmented reality campaigns are examples of cutting-edge marketing techniques. Client persona building, omnichannel integration, ongoing feedback, personalization, and continual improvement are all part of managing the customer journey. These tactics are supported by theoretical frameworks like SERVQUAL and customer journey mapping. Alignment, innovation, teamwork, feedback channels, and employee involvement are stressed in recommendations. Adopting these findings positions Unilever as a customer-centric industry leader, enabling it to fulfill its objective of ethical corporate conduct for the benefit of society and the environment.
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[bookmark: _Toc143023393]Introduction
Companies seeking long-term success must prioritize building a strong brand presence and maintaining a smooth consumer experience in today's quickly changing business environment. The combined task of improving brand identification and providing excellent customer experiences constitutes both a strategic need and a potential opportunity for multinational companies like Unilever (Ginting et al., 2023). While maximizing individual touchpoints throughout the customer journey has always been a top priority for Unilever, the competitive market and the dynamics of consumer expectations need a full reevaluation of the company's strategy. This research conducts a strategic analysis aimed at guiding Unilever toward reinventing the paradigm of customer journey management as well as increasing brand awareness.
[image: The Unilever Logo: History and meaning | Turbologo]
Consumers nowadays are more engaged with companies than ever before thanks to their increased power and access to a variety of platforms. As a result, the value of fostering long-lasting brand awareness has gone beyond traditional approaches to include a wide range of platforms and engagement touchpoints. Consumers are also getting pickier, placing a higher value on businesses that anticipate their wants and share their ideals. The historical mission and vision of Unilever serve as the pillars for the suggested strategic reorganization in this situation (Iglesias et al., 2023).
The motto of Unilever, "We work to create a better future every day," captures the organization's dedication to enacting constructive change. This goal transcends purely financial gain and demonstrates Unilever's commitment to being a socially transformational force. Similar to this, Unilever's concept of a "new way of doing business" imagines development closely entwined with benefiting society and the environment. These guiding principles play a crucial part in forming the strategies and suggestions included in this study, encouraging a cogent connection between Unilever's goals and the suggested improvements to its customer journey and brand awareness tactics.
By utilizing these guiding principles, Unilever will be able to begin on a journey beyond traditional marketing tactics and fully change its customer-centric operations. The next sections of this research look into cutting-edge marketing tactics that Unilever may use to boost brand awareness and build close bonds with its clientele. A dynamic cycle of continuous improvement is promoted by the analysis' further exploration of approaches for efficient customer journey management and assessment. These strategies build on well-established theoretical frameworks and are strengthened by practical suggestions that together create a thorough road map for Unilever's effort to strengthen brand recognition and reimagine the customer journey experience.
[bookmark: _Toc143023394]Mission and Vision of Unilever:
The core of Unilever's purpose is its commitment to making a difference every day. The mission of Unilever, which is summed up as "creating a better future every day," pledges to go above and beyond just profit-driven goals by focusing its efforts on bringing about real and long-lasting beneficial change in the world. In addition to highlighting Unilever's responsibility to society and the environment, this purpose also influences the broad framework of its commercial strategy (Iglesias et al., 2023).
Unilever's Vision runs parallel to this objective and states: "Our vision is a new way of doing business—one that delivers growth by serving society and the planet." The idea of Unilever provides a revolutionary method of conducting business. This approach represents a shift from traditional profit-centric paradigms by seeing a future intrinsically linked with increasing the general wellbeing of society and the earth. It highlights how corporations have the power to influence society and address environmental problems (Ginting et al., 2023). The corporate environment envisioned by Unilever not only contributes to the overall well-being of stakeholders and the environment but also thrives economically.
These guiding concepts serve as the cornerstone around which the ideas and techniques discussed in this study are built. A thorough and goal-driven strategy is ensured by the seamless linkage of Unilever's mission and vision with the suggested techniques to increase brand awareness and manage the customer experience. By adamantly upholding these values, Unilever is well-positioned to achieve both its commercial goals and its larger mission of acting as a catalyst for positive change on a global scale (Reza, 2020).
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Keller’s Brand Equity Model 
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Fig: Brand Equity Model 
Keller's CBBE Model focuses on understanding customer perception and value of a brand through four stages: Brand Identity, Meaning, Responses, and Resonance.
Brand Identity: Unilever's brand identity focuses on a mission to create a better future, promoting sustainability, social responsibility, and positive societal impact through a distinctive identity.
Brand Meaning: The second stage involves enhancing a brand's significance through performance and imagery, with Unilever's focus on sustainable products and Dove and Ben & Jerry's showcasing quality, innovation, and societal contribution (Ginting et al., 2023).
Brand Responses: Consumer reactions to Unilever's diverse product range foster positive associations, trust, and trust, as consumers perceive the brand as trustworthy and responsible.
Brand Resonance: Final stage aims to establish emotional bond between consumers and Unilever through consistent delivery, addressing societal issues, and aligning with values, fostering loyalty, advocacy, and community (binti Tsuraya et al., 2023).
Keller's model helps Unilever establish a mission-driven identity, aligning with sustainability, enhancing meaning and reputation, and solidifying consumer loyalty and advocacy.
[bookmark: _Toc143023396]Innovative Marketing Strategies for Raising Brand Awareness:
Establishing a distinctive and long-lasting brand presence is crucial for businesses looking to stand out in the crowded market in an era characterized by the saturation of information and the ongoing change of customer preferences. This section goes in-depth on a variety of creative marketing tactics that Unilever may strategically use to increase brand awareness and build a stronger resonance with its target market.
[bookmark: _Toc143023397]Material Marketing:
Unilever can strategically embrace material marketing as a core strategy in response to the current environment (binti Tsuraya et al., 2023). As part of this plan, material must be created that smoothly ties in with the organization's sustainability objectives. Unilever may clearly demonstrate its dedication to social and environmental improvement by creating material that includes articles, films, and infographics. With the use of this platform, Unilever is able to disseminate information about its environmental projects, sustainable business methods, and charitable undertakings, solidifying its position as a brand that cares about bringing about good change. Beyond educating, this strategy fosters trust and alignment with Unilever's basic principles, which eventually results in enhanced brand recognition and increased sales from a base of devoted customers.
[bookmark: _Toc143023398]Experiential marketing:
Unilever can easily include experiential marketing into its toolkit to increase brand identification. This approach calls for immersive encounters that are in line with Unilever's main goal of societal responsibility. Unilever gives consumers direct and immersive encounters through conducting events, pop-up shops, workshops, and interactive lectures. These encounters not only provide real-world exposure to Unilever's goods and values, but they also leave enduring impressions that help people associate the company with favorable things. Additionally, customers are sharing their experiences as a result of these experiential interactions on social media platforms and with their friends and family, broadening Unilever's audience and promoting organic word-of-mouth advertising (Reza, 2020).
[bookmark: _Toc143023399]Collaborations with Influencers:
Influencer partnerships have emerged as a powerful tool for boosting corporate messaging in the era defined by the dominance of social media. Unilever may create partnerships with influencers that share its attitude and values by planning carefully. Unilever may expand the reach of its brand to a varied and interested audience by working with influencers that support sustainability, social responsibility, and environmental awareness. By leveraging these influencers' authority to express its unwavering commitment to a brighter future, Unilever can strengthen brand recognition among their followers. This strategy not only increases engagement but also opens up a channel for relevant and individualized conversations with customers.
[bookmark: _Toc143023400]Augmented Reality (AR) Campaigns:
Unilever has a compelling opportunity to increase brand exposure through augmented reality (AR) advertising because to technological advancement. Unilever can help customers have immersive and engaging experiences by seamlessly incorporating AR technology into its marketing initiatives (binti Tsuraya et al., 2023). An innovative engagement strategy is created through the use of AR applications that virtually introduce customers to Unilever's product offers, allowing them to visualize product advantages and experience the brand's commitment to innovation. This technology not only highlights Unilever's forward-thinking attitude, but it also strengthens customer relationships, making the brand more recognizable and invoking favorable brand connotations.
Unilever may easily increase brand awareness by implementing a diverse approach that combines influencer partnerships, augmented reality campaigns, experiential engagement, strategic content marketing, and more. These strategies perfectly complement Unilever's basic principles, allowing deep interactions with customers and leaving a lasting impression. Unilever may solidify its position as a forward-thinking brand by embracing creative thinking and directing creative impulses. Such a brand not only demonstrates its drive to producing top-notch goods but also exhibits its unwavering commitment to bringing about positive societal and environmental change.
[bookmark: _Toc143023401]Managing and Enhancing the Customer Journey
Fostering brand loyalty, improving customer experiences, and achieving long-term corporate success all depend on managing the customer journey effectively. In line with its aim to build a better future, this section goes in-depth on the solutions Unilever may use to proactively manage and improve the customer journey (Tien & Nhi, 2019).
[bookmark: _Toc143023402]Client Persona Development: 
Understanding and meeting the particular demands of its varied client base is central to Unilever's efforts to build a better future. Creating thorough client personas is a clever way to tailor marketing campaigns. Unilever can build its goods to appeal to each group's unique ambitions by understanding the traits, tastes, and habits of various client segments. In addition to fostering stronger consumer relationships, personalisation supports Unilever's aim of promoting societal and environmental improvement. Unilever demonstrates its dedication to enhancing individual lives within the larger framework of its ultimate aims by creating offers that speak to consumers on a personal level.
[bookmark: _Toc143023403]Omnichannel Approach: 
The implementation of an omnichannel strategy is crucial in keeping with Unilever's goal of a new way of conducting business. In order to provide a coherent and consistent brand experience, multiple communication channels must be seamlessly integrated. Unilever exhibits its commitment to innovation and a comprehensive brand experience by making sure that customers experience a unified brand identity across multiple touchpoints. This integrated strategy demonstrates Unilever's dedication to advancing society and the environment through a forward-thinking business model while also streamlining the consumer experience (binti Tsuraya et al., 2023).
[image: New Product Development in an Omnichannel World - Santiago Gallino, Robert  Rooderkerk, 2020][image: New Product Development in an Omnichannel World - Santiago Gallino, Robert  Rooderkerk, 2020]
Figure: Omnichannel approach
[bookmark: _Toc143023404]Customer Input and Analytics: 
Continuous feedback gathering and data analytics help Unilever realize its goal of growth through improved service. Unilever aggressively seeks out and evaluates client feedback in order to get priceless insights into the attitudes, expectations, and changing preferences of its customers (Laursen & Andersen, 2023). This procedure fits in perfectly with its goal of continuing growth. By using customer input in strategic choices, Unilever demonstrates its receptivity to the changing demands of its stakeholders. With the addition of data-driven analytics, Unilever is better able to forecast trends, adjust proactively, and deliver exceptional customer experiences that highlight its dedication to service excellence.
[bookmark: _Toc143023405]Personalization: 
Data-driven insights are a driver for customizing client interactions in the digital age. Unilever can provide specialized experiences that appeal to unique interests and behaviors by utilizing consumer data. This personalisation highlights Unilever's dedication to providing unique experiences while encouraging closer relationships (Tien & Nhi, 2019). When customers believe their particular requirements are recognized and met, they are more inclined to participate and stay loyal. This strategy fits in well with Unilever's fundamental values and positions the company as a brand that places a high priority on improving each person's experience.
[bookmark: _Toc143023406]Continuous Improvement: 
Creating a culture of continual improvement is very compatible with Unilever's commitment to advancement and growth. Unilever can continuously improve its products and procedures by encouraging a culture of continual improvement throughout the company (Fernandes & Shailashree, 2022). This dedication results in a dynamic client journey that adapts to new possibilities and shifting expectations. Adopting this attitude is in line with Unilever's larger objective, enhancing its standing as a proactive agent of change.
Finally, by including strategic measures like client persona building, an omnichannel strategy, customer feedback and analytics, personalization, and a culture of continuous improvement, Unilever can manage and improve the customer journey efficiently. By implementing these tactics, Unilever establishes itself as a company that promotes both the more general objectives of improving society and the future while also serving the needs of its clients (Laursen & Andersen, 2023).
[bookmark: _Toc143023407]Theoretical Frameworks for Informed Strategies
If Unilever's approaches for enhancing brand awareness and customer journey management are influenced by well-established theoretical frameworks, they may be reinforced with accuracy and purpose (Iffah & Fauziyah, 2021). This section outlines the theoretical frameworks that might theoretically support Unilever's initiatives, ensuring that they are strategically in line with the organization's overarching aim and vision.
[bookmark: _Toc143023408]Customer Journey Mapping: 
A crucial component in Unilever's strategy toolkit is the Customer Journey Mapping methodology. This method involves meticulously visualizing and assessing the customer's sensory journey across touchpoints. By examining each point of interaction, Unilever may gain insight into the attitudes, issues, and pleasures of its consumers. 
	Customer Journey Map
	Awareness 
	Discover
	Purchase
	Use 
	Bond

	Website
	View Ads promoting new sustainable products

	Research products and read customer reviews       
	Make a Purchase online                     
	Access Resources and FAQs                     
	Join Loyalty Program and Receive Offers   

	Store
	Observe business signs and get captivated by window displays
	Visit retail store to see products in person

	Browse products and compare options        
	Use the product and ask in-store questions    
	Receive Special Discounts and Offers       

	Call Centre
	Inquire about product sustainability       

	Seek Information on products and availability    
	Place an Order over the phone              
	Seek Assistance for product issues            
	Provide Feedback and Suggestions            

	Facebook
	Engage with Social Media Ads and Posts     

	Follow company page and participate in discussions
	Comment on posts to share opinions        
	Share experiences and tag Unilever           
	Participate in Contests and Giveaways    

	Web Forum 
	To determine a product's reputation, read customer reviews.
	Participate in forum discussions and ask questions                                         

	Query forum users for buying suggestions
	Seek help and share solutions on the forum  
	Engage in Discussions and Knowledge Sharing


	Word of Mouth
	Get Recommendations from friends and family

	Share Recommendations with friends and family   
	Get Product Recommendations from peers   
	Recommend products and spread positive word   
	Refer friends and family to Unilever


	Email
	Receive Promotional emails highlighting new products

	Get Updates on new sustainability initiatives
	Receive Purchase confirmations and offers
	Get Usage tips and How-to guides             
	Get Exclusive Offers and Insider News

	Post
	Receive mail offers for one-time deals.
	distribution of a catalogue featuring popular goods
	Customer support will help you place an order via phone or mail.
	Share Product reviews and experiences        

	Advocate for Unilever and its Values  



For identifying issue areas and enhancing the entire client experience, this strategy is very crucial. By using this approach, Unilever is able to further its mission of creating a better future by ensuring that every relationship creates value and raises total customer pleasure (Laursen & Andersen, 2023).
[image: Practise case – CUSTOMER JOURNEY ANALYSIS]
Figure: customer journey analysis
[bookmark: _Toc143023409]Touchpoint Analysis: 
A consistent and integrated brand experience across touchpoints is essential to Unilever's new approach to business. Using the Touchpoint Analysis methodology, Unilever can make sure that every client interaction is consistent with its goal. Unilever is able to make sure that its goals, beliefs, and messaging stay unwaveringly consistent by assessing the success of these interactions. The goal of Unilever to create a business model that incorporates societal and environmental advantages is strikingly aligned with this alignment (Fernandes & Shailashree, 2022). By ensuring consistency across touchpoints, Unilever can effectively communicate its commitment to sustainability and social responsibility to its clients. This alignment not only strengthens Unilever's brand reputation but also reinforces its position as a leader in responsible business practices. 
[bookmark: _Toc143023410] SERVQUAL Model:
The SERVQUAL Model is a staunch ally for Unilever in its mission to provide great service while preserving its dedication to societal and environmental improvement (Laursen & Andersen, 2023). This model acts as a thorough road map, providing a disciplined method for evaluating and improving service quality by carefully examining client expectations and perceptions. The SERVQUAL Model perfectly complements Unilever's purpose of building a better future while also helping the business to surpass consumer expectations and build a strong brand identity.
[image: Applying the SERVQUAL model to describe the satisfaction of the Aviva  company's employees in Dublin, Ireland, regarding to the canteen service  quality in their workplace | Semantic Scholar]
Figure: SERVQUAL Model
[bookmark: _Toc143023411]A Holistic Approach to Service Quality
The dedication of Unilever to a brighter future goes beyond only providing customers with products; it also extends to all of its business dealings with them. Unilever is able to rigorously analyze each aspect of service quality by using the SERVQUAL Model. For instance, "Tangibles" would include the tangible and observable components of Unilever's goods, ensuring that they are consistent with the company's dedication to environmental responsibility.
[bookmark: _Toc143023412]Fulfilling Customer Expectations
The SERVQUAL Model's core principle is to match customer expectations with actual impressions. The goal of Unilever to build a better future is in line with what consumers want in terms of ethical and responsible goods and services (Kotler & Keller, 2021). Unilever may adjust its offers and make sure that consumer perceptions meet or exceed these expectations by measuring these expectations. In addition to increasing customer pleasure, this alignment forges a strong link between Unilever's objective and the caliber of its services.
[bookmark: _Toc143023413]A Positive Feedback Loop
A cycle of continuous improvement is naturally involved in the SERVQUAL Model implementation process. Unilever exhibits its dedication to providing value and connecting with client ideals by routinely assessing service quality and resolving any inconsistencies (Fernandes & Shailashree, 2022). The main goals of development and improvement at Unilever are in perfect harmony with this iterative method. Unilever builds brand loyalty and positions itself as a company that actively listens to and responds to client requirements as it improves its services in response to customer input.
[bookmark: _Toc143023414]Positioning Unilever as a Conscientious Entity
The desire of Unilever to build a better future extends to all of its consumer interactions, not just those involving its goods. The SERVQUAL Model gives Unilever the ability to integrate this objective into the caliber of its services. Unilever strengthens its reputation as a considerate company that not only provides excellence but also resonates with the values and ambitions of its customers by continually surpassing customer expectations and improving the quality of its interactions (Bhuiyan, 2021).
[bookmark: _Toc143023415] Technology Adoption Theory: 
The notion of technology adoption has increased importance in the digital era. This approach takes into account how quickly users take to new technology and cutting-edge solutions. This approach resonates with Unilever's creative strategy, which aims to increase engagement via technical competence (Fernandes & Shailashree, 2022). In order to effectively contact and interact with customers in line with its forward-thinking vision, Unilever should customize its engagement tactics by recognizing the phases of technology adoption among its target population.
[bookmark: _Toc143023416]Customer Lifetime Value (CLV): 
The Customer Lifetime Value (CLV) framework is essential to the allocation of resources and retention tactics. Unilever can deploy resources wisely and customize experiences to maximize customer loyalty by measuring the long-term value each customer delivers to the company. This strategy fosters long-lasting partnerships that match with Unilever's goal and vision, which is inherently connected with Unilever's holistic approach to building a better future (Fernandes & Shailashree, 2022).
All told, the Customer Journey Mapping, Touchpoint Analysis, SERVQUAL Model, Technology Adoption Theory, and Customer Lifetime Value theoretical frameworks serve as the theoretical foundation for Unilever's brand awareness and customer journey management initiatives (Bhuiyan, 2021). Unilever maintains thorough and comprehensive alignment with its purpose of improvement by grounding strategic choices in established frameworks. This allows it to provide meaningful and significant consumer experiences while advancing its societal and environmental objectives.
[bookmark: _Toc143023417]Recommendations
Building on the thorough analysis completed, Unilever is given the advice that follows, emphasizing the improvement of brand recognition, improvement of customer journey management, and seamless alignment with the corporate mission and vision.
[bookmark: _Toc143023418]Alignment:
Unilever must align all of its marketing initiatives and customer journey management efforts with its core mission and vision in order to guarantee a coherent and persuasive approach. Unilever can project an unshakeable and mission-driven image by imbuing every aspect of its operations with the desire to build a better future and inventing a cutting-edge business model that promotes societal and planetary improvement (Bhuiyan, 2021). Conscientious customers seeking connections with businesses that reflect their values are greatly affected by this unity, which not only strengthens brand identification but also strikes a strong chord with them.
[bookmark: _Toc143023419]Innovation:
Proactive innovation eloquently demonstrates Unilever's commitment to growth and advancement. Unilever can transform consumer interactions and improve overall experiences by exploring and funding ground-breaking innovations (Kotler, 2019). Adopting emerging technologies, such as AI-driven personalisation, virtual reality experiences, and eco-friendly packaging options, may increase brand engagement and foster the idea of Unilever as a progressive and tech-savvy company. This dedication to innovation is fully consistent with its commitment to improvement and development.
[bookmark: _Toc143023420]Collaboration:
Building strategic alliances is essential to increasing Unilever's reach and influence. Unilever may increase its audience and strengthen its message through creating relationships with influencers, like collaborators, and stakeholders that share its core values and mission (Fernando et al., 2019). Collaborations with influencers that promote environmental awareness, social responsibility, and sustainability can increase Unilever's brand visibility among a variety of interested groups. These connections might serve as additional proof of Unilever's dedication to catalyzing good change on a global scale.
[bookmark: _Toc143023421]Feedback Loop:
A strong feedback loop is a crucial tool for accelerating transformational changes and improving service (Tien, 2019). Unilever can identify pain spots, areas for improvement, and changes in consumer preferences by proactively seeking out and carefully examining customer input. This iterative process enables Unilever to adjust quickly, ensuring that its products best meet customer expectations. This customer-focused approach perfectly complements Unilever's commitment to helping to create a better future, showing an unrelenting commitment to improving and enhancing its offerings (Havidz & Mahaputra, 2020).
[bookmark: _Toc143023422]Employee Engagement: 
Unilever's mission and vision are achieved through an engaged and motivated workforce. By embracing the company's values and providing exceptional service, employees can transform into brand advocates, ensuring every customer touchpoint aligns with the company's mission. Strategic recommendations include amalgamation, innovation, partnership, feedback loops, and employee engagement. By integrating these ideas into Unilever's operations, the company can shape a better future, boost brand recognition, client satisfaction, and become an avant-garde leader.




[bookmark: _Toc143023423]Conclusion
Unilever's focus to enhance brand recognition and reinventing customer journey management in a dynamic environment of shifting business paradigms underlines its commitment to development, purpose, and societal advancement (Fernando et al., 2019). This report has created a comprehensive roadmap for Unilever's pursuit of increased brand awareness and transformative customer interactions through a thorough analysis encompassing creative marketing approaches, meticulous evaluation of the customer journey, and a foundation rooted in theoretical frameworks.
The constant objective of Unilever, to "create a better future every day," permeates every aspect of its strategic study. The cornerstone that strengthens the basis of this project is the congruence between Unilever's fundamental values and the suggested strategies. The SERVQUAL Model's crucial contribution to guiding service quality in line with Unilever's social responsibility highlights the company's integrity in turning its vision into concrete, customer-focused reality (Tien, 2019).
The offered strategic proposals highlight Unilever's deliberate pursuit of excellence. Unilever puts its commitment into practice through coordinating strategy, supporting innovation, creating collaborations, maintaining an active feedback loop, and cultivating employee involvement. These suggestions offer a comprehensive and consistent strategy, enabling Unilever to not only meet but also exceed client expectations and adhere to its larger objective (Kotler et al., 2019).
For Unilever, the journey toward improving brand awareness and the customer experience is more than just a financial goal; it is a transformative journey that reflects its function as a positive force for societal progress. Unilever reinforces its reputation as a company that is motivated by impact and societal improvement by integrating this commitment throughout all consumer interactions.
This strategic analysis lays the foundation for Unilever to achieve its twin goals of improving brand recognition and streamlining the customer journey. Unilever crafts a road that goes beyond financial successes, steering toward a more sustainable and enriching future by adopting novel marketing methods, utilizing proven theoretical frameworks, and putting into practice concrete advice (Iffah & Fauziyah, 2021). This study imagines Unilever's rise as an industry leader, embodying a profound fusion of commercial excellence, initiatives with a higher purpose, and an unwavering dedication to creating a better world for all.
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