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[bookmark: _Toc139584652]Introduction
In this report, the key discussions are on the company Unilever, the global challenges faced by it, megatrends, stakeholders and solutions to those challenges. First, this report will discuss the challenges and megatrends that Unilever faces. After that, the topic of discussion will be how they are approaching to solve these issues. Next, the stakeholders and their contribution to the company will be discussed. Finally, a set of recommendations to solve the challenges will be provided.
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Supply chain disruptions: The Covid-19 pandemic has created worldwide supply chain issues and Unilever was affected by it as well. These supply chain issues have a direct consequence on the company's marketing functions. Unilever has to handle the disruptions in order to make sure that there is a consistent supply of products to fulfil the consumer demands (Mazzoleni et al., 2020). There is necessary for maintaining product availability for the customers and meeting the expectations that are due to supply chain management. 
Consumer behaviour shifts: Covid-19 resulted in major changes in customer behaviour and preferences, which had a direct impact on Unilever's marketing functions. Understanding those changes is an obvious step, as Unilever needs to analyse the changes in consumer behaviour in order to modify its marketing functions, products and promotions (Lambert et al., 2020). This way Unilever has a chance to highlight the health benefits of its products and launch focused marketing efforts. This will allow them to highlight their efficacy to customers and profit.
Economic uncertainty: The pandemic has caused significant economic disruption globally, creating an uncertain situation for every organisation. This had an impact on Unilever's marketing functions. It had a number of implications such as increased unemployment and decreased consumer expenditure, which had a direct impact on consumer purchasing behaviour (Fuentes et al., 2020). To react to the shifting economic situation, Unilever needs to change its marketing methods. This can include adjusting pricing to remain competitive, executing economically sustainable promotional activities and developing new market sectors for expansion. Moreover, Unilever needs to look at collaboration opportunities to mitigate the impact of economic disruption uncertainty.
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Figure 1: Number of mobile devices worldwide (in billions)
(Source: Laricchia, 2023)
Digital transformation and e-commerce: The Covid-19 pandemic has pushed digital transformation throughout businesses, including Unilever's marketing functions. The number of mobile devices has gone up to 16.8 billion in 2023 (Laricchia, 2023). There is a significant shift towards online buying and Unilever needs to alter its marketing strategies to focus on and strengthen its contact with customers (Wong et al., 2020). This includes optimising the internet presence, gaining insights through data analytics, and investing in digital marketing. To influence consumers who rely on online channels for product research, Unilever needs to improve its e-commerce capabilities, user experience on digital platforms, and develop focused digital marketing efforts.
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E-commerce and digitalisation: The pandemic has forced a move towards e-commerce and internet purchasing. As consumers continue to shop online, Unilever needs to strengthen its online presence and refine its digital marketing approach (Wang et al., 2022). To improve it, they should improve the user experience on their websites and mobile apps, use data analytics to gain insights, and execute focused digital marketing to promote online sales. Investing in cutting-edge technology can assist Unilever in increasing its digital footprint and enhancing operational efficiency in its online sector.
Sustainability and CSR (Corporate Social Responsibility): When making purchasing selections, consumers are increasingly evaluating the company's sustainability. Unilever has taken a proactive approach to setting goals that ensure a low carbon footprint, sustainable procurement, and other important sustainability measures are implemented (Jamali et al., 2020). Unilever needs to communicate its sustainability actions in order to meet consumer expectations. One method is to sell in a way that emphasises the sustainability aspects of its products while focusing on the global sustainability agenda. This implies they can invest in environmentally friendly packaging and collaborate with other organisations to solve the problems.
Health and wellness: Because of the pandemic, consumer awareness of health and hygiene has skyrocketed. As a result, demand for personal care items that promotes cleanliness and well-being has increased (Lichtenthaler, 2021). Unilever offers diverse range personal care products, which makes the company a good position to benefit from this trend. Unilever should focus on the health benefits of its products in order to position itself as a trustworthy brand providing wellness supplies. This also implies that they need to invest in R&D to generate profit and collaborate with healthcare organisations to achieve authenticity.
Personalisation: Rapid technological and data analytics breakthroughs give Unilever with ample chance to personalise its marketing operations. Unilever can generate targeted advertising, produce tailored product offerings, and improve consumer experiences by utilising customer data (Naughtin et al., 2022). This also implies the necessity for best practises in data handling while adhering to privacy standards. Following that, investments in marketing technology infrastructure should be explored. Unilever can boost customer engagement, build brand loyalty, and gain a competitive advantage in the market by providing personalised experiences.
Remote work culture: The pandemic has necessitated remote work arrangements, which has profoundly altered how organisations collaborate with other partners. Unilever needs to modify its marketing functions in order to function effectively in a remote work environment (Feber et al., 2020). This includes exploiting existing digital collaboration technologies, holding virtual meetings, and facilitating global collaboration across teams. Unilever can utilise the knowledge and different viewpoints of its workers through remote work practises, resulting in new marketing initiatives.
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Figure 2: Unilever global revenue from 2007 to 2022 (in million Euros)
(Source: Petruzzi, 2023)
Unilever is a major consumer goods business that is evolving and developing marketing strategies to address the issues created by the Covid-19 pandemic. In 2022, Unilever group earned revenue of €60.073 billion (Petruzzi, 2023). Unilever wants to establish a competitive advantage and sustain market leadership by responding to changing customer preferences, strengthening the supply chain and utilising digital technology. Unilever is focusing to change the marketing tactics by understanding and responding to changes in consumer behaviour (Tien, 2019). Consumer research is being done in order to gather insights into shifting consumer demands and purchase habits that the organisation faces. This allows Unilever to create great marketing strategies that fulfil the expectations and reflect their changing beliefs.
Unilever is also investing in product research and innovation in order to address evolving consumer trends. Unilever has made sustainability a fundamental priority across its brands in response to demand for sustainable products (Zhang and Fan, 2020). The corporation has set major targets for reducing its environmental impact through responsible sourcing and sustainable packaging. Unilever strives to differentiate itself in the market and attract environmentally concerned consumers by enhancing their offerings and making their approach clear to everyone.
Unilever is continuously trying to improve supply chain resilience in order to address the supply chain issues caused by the pandemic. The company is targeting to increase the sourcing by forming collaborations with suppliers and investing in supply chain solutions (Wang, 2022). Unilever is also investigating localised manufacturing and distribution models in order to lessen reliance on global supply chains and mitigate potential disruptions. Unilever's goal in developing its supply chain is to assure a steady supply of products to fulfil consumer demand while mitigating the impact of potential disruptions.
A significant aspect for Unilever's marketing initiatives is digital transformation. The organisation understands the growing importance of digital media and e-commerce in reaching and engaging customers. Hence, the company is increasing its internet presence and investing in digital marketing to reach as many consumers as possible (Iglesias et al., 2023). This allows them personalise marketing messaging and offer targeted campaigns across digital platforms by utilising the data analytics to garner insights from the consumers. Unilever has a strong focus in achieving better experience for everyone and gain a larger market share by focusing on e-commerce capabilities.
Unilever uses technology to improve consumer engagement and brand experiences. To interact with customers and create authentic brand experiences, the organisation has embraced social media channels and influencer marketing. Unilever monitors customer mood via social listening techniques and engages in real-time dialogues with its target demographic (Santoki and Parekh, 2020). Unilever hopes to strengthen consumer interactions, increase brand loyalty and drive growth by embracing technology and digital platforms.
Unilever is involved in CSR programmes in order to make a good impact and boost its brand image. To solve social and environmental concerns, the corporation works with a variety of stakeholders such as various different NGOs (Mañosca et al., 2022). Unilever's CSR activities are focused on their marketing strategy, which shows the company's dedication to sustainability, social responsibility and ethical practises. Unilever hopes to establish trust and loyalty among consumers who value brands with a purpose by linking its marketing operations with CSR goals.
Unilever is developing marketing tactics to address the challenges created in the post-Covid-19 era in this way. Unilever focuses to achieve a competitive advantage and sustain market leadership by focusing on understanding and responding to changing customer preferences, improving supply chain, and utilising digital transformation along with participating in CSR activities (Maurya, 2019). Unilever hopes to navigate the changing business landscape and continue to deliver innovative goods and marketing strategies that appeal with consumers worldwide.
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Customers: The customers are one of the most important stakeholder groups for Unilever. Individual customers, businesses and other organisations that buy and use Unilever's diverse variety of consumer goods are the focus here (Magagan and Ngugi, 2021). Unilever operates through product development, quality management, innovation and marketing techniques. Unilever tries to understand and match the requirements and preferences of its varied customer base. This is why creating great customer relationships are critical for sustaining long-term business success for Unilever.
Shareholders: The individual people or companies that own shares in Unilever are known to be the shareholders of Unilever and they are a critical stakeholder of them. Their main goal revolves around the idea that Unilever will create profits and provide a return on their investment (Stanley et al., 2022). Unilever's marketing initiatives contribute significantly to shareholder value creation through the revenue growth, growing market share and strong competitive advantage. To maintain shareholder support, Unilever needs to successfully launch and describe the key components of their marketing strategy and the ideas of growth for them.
Employees: Employees are a critical stakeholder for Unilever since their work, competence and drive contribute to the company's success. Unilever's marketing methods rely on its employees' efforts to carry out marketing strategies, develop innovative products and deliver great customer experience (Iglesias and Ind, 2020). In order to have such a workforce, Unilever focuses on employee engagement, talent development and generating work-life balance for the employees. This way the company can create great products, experience and competitive edge in the market by investing in employee well-being and professional development.
Suppliers: Unilever depends on suppliers to provide raw materials, packaging and other key resources for the production of the consumer goods. This is why the suppliers are a key stakeholder in the business. To maintain a consistent supply of high-quality materials, Unilever relies on a diverse network of suppliers throughout the world (Ehiedu and Toria, 2022). It is critical for Unilever's overall business to establish strong supplier relationships and communication all over the globe, as that would allow them to have competitive edge over others. Unilever works with its suppliers to advance sustainability initiatives to promote responsible sourcing and strengthen their supply chain.
Retailers and distributors: Retailers and distributors are a major stakeholder who focuses on reaching the customers for the company. These stakeholders are grocery stores, supermarkets, e-commerce businesses and other retail channels where Unilever's products are sold. Unilever works with retailers and distributors to ensure that products are effectively placed, available and promoted (Ponte, 2020). Unilever needs to form strong partnerships with various stakeholders in order to optimise distribution networks, improve market growth and maximise the sales revenue.
Regulatory authorities and governments: Governments and regulatory authorities at the local, national, and international levels all play an important role in shaping Unilever's business. They are associated with making rules and policies for product safety, labelling, advertising and other key areas of the consumer goods sector (Bailey, 2020). Unilever needs to follow these standards and communicate openly with government agencies. Unilever is able function and work through the regulations that encourage sustainable practises, responsible business and consumer protection through the systems provided by governments.
NGOs (Non-Governmental Organisations): Non-governmental organisations (NGOs) and other activist organisations are powerful stakeholders who allow the company to fight for social and environmental problems (Sinulingga, 2019). They are a highly important people group for a business like Unilever on a variety of problems such as sustainability, ethical sourcing, human rights and animal welfare. Unilever collaborates and engages with these NGOs to address the key concerns and to align its business practises with societal expectations. This helps them contribute to positive social and environmental consequences. Unilever can improve its reputation and demonstrate its commitment to CSR by utilising its strong ties with these stakeholders.
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Customers: Customers have a huge effect on Unilever's marketing functions. They have strong preferences, demands and purchasing habits that influence the creation of new products, marketing and their marketing strategy. Unilever performs market research and consumer analysis to understand the different client preferences and market trends, which allow them to develop better products that are well received by its diverse customer base (Magagan and Ngugi, 2021). Customer insights are also important in creating better marketing strategies, providing better offers and improving the customer experience.
Shareholders: Shareholders' financial gains have an impact on Unilever's marketing functions. Shareholders anticipate that the company will create profits and provide a return on their investment. Unilever is under pressure to do better and establish effective marketing strategies that drive revenue growth, expand market share and preserve a competitive edge (Stanley et al., 2022). The marketing operations of Unilever are focused at gaining customers, achieving authentic branding and pleasing shareholders by meeting financial targets.
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Figure 3: Number of employees of Unilever (in thousands)
(Source: Petruzzi, 2023)
Employees: Employees play a critical part in implementing and assuring the success of Unilever's marketing plans. Unilever has over 138,000 employees as counted in 2022 (Petruzzi, 2023). Employees offer their talents and expertise to deliver efficient marketing strategies and give great service that is engaging. This can range from marketing managers to customer service representatives. Unilever invests in staff training, development and incentives to improve marketing skills and teach them about the strategic goals (Iglesias and Ind, 2020). Employees that are engaged have a beneficial impact on marketing functions by providing consistent brand messages, cultivating customer loyalty and driving business success.
Suppliers: Suppliers have an impact on Unilever's marketing functions by providing high-quality products, packaging and other resources. Suppliers who are dependable and accountable contribute to the manufacturing of high-quality goods, ensuring customer happiness and brand reputation (Ehiedu and Toria, 2022). Unilever can maintain a consistent supply of commodities, respond promptly to market demands, and improve product innovation through effective supplier agreements. Collaboration with suppliers on sustainability projects, responsible sourcing, and ethical practises is also consistent with Unilever's marketing efforts to appeal to environmentally conscious consumers and improve brand image.
Retailers and Distributors: Because retailers and distributors are the key channels, via which Unilever's products reach customers, they have a substantial impact on the company's marketing functions (Ponte, 2020). Product placement, visibility, availability and promotional activities require effective collaboration with retailers and distributors. Unilever collaborates closely with various stakeholders to ensure that its products are appropriately displayed, competitively priced, and effectively marketed in retail locations. Unilever is able to expand its global reach, grow sales and effectively communicate its brand message to customers thanks to strong partnerships with retailers and distributors.
Governments and Regulatory Authorities: Governments and regulatory authorities have a direct impact on Unilever's marketing functions through product safety, labelling, advertising and other facets of the consumer products business. While developing marketing strategy and campaigns, Unilever needs to follow these restrictions (Bailey, 2020). The content and format of marketing messages, packaging and product design are influenced by government standards and regulations. Unilever's marketing responsibilities require strong engagement with regulatory organisations to provide legal compliance, transparency, and consumer interests are protected.
NGOs (Non-Governmental Organisations) and Activist Groups: Non-governmental organisations (NGOs) and activist organisations have an impact on Unilever's marketing functions by increasing awareness and lobbying for social and environmental problems. These stakeholders keep an eye on Unilever's sustainability, ethical sourcing, human rights, and animal welfare practises and policies (Sinulingga, 2019). Their influence has the potential to persuade Unilever to embrace more sustainable and ethical marketing practises, participate in marketing strategies, and contribute to good social and environmental benefits. Unilever actively engages with non-governmental organisations (NGOs) and responds to stakeholder issues in order to improve brand reputation, create consumer trust, and align marketing operations with social expectations.
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Sustainable sourcing practices: Unilever must diversify its sourcing by establishing partnerships with local suppliers and exploring multiple supplier relationships. This strategy would reduce dependency on a single source and improve supply chain flexibility for the company (Sánchez-Teba et al., 2020). By working with suppliers from different regions, Unilever can minimise the risk of disruptions caused by various political and other issues. Furthermore, diversification will make the sourcing process of raw materials, packaging and other resources flexible, which will eliminate the interruptions during production and delivery of products. They can enhance visibility of supply chain through advanced technologies as well as data analytics (Dubbelink et al., 2021). This will allow them to have real-time view their inventory levels, demands and bottlenecks, which would let the company address their supply chain issues through monitoring and analysing their supply chain data. This will help Unilever identify alternative sourcing options, while adjusting timings and optimising their distribution strategies. This data-driven approach will enable faster decision-making, minimise supply chain disruptions and enhances customer satisfaction by ensuring product availability.
Product diversification: Innovation and product diversification is a strong strategy for Unilever to meet the evolving needs of consumers. The company should invest in research and development to introduce new products that align with the changing consumer preferences in the new market landscape (Khiong, 2022.). This can be done through innovation and expansion of its product portfolio. Unilever can then cater to the increased demand for health and hygiene products and adapt to the new consumer landscape. Unilever should also focus on enhancing its digital presence and e-commerce capabilities. Since there is a high increase in online shopping, investing in user-friendly websites, apps will allow their business to be seamless for the people (Tien et al., 2020). Along with that, Unilever should optimise its digital marketing efforts to reach and engage with consumers through targeted advertisements, social media campaigns and other personalised methods. By utilising digital and physical channels, Unilever can effectively communicate with consumers and drive online sales.
Better pricing strategy: Unilever should reconsider its pricing strategies and consider offering value-based pricing options to cater to consumers that want value for money. This could include introducing smaller pack sizes at lower price points or offering value packs to provide cost savings (Isma et al., 2020). By providing affordable options, Unilever can attract price-sensitive consumers and maintain market share during tough times such as economic crisis. Targeted marketing and promotion efforts are essential during such an event. Unilever needs to focus on segments that are not easily affected by such changes in the market. By understanding the unique needs and preferences of these segments, Unilever can create targeted advertising campaigns, promotions and loyalty programs that provide support to these groups and meets specific requirements (Mañosca et al., 2022). This targeted approach allows Unilever to optimise marketing budgets and drive. Since the number of consumers in this segment is usually the majority, the output from the sales would be of greater value to the company.
Effective communication of sustainability: Unilever should communicate its sustainability initiatives and progress to stakeholders in a more effective way. This can mean they need to highlight responsible sourcing practices, their own CSR efforts and community programs (Wang, 2022). Transparent communication can improve brand reputation and build trust among consumers, which is necessary for the development of the company with better market share. Unilever should utilise various communication channels, such as social media, corporate websites and sustainability reports, to share its sustainability commitments and achievements. Unilever can engage in marketing strategies that align with its sustainability goals (Tien, 2019). By collaborating with NGOs and supporting social or environmental causes, Unilever can improve brand image and be more relatable with the consumers who prioritise ethical and sustainable product development and consumption. This is because the people nowadays focus on the company to understand their offerings to the public.
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From this report, it can be concluded that Unilever has been facing various issues such as economic downturns, consumer shifts and other disruptions in supply chain. It was found that Unilever is facing several megatrends such as sustainability, digitisation and focus on health that changes their marketing decisions. It was noted that Unilever is approaching these issues and solving them by tackling each one individually with their policies. It was observed the key stakeholders of the company are shareholders, customers, employees and NGOs. It was found that diversification, product communication and enhanced pricing could solve their issues.
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