
Marketing Management (BMMB7012D)

Lecturer: Adila Khan





Critical Evaluation of the United Nations Marketing Strategy in Pakistan






Submitted by: 
Omar Khan
Student No: 2219359




Table of Contents

1. Executive summary………………………………………………………………...3
1. Introduction………………………………………………………………………….5
1. Concept and importance of marketing………………………………. ………….6
1. Role and Activities of the Marketing Department…………………………….…7
1. Branding and Positioning…………………………………………………….……7
1. Influence of the macro and micro marketing environment on the
 marketing strategy ………………………………………………………….…….8
1. Macro Marketing Environment……………………………………………………9
1. Micro Marketing Environment …………………………………………………...10
1. Target audience………………………………………………………….…..….…11
1. Market segmentation…………………………………………………………..….11
1. Selection of media and its effectiveness ………………………………..…..….12
1. Measuring success………………………………………………………….…....14
1. Shortcomings of the UN marketing strategy in Pakistan …………...……..…15
1. Recommendations……………………………………………………………..…17
1. Reference List ……………………………………………………………………20







Executive Summary
This executive summary provides an overview of the role and activities of the marketing department within the UN in Pakistan to identify opportunities for improvement and future developments. The marketing department plays a critical role in creating and implementing a communications plan using various communication channels such as print media, publications, websites, social media, press releases, newsletters to reach diverse audiences, create a brand image, raise awareness, and support mobilization of funding.
Additionally, it discusses how macro and micro marketing environment affects the marketing strategy of the organization. Political stability, government support, local culture, technological advancement impacts the marketing strategy of the UN in Pakistan. It is essential for the UN to adapt to the evolving marketing landscape and understand the needs and aspirations of their target audience to enhance their communication efforts. 
It further discusses the importance of positioning, market segmentation and differentiation. Tailoring programs, initiatives, and communication messages as per the target audience while emphasizing the UN’s unique value and technical expertise helps position it as a credible and transparent organization which contributes to it achieving its goals. 
The communication channels used by the UN in Pakistan include traditional media as well as digital platforms such as social media and websites. Social media provides a cost-effective method of reaching a wider audience but challenges such as privacy and information overload must be addressed. There is a transition from traditional media channels to digital platforms, however, the UN needs to continuously strive for improvement by utilizing technologies such as artificial intelligence, machine learning and virtual assistants to further enhance its marketing effectiveness. 
In conclusion, the marketing department of the UN plays a vital role in promoting the organization’s mission, building brand identity, raising awareness, and maintaining relationships with its stakeholders. By adapting to the marketing landscape, understanding the target audience, and utilizing appropriate communication channels and embracing emerging technologies will further enhance the UN to effectively communicate its mission, impact, and achievements to its target audience. 








Introduction
The United Nations (UN) is an organization that was founded in 1945 and currently consists of 193 member states. It is a platform where nations gather and find shared solutions to common problems that benefit humanity. The United Nations in Pakistan supports the Government of Pakistan in achieving the Sustainable Development Goals (SDGs) 2030 by addressing various social, economic, and humanitarian issues (PakistanUN, n.d). In Pakistan there are around 20 different UN agencies working on addressing issues related to their areas of expertise and mandates. The UN works in partnership with the local government, communities, development partners and other stakeholders to help achieve sustainable development.
Each UN agency may have its own communications strategy and different communications teams at the headquarters level and at the national level. In addition to the core national communications team there may also be communications officers specific to an agency’s program or initiative. However, the UN in any country focuses on promoting the UN as one to help achieve a larger impact and to coordinate communication efforts. 
The United Nations Information Center (UNIC) is a dedicated arm of the UN at the country level that works to promote the activities and achievements of all UN agencies working in the country. The United Nations Communication Group (UNCG) is also a platform at the national level where communications representatives from all agency’s work together towards the promotion of UN activities in Pakistan. 

Concept and importance of marketing 
Marketing management is the process of planning, implementing, and monitoring strategies to promote products or services and meet the needs of the target audience. It is essential for creating long-term customer relationships, create customer loyalty, build a brand image, and increasing revenue or raising funds in case of the development sector (Expertrons, 2023). As an international organization engaging in socio-economic and humanitarian activities, the UN does not focus on marketing as typically understood in the commercial context. The UN, however, does engage in communication and outreach activities to raise awareness about its interventions and activities and promote its initiatives as well as acknowledging the support and funding of development partners. 
The UN consists of different specialized agencies and promotes communication as one entity to help strengthen its image and reputation as well as showcase collective impact of their efforts. The resources invested in marketing vary from agency to agency but in general there is a communications team based at the headquarters of each agency. In addition, the United Nations Information Center (UNIC) and United Nations Communications Group (UNCG) represent all agencies present in the country. Lastly each agency may have a national level communication representative and some communication resource specific to each program. The UN also uses different communication channels including publications, websites, social media outreach, press releases, newsletter, advocacy, and media campaigns (UNSDG, 2014).

Role and Activities of the Marketing Department
The role of the marketing or communication department at the UN is to create and implement a communications plan. This includes internal communication such as explaining policy changes to the employees, overseeing internal announcements as well as providing education and training to build the capacity of its employees. The communications department also manages all internal websites, social media, press releases, creating content such as blogs and articles, and holding events. They also create internal information materials including brochures, fact sheets, newsletters etc. 

Branding and Positioning
Branding and positioning is a marketing strategy that refers to the unique value of an organization to its beneficiaries or customers. It is how an organization positions itself to its beneficiaries by highlighting its value and unique selling point. (Amazon, n.d). This is of particular importance to the UN in Pakistan as it is considered a credible organization with specific technical expertise based on each agency’s mandate and area of work. 
The marketing department focuses on strengthening the UN’s brand identity in Pakistan by emphasizing its core values and communicating its impact in a transparent manner. The marketing department is also responsible for organizing public awareness campaigns about key issues such as poverty, healthcare, gender equality, and sustainable development. This is referred to as corporate communication in which the focus is on building the organization’s identity by promoting its mission and activities. It is also used to create awareness on development issues and contributes to securing additional funding for the agency’s programs. Other comprehensive communication strategies include community mobilization, counselling, media advocacy, public relations, and public policy to help achieve behavioral change (UNSDG, 2011). 
The marketing department is also responsible for building and maintaining a relationship with the beneficiaries. This may include developing marketing campaigns, showcasing success stories and impact. This plays a crucial role in helping the organization in expanding its portfolio and building brand recognition (David W, 2023).

Influence of the macro and micro marketing environment on the marketing strategy 
[bookmark: _Hlk139567972]Every organization needs to be vary of the marketing environment it is operating in and be able to adapt to any emerging opportunities and mitigate potential risks. The macro environment factors include economic, social, political, legal, and technological factors while the microenvironment consists of the organization’s suppliers, customers, distributors, and competitors. Figure 1 below showcases the different micro and macro environment factors that may influence the marketing activities of an organization (Fahy J, 2019). 
Figure 1. 
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Source: (Fahy J, 2019. Foundations of marketing). 

Macro Marketing Environment
The political stability of a country and the government’s support towards international organizations leads to an increased collaboration and resources allocated towards marketing efforts. While operating in a country, it is vital that the UN takes into consideration the local culture, norms, beliefs and values within their marketing approach and messages to increase its effectiveness and avoid any messages that may be considered offensive. 
The level of technological advancement will also impact the marketing channels used by the UN in reaching its target audience. From a technological standpoint, in Pakistan, limited digital literacy and unequal access to technology and the internet plays a significant role in how the UN may communicate its activities and achievements to its target audience (Siddiqui S, 2019).
Overall, the constantly evolving marketing landscape requires organizations to continuously learn and adapt to stay relevant and effective in reaching their target audience. It is essential for organizations to stay up to date and make use of the opportunities presented with latest trends and technologies (Gulati R, 2023). In a country like Pakistan which is behind in latest trends and technologies and have a significant skills gap pose an issue for marketing departments.   

Micro Marketing Environment
Generally, microenvironment factors would include suppliers, customers, distributors, and competitors but in the case of the UN these may be defined as donors, beneficiaries, employees, and other competitor organizations.
The UN deals with a complex target audience from government, policy makers, and marginalized communities. It is essential for the UN as an organization to understand the needs, aspirations and challenges of the government, local communities, and beneficiaries in planning their marketing strategies. It may also face competition from other NGOs or international organizations which affects the overall allocation of resources towards its programs and marketing efforts. The UN system is heavily reliant on funding from development partners and countries and maintaining strong relationships with all these partners is essential for the UN to secure fundings. 


Target audience
The target audience of the UN varies depending on the agency and the type of initiative. It also depends on the priority area of the donors and lastly on the detailed assessments conducted for each initiative. For example, a value chain development project for agriculture may require various studies to see different aspects of the value chain from production, export potential, existing initiatives, government, and donor priorities. Different agencies may work with various beneficiaries and relevant government departments based on their mandates. For example, the Food and Agriculture Organization (FAO) may work with local communities related to agriculture, while the World Health Organization (WHO) may work with health-related institutions, and the United Nations Industrial Development Organization (UNIDO) may work with the industrial sector. In general, the UN engages with the national governments, local NGO’s, development partners, marginalized communities, and the public.

Market segmentation 
Market segmentation refers to identification of target groups and tailoring products in a way that resonates with the group (Tarver E, 2023). For an effective marketing strategy, the UN needs to employ market segmentation, targeting, differentiation and positioning, and the marketing mix. The UN needs to consider market segmentation and tailor its programs and initiatives according to its target audience. The communication plan may also be customized based on the target audience. For example, the guiding materials or training to government officials from the agriculture department may be more advanced than those aimed to providing guidance to farmers. The communication must resonate with the target audience to enhance its effectiveness.
It is however important to understand that assessment of marketing effectiveness is a complex process and requires additional resources and time. For a not-for-profit organization it may be particularly difficult to justify to its donors the additional resources to be spent on such findings. The organization must, however, continue to strive to improve its marketing through these various factors mentioned above.  

Selection of media and its effectiveness 
In today’s world more and more people are using their phones and digital devices to access news. People also prefer visuals with ads on social media compared to those printed in an article or newspaper. The average age of people who are viewing ads is decreasing and people have less time to spend on looking at ads and want as much information as quickly as possible (Sadeghian, 2016). The UN in Pakistan uses different channels for communication including the traditional media such as newspaper, TV, radio, publications as well the social media and websites. 
Social media platforms have provided not for profit organizations with a low-cost method to communicate to a larger audience and increase awareness. It has become an essential part of marketing for not-for-profit organizations (Maxhuni, N., 2021). It offers significant marketing opportunities to organizations however it also comes with its challenges such as consumer complaints or negative reviews which could have a negative impact on the credibility and performance of the organization (Dwivedi, Y. K. et al. 2021).
The use and effectiveness of the platform depends on the organization’s target market. As a not-for-profit organization there are similarities between the marketing methods of the UN and the government. As per OECD survey of 2020 on understanding public communication the top three digital communication channels used by governments to make its citizens aware about new policies and announcements are official government websites, social media channels and paid promotions on social media (Figure 2).  
Figure 2
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Emerging technologies such as AI, augmented reality, virtual assistants and chatbots could also play a significant role in marketing and communication. Organizations need to have the necessary capabilities to embrace these technologies. It can help analyse and process large amounts of data to help support targeted messaging as well as identify any gaps and improve effectiveness. With these new opportunities it also comes with new challenges related to privacy, legal and ethical implications (OECD 2021).
Even though the communications department of the UN in Pakistan is moving from traditional media channels to social media and digital channels, it needs to continuously strive to improve its digital marketing strategy. The use of AI, ML and virtual assistant is the future and currently at the national level there is little to no utilization of these technologies to enhance the effectiveness of marketing activities. These technologies are very effective but come with their own concerns related to data privacy and security. There is also limited resources such as software, infrastructure and skills and talent gap for advanced marketing technologies.

Measuring success
The communications departments analyse different data related to tracking social media and website traffic to gauge the reach of marketing campaigns through these mediums. The annual One UN country results report showcases how the work of UN is impacting people’s lives in the country. It is a report used to share the UN’s work and impact with the public, government and donor agencies (UNDAF 2017). A copy of the annual one UN report 2021 for Pakistan can be accessed via the link below https://pakistan.un.org/sites/default/files/2022-09/OneUNReport2021.pdf.
[image: ]
Source: (United Nations Pakistan)
There are other measurement metrics such as assessment of the level of awareness and knowledge among the target audience, which is done through perception surveys, interviews and focus group discussions. The UN also evaluates behavioral change in beneficiaries through advocacy, sensitization, and training. 

Shortcomings of the UN marketing strategy in Pakistan 
In conclusion, the marketing department plays a crucial role in promoting UN’s activities, raising awareness, and creating a brand image in Pakistan. This involves creating and implementing a comprehensive plan which consists of internal communication as well as branding and relationship building with beneficiaries and donors.
The UN has branded and positioned itself well. It is a globally reputed organisation which is trusted by host governments and beneficiaries. It mostly operates in a transparent manner which adds to its reputation. It also addresses key issues such as poverty, healthcare, gender equality, sustainable development which resonates with the governments and beneficiaries of developing countries like Pakistan. 
The macro environment such as political stability, government support, local culture and technology poses several challenges for UN’s marketing department in Pakistan. These also have an impact on the organization’s choice of marketing channels and approaches. The limited digital literacy and unequal access to technology and internet makes it difficult for the UN to effectively reach its target market which in many cases are marginalized communities with limited access to technology.  It is important for the UN to adapt to the evolving marketing landscape, stay up to date with the latest trends and technologies and understand the needs and aspirations of its target audience for effective marketing. 
In terms of market segmentation, the UN does well in customizing its programs and initiatives according to the target audience. But in terms of communication there is a need for increased effort and emphasis on tailoring communication methods and channels according to the target audience. For example, an annual report or a social media campaign may not be as effective to target rural communities. 
In addition to the use of traditional media platforms the use of social media marketing is well utilized by the UN in Pakistan however there are areas of improvement. Social media and other digital platforms are a cheap and effective way of marketing and reaching a wider audience (Hossain T M, 2014). However, in addition the opportunities presented by social media and digital channels there is also the risk of information overload due to multiple sources of information (Rehman A, et al. 2019). 
An area for improvement for the UN is to seek continuous improvements towards adaptation of the latest and future technologies such as AI, ML, and virtual assistants within in marketing strategies to further enhance the effectiveness of its marketing strategies. Measuring effectiveness of marketing activities is also a complex process however continuous improvement in this area would also help enhance UN’s marketing impact and contribute to its overall goals. Pakistan is also behind in adopting to latest trends and technologies. These require specialized knowledge and technical skills which is limited. This will require additional investments in training and hiring professionals to be able to prepare for future trends in marketing and to stay relevant in the long term.

Recommendations 
Social media improvement- There needs to be a clear definition of objectives and identification of key metrics. This will help track and analyse your progress to make improvements accordingly. There also is an increased need for use of tools such as Facebook ads manager and Hootsuite etc. Lastly additional resources need to be allocated towards conducting social media audits to identify the strengths and weaknesses to effectively identify and target relevant platforms, messaging, branding, and target audience (Kumar P 2023). 
To effectively tackle the issue of information overload there needs to be regular monitoring of what interests your target market. Furthermore, the messages need to be simple and short with visuals, infographics, or video to deliver the message within a short span. Finally, the method and channel of communication needs to be based on your consumer preference (Bonardi E. 2018).
The use of data analytics, AI, ML will help the marketing department in analyzing large amounts of data and support in producing personalized communications content and messaging for different beneficiaries such as the government, marginalized communities, and donor organizations (D Luminita, 2023). It will help allow the marketing department to produce real time analytics, automation, personalized messaging and enhanced beneficiary experiences and satisfaction. 
With the adoption of AI and ML the UN must be cautious about issues related to data privacy and security concerns as it deals with sensitive and confidential information and any breaches would negatively impact the organization’s reputation (Quach, S. et al.2022). Additionally, they must focus on ethical and transparent marketing which is essential to avoid negative publicity, loss of trust, and legal consequences (Brough S, 2023).
To deal with lack of skills and talent related to upcoming technologies in marketing they must work on building the capacity of key personnel to stay relevant and competitive to have long-term benefits. Furthermore, they could collaborate with tech companies to leverage their expertise with new technologies in marketing.
To measure the effectiveness of marketing campaigns there needs to be use of analytics and tools to identify areas of improvement. There is a need to utilize data and insights for effective data driven decision making as well as staying up to date with the latest trends and technologies to have effective communication campaigns. Different UN agencies can pool resources to acquire AI and ML marketing technologies which will enhance their visibility, influence positive change, and mobilize support and funding for its programs and initiatives (Choto P et.al, 2022).
It will help them shape perceptions, engage stakeholders, provide long term benefits and ultimately contributing to the UN's mission of promoting peace, development, and human rights in Pakistan.
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