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[bookmark: _Toc143678986]Background of company
Unilever is a British multinational conglomerate packaged goods company with 400 brands under its name worldwide. The company was founded in the year 1929 when soap and margarine producers Lever Brothers and Margarine Unie respectively, merged their companies. Unilever is delighted to produce a wide range of brands, including those for home furnishings, healthcare, medicines, and more. Dove, Sunsilk, Lifebuoy, Kissan, Knorr, and a number of other well-known brands are among those that fall under the Unilever umbrella. Unilever is not just a significant producer of packaged goods but also the largest producer of soap in the entire world. The company has opted for strategic efforts to create its brand identity, especially in enhancing and improving its environmental engagement. Therefore, Unilever today has one of the best sustainability leadership.
1.1. [bookmark: _Toc143678987]Future
The Company has achieved a great success in the market and will continue in achieving the same as it is continuously expanding in different parts of the world. In the near future the company will increase its variety of offering with innovative and sustainable solutions.
1.2. [bookmark: _Toc143678988] Mission
“To meet every day needs for nutrition, hygiene and personal care with brands that help people look good, feel good and get more out of life.”
1.3. [bookmark: _Toc143678989] Vision
The Vision of the company is to provide variety of products to the people with sustainable values. To offer environment friendly products and its packaging to save the society as well as planet.
1.4. [bookmark: _Toc143678990] Introduction of the report
Marketing is the backbone of every company as it enables the companies to create an action plan for communicating and delivering their product or services to consumers and earning profit. This report will discuss and suggest Unilever’s brand identity and marketing strategies respectively, concerning the customers’ end-to-end journey with the company. The purpose of this report is to critically analyze Unilever’s brand equity, stakeholder relationship, and customer journeys across all communication channels and based on the analysis, suggest innovative marketing strategies that would help create awareness of the brand’s identity.
[bookmark: _Toc143678991]Some important definitions
Communication: Communication can be defined as the transmission or exchange of information between the sender and the receiver where the receiver collects, understand and analyze the information (McQuail and Windahl, 2015).
Promotion: Promotion refers to the activities taken by a business organization to promote or create awareness among the potential customers of a business. Every business organization uses different organizational strategies to promote their business in the market.
Marketing Communication: Marketing communications refers to sending information to the target audience through different channels of communication like mainstream and digital media, advertising, etc. to promote the said information (McQuail and Windahl, 2015.
[bookmark: _Toc143678992]Communication and its meaning
Communication whether direct or indirect, influences the transfer of information as well as the impact it creates. It is only through communication that a message or information can be delivered or spread to the target audience (McQuail and Windahl, 2015). Every company needs customers to determine its success and customers will only contribute to the brand if it meets their requirements and if the company is marketed well enough. 
Communication is important for businesses as it allows transparency and smooth operations otherwise miscommunication might lead to misunderstanding which can disrupt the company’s operational flow. Efficient communication is especially important for maintaining customer relationships and stakeholder management. Unilever is known for its’ balanced stakeholder relationship but the company being a conglomerate operates at a distance and has less influence on the buyers. While the company holds substantial relationships with suppliers and retailers, it is only the retailers who influence consumer demands.
1.5. [bookmark: _Toc143678993]Communication Model with Diagram
The company is not in direct contact with the customers and relies on several mediators who are unpredictable and may or may not have the company’s benefit as a priority. To enhance customer engagement, Unilever must adopt effective communication models and develop new communication strategies to enhance user engagement (McQuail and Windahl, 2015). To boost direct user engagement across all communication channels, Unilever can adopt Wilbur Schramm’s communication model. 
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Schramm’s communication model is a complete communication process that also involves the transmission of feedback back to the source of information. It is a loop communication model that is efficient for enhancing customer engagement focusing on the encoding and decoding of the message. Its customer-centric yet dynamic approach will help understand customer journeys through feedback. Unilever is known for its lack of influence on customers due to a lack of reach and communication (Petersons and Khalimzoda, 2016). According to Schramm’s communication model, information travels both ways and contains an encoder or carrier, decoder or listener, interpreter, and message where the carrier and listener switch places for effective communication. The model can be applied in Unilever in the following ways: 
· Schramm’s model focuses on interactive communication which is necessary for the company to enhance user or consumer engagement. The two-way method can be used to gain feedback and response from the consumer. 
· The model emphasizes decoding the messages, in this case, the response or feedback from the customers can be used to understand customer needs (Petersons and Khalimzoda, 2016). The company can also learn about brand awareness through appropriate feedback questions. 
· The dynamic approach of Schramm’s model of communication will enhance customer engagement across all channels through an interactive user interface. The feedback and two-way communication approach will enhance the efficiency of customer touchpoints and ultimately improve engagement (Petersons and Khalimzoda, 2016).
1.6. [bookmark: _Toc143678994]Definition of integrated marketing communication
Integrated market communication is a narrowed-down version of communication that becomes the brand’s identity and voice (Krizanova et al., 2019). This type of marketing communication is used by businesses or companies to promote their business motto and establish a brand image that is required in the market and potentially be liked by the public. Unilever is a multinational conglomerate that produces several different brands under its name but its integrated marketing strategy is selling everyday use personal care, home care, and other products that is a basic necessity for everyone. Also, the company recently adopted a sustainable action plan that is being implemented and has become a part of the company’s identity which has also attracted environmentally conscious customers. 
[image: ]
1. Advertising: Advertising is a great communication brand visibility and promoting products. Television commercials and advertisements of Unilever products are extremely well-run and popular (Krizanova et al., 2019). The advertisements highlight the high quality of the product as well as a commitment to sustainability. Unilever being a leading global consumer goods company believes in transparent and responsible marketing. Defer and campaigns of the company are associated with social causes for example dove real beauty campaign was created to break beauty standards and stereotypes. 

2. Public Relations: Unilever’s sustainable practices, community engagement, and corporate social responsibility are highlighted in its PR campaigns (Das, 2021). The company involves in collaborations with other brands to widen its product range, variety, and reach. The company's recent ‘Belief in Talent’ campaign was launched to promote and invite disabled creative talents into the Unilever team. 

3. Sales Promotion: To encourage client purchases and foster greater customer loyalty, Unilever uses sales promotion strategies. To encourage trial and repeat purchases, unique bundles, discounts, and time-limited deals can be made available. Programs that reward repeat business will encourage sustained brand engagement. Additionally, Unilever can work with retailers to conduct point-of-sale promotions, guaranteeing prominent product placement and appealing displays to boost sales (Das, 2021).

4. Personal Selling: Unilever can leverage personal selling to strengthen its relationship with retailers and suppliers. Strengthening personal selling will require a strong sales team dedicated to engaging with stakeholders providing product information, negotiating, and addressing concerns. Through personal selling efforts backed by data-driven information the relationship with the company’s retailers, and suppliers will improve which will put the company at an advantage in the market (Yadava et al., 2022). 
[bookmark: _Toc143678995]Promotional strategies
Customers are one of the most crucial stakeholders for Unilever and therefore maintaining engagement and relationship with them is important. Customers’ journeys can be understood by analyzing the touchpoints or the points of interaction between them and the company. Touchpoints refer to the places or points where the customer interacts with a company and forms their opinion about it. At Unilever, the touchpoints of user engagement are through the retailers therefore retailer’s behavior towards the customers is shaping the latter’s perception of the company. Another touchpoint within the company will be the customer care services where the customers interact with the company’s representatives.
1.7. [bookmark: _Toc143678996]Online promotion
The customer journey at each touchpoint at Unilever is prominently through offline retail stores, wholesale markets, etc., and a very less digital touchdown. Unilever has reached its brands through the audiences through powerful brand campaigns but the drawback of advertising is that it doesn’t allow user interaction but focuses only on the consumption of information, therefore it won’t be claimed as a user touchpoint. 
1.8. [bookmark: _Toc143678997]Offline promotion
According to Rodrigues (2016), the company has developed a new customer relation management platform that will operate online and allow users to resolve queries, suggest recommendations, or provide any input. The platform is user interactive and allows the company to communicate with different segments of the market.

[bookmark: _Toc143678998]Branding and brand equity
Branding can be defined as the process of creating a brand’s identity and association for a company. Brand identity is the defining aspect of a company’s identity within the competitive market and gaining consumer attention. Unilever’s brand identity is affordable and sustainable everyday use products that are of high quality which attracts the maximum number of the general public as it meets their requirements. The company has successfully established itself as a trusted brand that resonates with a wide range of consumers across the globe. The company’s identity revolves around diversity not just in its products but also culturally diverse with the company’s global presence. It is a sustainable reliable and purpose Trivandrum make set stand out in the market.
1.9. [bookmark: _Toc143678999]Keller’s Brand Equity Model:
The brand equity model also known as the customer waste brand equity model given by Kevin Way Keller is a model to understand a brand value in the market (Raut et al., 2019). Keller divides the brand equity model into 4 parts or phases in a pyramid. 
[image: ]
· Salience: The first part of the brand equity pyramid is salience which refers to the brand's identification (Raut et al., 2019). Unilever is perceived as a competent packaged products company that produces goods for everyday use like food beverages, home decor, pharmaceuticals, skin care, health care, products, toiletries etc. The brands produced by the company are used and trusted by many loyal consumers. Apart from producing diverse and quality products brand also stands for sustainability with its recent Unilever Sustainable Living Plan. The brand’s strong identity is established through its consisting marketing and visual representation across various touchpoints that allows Customers to more easily recognize and connect the Unilever brand with its fundamental principles and product offers.
· Performance and Imagery: The brand's performance and imagery include its devotion to creating quality products and maintaining a strong and positive brand image. The salient features of Unilever are its visually appealing logo and taglines that evoke positive association and brand value (Raut et al., 2019). The brands under Unilever are some of the most trusted brands worldwide. This shows that the product's reliability durability and effectiveness are up to the brand's standard. Unilever is the biggest soap producer sales the product at an affordable price. 
· Judgments and Feelings: Unilever offers a wide variety of products ranging from personal care and home care to food and beverages. These product categories include famous brands like Dove, lifebuoy, Sunsilk in self-care products, Magnum, Knorr, etc in the food category, and so on. That being said, all these brands have an association with a positive brand image and are trusted by a large number of consumers. Therefore, the consumers are emotionally connected to Unilever’s reasonable and good-quality products (Keller and Brexendorf, 2019). The majority of Unilever's brand equity influenced by its customers is positive.
· Resonance: The last part of the brand equity pyramid focuses on the customer’s responsibility in raising brand awareness. Unilever’s trusted and reliable services have gained several loyal customers over the years. The company’s strong brand image has increased customer engagement and loyalty. Moreover, the company’s sustainable practices and values have gained the attention of environmentally conscious customers as well (Keller and Brexendorf, 2019). Resonance is very important for brand growth and it can only be developed through producing high-quality and consistent products and services and Unilever has successfully delivered. 
[bookmark: _Toc143679000]Advantages and Disadvantages of Keller’s Brand Equity Model

[bookmark: _Toc143679001]Customer Journey map 
1.10. [bookmark: _Toc143679002]About Customer Journey map and its Diagram.
The customer journey has become significantly complex today due to multiple customer touchpoints. To resolve the complexities of multiple user touchpoints, the Customer Journey Map can be used to keep track of the customer journey and make the interactions easier (Rosado-Pinto and Loureiro, 2020). The customer journey map is a diagram that breaks down the consumer journey and touchpoints with the company. It includes researching the best product, finding the product, going to the store or purchasing online, interacting with customer support, and lastly, based on the consumer experience, repurchasing or switching to a different brand. In the case of Unilever, the brand range is pretty large so if a user switches from one brand to another that falls under the company, the customer retention is intact, and not much difference is made. However, despite the wide range of variety, the company has many competitors. For example, Dove is a large brand associated with Unilever but other brands like Nivea, Johnson, etc. keep Dove in a position of threat. So, to retain and engage customers, the customer journey map can be used as follows: 
[image: ]
	As seen in the figure above, the customer journey map is divided into 5 parts: 
· Awareness: This phase includes when people discover the product through sources like customer reviews, ads, digital platforms, etc. Unilever being a multinational company has several powerful brand campaigns for its products which grab customer attention (Rosado-Pinto and Loureiro, 2020). The company uses social media and television advertisement for creating awareness.
· Consideration: After discovery customer starts research on blogs social media reviews etc and based on a good review considered purchasing the product. Unilever company uses company website, Social media handles and Google ads for consideration.
· Purchase: Purchasing can be done either from the offline outlets where the products are available or the online website of the company. Unilever doesn't have a website individually to sell its products but its products are available on a wide range of online websites (Rosado-Pinto and Loureiro, 2020). 
· Retention: Retention refers to the customer’s continuation of purchasing the same product after a positive experience. This is a great sign of the company’s growth, quality of products, and customer satisfaction. 
· Advocacy: The last step of the customer journey map marks the customer's loyalty to the company. The advertising face is when the customer is satisfied with the product for yours and is recommending it to people in his inner circle or promoting it by sharing it on personal social media platforms. 


1.11. [bookmark: _Toc143679003]Critical analysis of a customer journey map for Unilever.
The Unilever customer discover the brand through advertisements and research on its efficiency. This will be followed by consideration of purchasing the brand’s products, based on the positive reviews about the brand the customer makes his first purchase (Rosado-Pinto and Loureiro, 2020). The customer is pleased by the wide range of variety and affordable prices offered by Unilever. So, they continue to purchase Unilever’s products. After his consistent contribution to the company as a customer, he will develop trust and advocate for the company to other people. This will be the customer journey map for Unilever. However, every person may not have similar experiences, some may be unsatisfied with the products or with the company’s customer care services. Whatever the reason might be, situations like these will lead to the loss of customers. Unilever can utilize the customer journey plan to analyze its strengths and weaknesses in terms of customer relationships. For example, Unilever doesn’t have an individual website which could raise brand awareness and increase customer retention. So, the company can take this initiative to improve its user engagement. Moreover, Unilever must use the customer journey map to evaluate its customers across all communication channels and touchpoints. The customer journey map for Unilever company is given below:
During Purchase
Post-purchase
Pre-purchase

Online e-commerce website, Social media handles and Google ads

Reviews, Share, engage, word of mouth
Quality and large variety of products offered helps the customers to retain with the brand.

Repetitive Advertisement
Online Complaints and Inquiry Services

Customer aware about the products and services through
Advocacy
Retention
Purchase
Consideration
Awareness

Generally, all famous e-commerce websites offer Products of Unilever
Promotional activities of the company like Offers and deals on their products 
Social Media Ads

TV ads




According to this customer journey map, the customer touchpoints for Unilever company is given below:
	Customer Journey map
	Awareness Stage
	Interest Stage
	Consideration Stage
	Purchase Stage
	Post-Purchase Stage
	Loyalty and Advocacy Stage

	Social Media Ads
	The consumer sees a captivating Instagram advertisement for some fresh and different products offered by Unilever. 

	
	
	
	
	

	Product Landing Page
	
	When a customer clicks on the advertisement, Unilever's website is reached.

	
	
	
	

	Blog Articles and Reviews
	
	The consumer examines blog posts and user testimonials regarding the efficacy, compatibility and environmentally friendly packaging for different products.

	
	
	
	

	Comparison with Competitors
	
	
	The consumer performs research on similar products from rival companies and contrasts them with Unilever's offering in terms of cost, ingredients, and user reviews.


	
	
	

	Online Community Forums
	
	The client joins in online forums where they share their worries and seek advice from other customers who have used the product.

	
	
	
	

	E-Commerce Store
	
	
	
	The user chooses their chosen version on Unilever's online store, and e-commerce websites adds item to their basket, and then goes through the payment process.

	
	

	Customer Reviews
	
	
	
	The customer confirms the product's dependability and efficacy by reading customer ratings and reviews on the e-commerce site before making the final purchase.

	
	

	Order Confirmation Email/SMS
	
	
	
	
	An order confirmation email or SMS is sent to the customer with information about the purchase, the anticipated delivery date, and how to contact customer service.

	

	Product Delivery
	
	
	
	
	Along with specific usage directions and details about Unilever's customer support options

	

	Follow-up Email
	
	
	
	
	A few days following delivery, Unilever sends the consumer an email with a survey and skincare advice, asking how they liked the product.

	

	Rewards Program
	
	
	
	
	
	The customer is invited to sign up for Unilever's loyalty program where they may accrue points for each purchase and gain access to special deals and information.


	User-Generated Content
	
	
	
	
	
	The client promotes Unilever's skincare line by posting reviews and photos of their satisfying experience on social media.




1.12. [bookmark: _Toc143679004]Strength, weaknesses, advantages and disadvantages of customer journey map.
(The description of the points is shown in appendix)

[bookmark: _Toc143679005]Total engagement model could be explained and related to your company.
Customer engagement can be evaluated through the Total Engagement Model. Due to several issues in business, customer engagement has become more and more challenging. The primary issue for reduced customer engagement is increased competition (Rosado-Pinto and Loureiro, 2020). With new brands coming up and occupying the market gap, people have become open to trying fresh brands with exciting offers. In the packaged goods industry, the customers are divided between regular brands like Unilever and the contemporary brands that offer organic, cruelty-free, glutton, and lactose-free products which have become a requirement for health and environment-conscious customers. Since the packaged goods market is saturated, companies need to keep their loyal customers engaged. It has become important to promote custom engagement by improving branding to customers internal marketing within the company delivery service etc. The total engagement model links these main elements brand advertising, culture, and customer experience, together for the company's overall growth. 
[image: ]
The Total engagement model is divided into three key stakeholders and the exchanges between each of them. The efficiency of operations and engagement between these bodies will ensure the company’s customer retention and engagement. 
· Organization: Organizations play a role in reaching potential customers through innovative marketing strategies. Brands usually use advertising to promote their brand, raise brand awareness and gain customers (de Oliveira Santini et al., 2020). This will create a synergy around the company and grab people’s attention. Unilever promotes Its products through advertisements and campaigns. The company aligns with its values regarding sustainability and maintenance of its social responsibility promoting positive environment-friendly advertisement. To ensure prolonged custom engagement company must ensure that they meet the claimed promises and deliver the promised products or services.
· Employees: Employees contribute to customer engagement as they directly impact the customer experience. But the contribution of this stakeholder depends highly on the organization’s culture and behaviour (de Oliveira Santini et al., 2020). Organizations must focus not only on brand advertising but employee culture as well because they indirectly impact customer experience. Unilever is dedicated to building a healthy, equal diverse, and inclusive work environment. Being a multinational company physical and mental health provides reasonable benefit base salary awards pension schemes and other employee benefits. 
· Customers: According to the total engagement model, customer retention and engagement depend on two key factors – brand advertisement and employee behaviour (de Oliveira Santini et al., 2020). To enhance customer engagement Unilever must focus on the internal operations of the company which primarily is the organization and employee relationship. 
A healthy and transparent work culture of the organization will lead to motivated employees that will provide the best experience at different touchpoints of the organization. Another factor that contributes to customer retention is advertisement and reach which the organization needs to carefully create keeping in mind the target audience's needs and awareness (de Oliveira Santini et al., 2020). But most importantly the organization must make sure that the promises are met and the customers are satisfied with the company's products or services.
[bookmark: _Toc143679006]Recommendations (new touch points)
Based on the information gathered on Unilever’s work culture, brand equity, and stakeholder engagement through different communication channels, this report will suggest innovative marketing strategies that will further improve the brand’s awareness and growth and develop new touchpoints for the business. The suggestion for innovative marketing strategies for Unilever is as follows: 
· Digitalized Experience: Unilever can leverage advanced technologies like augmented reality to create extraordinary experiences for customers and enhance user engagement. It is an unexplored market in the packaged goods retail sector, so incorporating this marketing strategy in some of the outlets initially will gain traction and enhance the brand’s awareness. 
· Influencer Marketing: Today’s marketing is significantly covered by influencer marketing as it allows an easy way to access a large number of audiences. Unilever can use influencers who support environmental causes and ethical practices and promote its products. Influencer marketing narrows down the target audience which makes it easier for the brands to reach the right customer. 
· Advancing Stakeholder Engagement: Unilever can foster stronger relationships by adopting interactive campaigns. This will improve the connections and the overall operations of the company. 
[bookmark: _Toc143679007]Conclusion
It can be concluded that Unilever is a large multinational company with huge growth potential. Although the company has agreeable brand strategies, it is required to be updated based on the current market needs and demands. The communication touchpoints between the company and the consumers directly are fewer and insignificant. As Schramm’s communication model says, the information exchange should be two-fold and the sender and receiver must switch places for enabling wholesome and dynamic communication. The consumer journey map used in the report helped evaluate Unilever’s consumer journeys. Keller’s brand equity model analyses the company’s brand value and consumer’s association with the brand. Lastly, the report suggests marketing strategies based on the target audience with the help of a total engagement model. 
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[bookmark: _Toc143679010]Appendix


Advantages


A systematic approach to understanding and managing brand value.


Disadvantages


It can oversimplify the complexities of brand equity especially for brands operates in ever-changing and dynamic market.


 The pyramidal structure of the model shows a logical progression that may be used by businesses like Unilever to determine their strong points and places for development.


Focuses on the importance of customers' perceptions and emotions in building strong brand equity.





Instead than providing precise strategic advice for enhancing brand equity, the model focuses on identifying the stages of brand equity.


The predefined stages of the methodology might not completely account for certain brand scenarios. 



Strengths


Customer-Centric Focus


Disadvantages


Generalization


Advantages


Weaknesses


Informed Decision-Making


Holistic View


Identifying Touchpoints


Process Optimization


Simplicity Oversimplification


Generalization


Data Availability


Lack of Context


Focus on Ideal Scenarios





Enhanced Understanding


Process Improvement


Innovation


Cross-Functional Collaboration





Static Nature


Misinterpretation


Subjectivity






Strengths


Customer-Centric Focus: Organisations can better understand the needs and pain points of their customers by using customer journey maps to view their products and services from the customer's point of view.


Disadvantages


Generalization: Aggregated data might not adequately reflect the wide diversity of requirements and experiences of individual customers.


Advantages


Weaknesses


Informed Decision-Making: Customer journey maps give decision-makers data-driven insights that help them make better decisions about product development, marketing plans, and customer support efforts.


Holistic View: Customer journey maps give a thorough overview of the complete customer experience, from awareness-raising activities through interactions after the sale and beyond.


Identifying Touchpoints:  Organisations can pinpoint crucial instances where customer satisfaction may be greatly impacted by breaking down every touchpoint a consumer has.


Process Optimization: Companies may streamline and improve the customer experience by looking at the customer journey to find inefficiencies in interactions and processes.


Simplicity Oversimplification: Customer journey maps may oversimplify nuanced customer actions and feelings, which will reduce their accuracy.


Generalization: Data and personas are frequently aggregated in customer journey maps, which might not fully reflect the variety of unique customer experiences.


Data Availability: A thorough and accurate data set may not always be available, which could result in biassed or partial representations when creating an accurate customer journey map.


Lack of Context: Customer journey maps might not adequately depict the broader context of external elements, such as prevailing economic conditions or market trends, that affect the customer's experience.


Focus on Ideal Scenarios: Customer journey maps occasionally just include the best-case scenarios while neglecting the learnings from bad experiences.





Enhanced Understanding: In order to improve awareness and making decisions, stakeholders can map the customer journey to acquire a better grasp of the entire experience.


Process Improvement: Organisations may improve procedures and streamline interactions by detecting bottlenecks and inefficiencies in the customer journey. This increases customer satisfaction.


Innovation:  Journey maps indicate unmet needs and areas where the consumer experience can be improved, revealing potential for innovation.


Cross-Functional Collaboration: Departmental silos are broken down and shared focus on enhancing the entire customer experience is fostered using journey maps, which promote collaboration between departments.





Static Nature: Journey maps become obsolete over time if they are not routinely updated because customer behaviours and preferences change.


Misinterpretation: If stakeholders don't completely comprehend the consequences of journey maps, they may misuse or misinterpret them, leading to erroneous strategies.


Subjectivity: Making assumptions and interpreting data when creating a path map might lead to bias and inaccurate portrayal.
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