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Executive Summary
This report has explored the key challenges which have led to a negative impact on the marketing functions of Unilever that emerged post-pandemic such as the Rise of Digitalisation, Millennials and Social Influence on Marketing, Green Marketing, Artificial Intelligence and Cyber Security Issues. This report has provided key strategies to Unilever in order to address these issues such as the use of Search Engine Optimisation (SEO), implementation of multifactor authentication and adoption of a sustainable policy. Unilever can also focus on social media marketing, online surveys, rewards and benefits, influencer marketing and price skimming strategy. In this report, it has been found that the key stakeholders of Unilever include suppliers, consumers, employees, investors and the government.
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[bookmark: _Toc151659005]Introduction 
The aim of the report is to critically evaluate the global challenges which have been faced by Unilever in its marketing functions and activities, especially in the post-pandemic era. Unilever has been facing various kinds of challenges in post-pandemic such as green marketing, artificial Intelligence and its effects on the company. Besides that, millennials and social influence also have been changing the way marketing functions are conducted by Unilever (Harvard Business Review, 2023). This report has provided a broad scope of Ansoff’s stakeholder matrix in order to develop a better understanding of the impact of all the stakeholders of Unilever on their marketing functions. This report has provided strategies which can be implemented by the company in order to address the key issues. 
[bookmark: _ui6lwfgra0cg][bookmark: _Toc151659006]Background of the company 
Unilever plc is a leading multinational company which has been operating business all around the world, originally headquartered in the UK. Moreover, Unilever has merged with more than 50 global brands which has helped the company to cover various segments including consumer packaged food, beauty & well-being, Personal Care, nutrition, home care Ice cream, and cosmetics (Unilever, 2023c). The annual revenue of the company has been estimated to be 60,073 in 2022 (Statista, 2023a).  In addition to this, the company has been operating their business in more than 190 countries (Unilever, 2023c). The company has been providing their products and services to almost 3.4 billion on a daily basis (Unilever, 2023c). Moreover, in 2022, the overall turnover of the company will be 60.1 billion Euros, however, the earnings will be from 59% of the emerging markets (Unilever, 2023c). The growth of the company also has been surging during the pandemic. 
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Figure 1: Annual Revenue of Unilever Group globally from 2007 to 2022
(Source: Statista, 2023a)
The above figure represents the annual revenue of Unilever group on a global scale from 2007 to 2022 which has been estimated to be 40,187 million euros to 60,073 (Statista, 2023a). From this figure, it has been observed that the annual revenue of Unilever in 2019, 2020 and 2021 has been accounted to be 51,980 million Euros, 50,724 million Euros and 52, 444 million Euros respectively (Statista, 2023a).
[bookmark: _vgg522awrrqs][bookmark: _Toc151659007]I. Analysing the global challenges the company faces impacting its marketing functions in the post-Covid-19 pandemic     
Rise of Digitalisation
There are a number of key challenges which have been impacting the marketing functions of Unilever post-Covid-19 Pandemic. As per the ideas of Reza (2020), the marketing strategy of Unilever has been focused on 8 major brands which are operating in several markets across the world. In addition to this, reports have suggested that the marketing cost of Unilever has increased during the post-COVID-19 pandemic and is constantly alarming even in the post-pandemic situation (Marketing Week, 2023a). From the reports, it has been found that Unilever has stopped the marketing functions of most of its advertising production (Marketing Week, 2023a). The chief executive of Unilever, Alan Jope, has also declared that all the production and planning of ad campaigns need to be halted in order to review all costs of marketing (Marketing Week, 2023a). According to the key insights of Harvard Business Review, the post-COVID-19 pandemic has changed the way organisations conduct their marketing functions with different types of marketing channels (Harvard Business Review, 2023). In the post-pandemic scenario, multinational corporations (MNCs) like Procter and Gamble have been determined to focus on adopting new marketing channels in order to engage with consumers and sell them the products. 
From a survey of chief marketing officers (CMO), it has been reported that almost 28% of the MNCs such as Procter and Gamble and Amazon have been adapting to face-to-face channels, whereas 45% of these MNCs have been using different types of social media platforms in post-pandemic such as Facebook, Snapchat and Instagram (Harvard Business Review, 2023). This transition from traditional ways of marketing to the digitalisation of marketing in post-pandemic has been identified as one of the main factors which have halted the production of Unilever’s marketing functions. Moreover, the overall spending of Unilever’s marketing on outdoor and other areas also has been hugely affected by the crisis post-pandemic (Marketing Week, 2023a). As a result, there has been a sharp decline in the sales of Unilever from their offline stores in post-pandemic which has been estimated to be 78%, whereas, Unilever had 34% growth of sales from the online platforms. However, adapting to the digital economy post-COVID-19 also has been a major challenge for Unilever (The Drum, 2023). 
Millennials and Social Influence on Marketing 
As per the ideas of Mehta et al. (2019), there have been huge changes in consumer behaviour, purchasing patterns, consumer preferences, marketing channels, and media consumption in post-pandemic. As a result, these current trends and changing market conditions influenced by social media users and millennials has drastically impacted the marketing functions of Unilever in the post-pandemic which has led to the stopping of promotions and advertisement campaigns (Washington Post, 2023). For example, as per the opinion of Fithry et al. (2021), Unilever also had to make significant changes in their products and marketing post-pandemic as social media users' and millennials' preferences lie over sustainability and the environment. As a result, Unilever also had to modify its approaches to developing products and its marketing. Moreover, it has been found that Unilever has been criticised all over social media platforms by millennials and Instagram influencers for their promotion and marketing of a skincare product which has been identified to be one of the mainstays of beauty aisles across many countries of Asia (Washington Post, 2023). Unilever has been forced to stop the promotion and advertisement campaign of their skin-care products (Washington Post, 2023). Henceforth, it can be stated that the changes in consumer behaviour and consumer attitude have impacted the effectiveness of the marketing functions of Unilever.
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Figure 2: Key marketing challenges of Unilever in Post-Pandemic
(Source: Self-Developed)
Green Marketing
The company also has been criticised for force-fitting the concept of greener products and sustainable practices in the marketing of brands by some of the investors (Marketing Week, 2023b). In addition to this, both consumers and investors have criticised the marketing functions of Unilever including content creation, promotions and advertisements which reflect the company’s sustainability approaches and environmental practices. (Campaign Asia, 2023). However, there has been a protest by consumers against the marketing and promotional activities of Unilever for greenwashing consumers which has led to huge losses for the company (Campaign Asia, 2023).  For example, as per the ideas of Kreitzen (2022), Procter & Gamble, L’Oréal, Johnson & Johnson, Henkel and  Beiersdorf AG also has been criticised for greenwashing their consumers. As a result, the stakeholders of Unilever have expressed that the company need to transform their marketing functions by adapting to the changes, current needs, requirements and preferences of the market. greenwashing has been one of the key issues (Marketing Week, 2023b).  Henceforth, it can be stated that the greenwashing has affected the trust, authenticity and credibility of the brand. 
Artificial Intelligence and Cyber Security Issues
The reports of Live Mint have reflected that Unilever has focused on investing in the adoption of Artificial Intelligence software such as e ChatGPT and DALL-E with an aim to cut down the overall costs and enhance the productivity of the organisation (Live Mint, 2023). Besides that, from the reports of Live Mint, it has been found that food giant Nestle and Orea maker Mondelez also has been focused on using generative Artificial Intelligence in their advertising campaigns (Live Mint, 2023). On the other hand, the advancement of technologies also has led to a number of technical challenges for Unilever such as loss of data, malicious attacks, and cyber threats. Besides that, it has been reported that the personal data of Unilever has been stolen by hackers which imposes major challenges on the privacy of consumers (Financial Times, 2023). In this same context, the personal data of Marks and Spencer’s, Diageo, and Rothesay also has been reported to have been breached by hackers (Financial Times, 2023). As per the reports of the European Food Agency, there are potential claims of the employee data breach against Unilever which has also led to a negative impact on the brand reputation of the company (European Food Agency, 2023). Henceforth, these are some of the cyber security issues faced by Unilever. 
[bookmark: _7px8u47v7yld][bookmark: _Toc151659008]II. Derived marketing strategies to take advantage of the new developments within the business environment to gain a competitive advantage
Social Media Marketing
Since the current scenario and market conditions have transformed dramatically, Unilever needs to adapt to the current trends. According to the opinion of Mason et al. (2021), social media marketing has gained huge prominence post-pandemic. In addition to this, social media marketing also has been considered as one of the most effective approaches to reach the target audiences. For example, the study of Jones et al. (2022) has suggested that Danone and Nestle have been using social media platforms for the promotional activities of the brands and their products. In this same context, Unilever can also use Facebook, Twitter, Instagram and TikTok to increase the awareness of the brand all around the world. As per the remarks of Li et al. (2021), social media marketing has -played a huge role in allowing the brand to have direct communication with the consumers and be aware of their concerns. 
Online survey 
An online survey has a huge impact on the marketing strategies of multinational corporations. The reviews of Hasson et al. (2019) have argued that companies have been widely using Twitter, Facebook and Instagram in which they conduct a survey to gain feedback from consumers, measure their customer satisfaction level as well and engage them. Henceforth, an online survey can be conducted by Unilever. Moreover, as argued in the study of Hasson et al. (2019), the main purpose of conducting a survey is to identify the key needs, demands, likes, dislikes and preferences of the target audiences. As a result, a survey can help Unilever to gain a competitive advantage. 
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Figure 3: Rewards of Procter and Gamble
(Source: P&G Good Every Day, 2023)
Rewards and benefits 
Currently, most global brands have been focused on providing different types of rewards and benefits to consumers such as vouchers, discounts, offerings, coupons and gifts in order to gain a competitive advantage. For example, Procter and Gamble also have been providing different types of rewards to their consumers such as earning points for gift cards, free samples, sweepstakes entries, and chances to win favourite products and prizes of Procter and Gamble (P&G Good Every Day, 2023). As a result, rewards and benefits also have played a huge role for the company to increase their overall sales and boost its revenue. Henceforth, it can be argued that rewards and additional benefits would be an effective marketing strategy for Unilever to gain a competitive advantage. 
Price Skimming Strategy
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Figure 4: Operating profit of Unilever globally worldwide from 2007 to 2022
(Source: Statista, 2023b)
The above figure has shed light on the operating profit of Unilver on a global scale from 2007 to 2022 which has been estimated to be 3981 million Euros to 10,755 million Euros (Statista, 2023b). From this above figure, it has been found that there has been a sharp decline in the operating profit of Unilever in 2019, 2020 and 2021 which has been accounted to be 8,708 million Euros, 8,303 million Euros and 8,702 respectively (Statista, 2023b). However, Unilever can adopt the price skimming strategy in order to set the right price for their products and services. As observed from the study of Abid (2022), a price skimming strategy implies that the companies need to set a high price when entering the market and then reduce it as the market of the company evolves. The ideas of Abid (2022) have stated that a price skimming strategy also has been identified as the key for the global brand in order to target and attract a large customer base. Henceforth, it can be argued that implementing the above-discussed marketing strategies such as social media marketing, rewards and benefits, price skimming strategy and online surveys can help Unilever gain a competitive advantage. 
Influencer Marketing 
Unilever can focus on influencer marketing in order to increase its online presence among the Millennials. The reviews of Vrontis et al. (2021) have reflected that the increasing use of social media has also enforced the trend of influencer marketing. In addition to this, influencer marketing has been playing a huge role in order to boot the sales of products and sales of a company. Besides that, as per the ideas of De Veirman et al. (2019), most of the global brands also have been found to collaborate with social media influencers for the marketing of their products. This is mostly because influencers have millions of fans following which helps the brand to target a larger audience with merely one social media post. On the other hand, influencer marketing would also help Unilever to understand the needs of the millennials and adapt to them. 
[bookmark: _rplgw3d8sr4w][bookmark: _Toc151659009]III. The key stakeholders of the organisation and their impact on the marketing functions of the organisation
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Figure 5: Ansoff’s Stakeholder Matrix
(Source: Self Developed)
The above table represents Ansoff’s stakeholder matrix of Unilever those who have a huge impact on the marketing functions of the company.  From the above stakeholder matrix of Unilever, it can be stated that the consumers, suppliers, staff, employees, government and investors are some of the key stakeholders of Unilever (Unilever, 2023a). For example, the government of the UK has collaborated with Unilever in order to establish a public–private programme which has been one of the key marketing functions of Unilever (Unilever, 2023d). The main purpose and goal of the UK government-aided public–private programme is to distribute hygiene products, infrastructure and education (Unilever, 2023d).  The active role and contribution of the UK government in their programme have been an effective strategy for Unilever to develop a positive image of the brand (Unilever, 2023d). Moreover, since this public–private programme of Unilever has been able to reach almost 1 billion people all around the world, with the help of the government of the UK, the brand has also reached, supported and communicated directly with the consumers. On the other hand, the board of members of the company is responsible for making all the decisions which have a huge impact on their marketing functions. Furthermore, it has been found that the ultimate responsibility of the board of members of Unilever is to focus on general affairs of marketing, direction of marketing activities, culture, performance and long-term success of the company (Unilever, 2023e). Besides that, the investors of Unilever also have a huge role to play in the marketing functions of Unilever as they are responsible for investment in the company and help the company with their funding and resources for marketing 
In addition to this, the suppliers of Unilever are actively engaged in providing the raw materials and resources of different types of marketing functions to Unilever in the most sustainable manner (Unilever, 2023a). Moreover, it has been found that Unilever has collaborated with almost  54,000 strong suppliers who are responsible for conducting various activities and operations of marketing such as packaging,  food and ingredients, commodities and other business services (Unilever, 2023a). These suppliers have been contributing to the marketing functions of Unilever on a regular basis, especially production and distribution. In this same context, the role and responsibilities of the suppliers are to bring in  their technology expertise and insights with the partners of Unilever in order to disrupt the sourcing strategies and supplier-led innovation of the company (Unilever, 2023a). The stakeholder of Unilever helps the company respond to the ever-changing needs and requirements of consumers quickly, flexibly and effectively (Unilever, 2023a). 
Besides that, the employees also have been found as the key internal stakeholders of Unilever. From the annual reports of the company, it has been observed that almost 1,300+ employees have been operating at the forefront of sustainable sourcing, purpose-led partnerships and competitive buying (Unilever, 2023a). The total number of employees at Unilever is 127,000 those who are working all across the world (Unilever, 2023c). Moreover, it can be argued that the employees of Unilever are responsible for the development of products in order to make sure that the products meet the needs of the market. As per the ideas of Nahar and Zayed (2019), Unilever also has increased the remuneration of employees in order to engage them with marketing activities and motivate them towards their roles and responsibilities. 
[bookmark: _s55cntnw16mg][bookmark: _Toc151659010]IV. Provide Recommendations on marketing strategies for some of the challenges identified
Recommendation 1- Use of Search Engine Optimisation (SEO)
Unilever can use search engine optimisation (SEO) tools in order to identify the needs, requirements and demands of the consumers. According to the opinion of Panchal et al. (2021), search engine optimisation (SEO) tools have been considered to be effective for designing marketing strategies. Since, Unilever has been facing challenges in post-pandemic with the changing consumer behaviour, and current trends, SEO would help the company to adapt to the changes of post-pandemic.  For example, according to the opinion of Maio and Re (2020), Amazon has been using SEO which has helped the company to make sure that their product listings appear at the top of the customer’s Amazon search results. 
On the other hand, the major benefits of using SEO is that the products of Unilever would be easily available and accessible by the customers. The study of Panchal et al. (2021) reflected that the main purpose of using SEO tools is to help a company to derive organic search Traffic on the website of Unilever. As per the remarks of  Maio and Re (2020), with the help of SEO, the companies gain insight into the keywords which have been most searched in Google by the customer. As a result, the adoption of SEO would help Unilever to target potential audiences. 
Recommendation 2: To implement multifactor authentication to mitigate the cyber-security issue  
Multifactor authentication is a multi-step login process into an account in which users are required to put diverse information instead of only one password (AWS, 2022). For example, an OTP or code or some secret questions can be sent to users who will need to access their assigned accounts. Microsoft, Amazon and many other companies are currently using this type of method to reduce their cyberattack issue. This type of authentication process helps to prevent unwanted access of third party or any unauthorised account holder whenever the password system has been compromised. It has been seen in the previous section that Unilever faced significant security issues with their important internal data due to the use of AI in their operational system. In this context, multi-factor authentication enables an alarm system whenever a suspicious login is detected (Support, 2023). Thus, in this process, Unilever can impose a layer of security to restrict digital malpractice. This approach makes Unilever respond faster towards cyber-attacks which helps to reduce the potential damage as a whole. 
 Recommendation 3: Recommendation to make supply chain sustainable for Unilever by Optimising the Transportation Process 
It is seen that Unilever including Johnson & Johnson, L’Oréal and other companies faced high carbon emission issue on their supply chain management process (Kreitzen, 2022). This is why, in order to reduce this environmental threat for making supply chain aspect more sustainable Unilever can follow optimization of transportation process. For this purpose, Unilever can distribute its products nearby distribution locations for sending it to final destination. Ships or trucks need to be fully packed to reduce wastage of space and make supply chain more integrated. This is why, it is recommended Unilever to use 3D truck loading software to ensure of making full of the cargo space (Research, 2023). On the other hand, traffic and route optimisation technique can also been used in the transportation process to reduce GHG gas emission. On the other hand, using electric vehicle can also implemented in the transportation process to reduce the carbon emission. 
[bookmark: _qdlj87dp78gh][bookmark: _zg5l3ck3mpsm][bookmark: _y0xm6w865yfy][bookmark: _Toc151659011]Conclusion 
It can be concluded that the marketing functions of Unilever have been largely affected by the pandemic due to severe changes in the behaviour of consumers and market conditions. The dramatic shift in consumer behaviour has changed the preferences of millennials which has affected the marketing of a skin care product of Unilever. Besides that, Unilever also has faced challenges in the adoption of Artificial Intelligence which has led to a number of cyber security issues such as breaches of data. Moreover, greenwashing and the rise of digitalisation have also affected the marketing functions of Unilever. However, Unilever can also focus on implementing a multifactor authentication in order to mitigate the cyber-security issue and adopt a sustainable policy to address the greenwashing challenge. Moreover, it can be further concluded that the use of SEO would also help Unilever to adapt to the current trends and changes influenced by millennials.
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