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Executive Summary
This report chooses Unilever 's management strategy in China and other overseas markets as the main research object and analyzes its strategy in overseas markets. Summarize the successful experience in the process of Unilever 's multinational operation to put forward ideas and suggestions for Chinese enterprises business innovation. In the beginning of the report is a brief introduction of Unilever. The second part of the report is the current situation analysis of Unilever's operation. As from the internal environment, Unilever has made big changes in the 21st century. As for the external environment, Unilever is facing fierce competition in the market. And then, this report uses SWOT analysis to find that Unilever has its own advantages in market position, R&D and operation network, At the same time, it needs to face the threat brought by fierce competition and market supervision, seize the opportunity to deal with its current weakness. The third part of the thesis shows the transnational operation strategy of the Unilever, which includes target market segment and localization, acquisition strategy, international brand strategy and marketing channel strategy. Finally, the report makes a conclusion and gives some suggestions to Chinese enterprises' internationalization, which include strengthening the consciousness of global brand strategy, positioning an international brand accurately, show solicitude for the emerging overseas market and centralizing resource to develop core business.
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[bookmark: _Toc59226334]1 Introduction 
This purpose of this report is to illustrate Unilever’s multinational strategy. In 1929, Unilever company was formed by British company “Lever” and Dutch company “Margarine Unie", they signed an agreement to do this. After years of development and reform, Unilever now has nearly 170000 employees, which is one of the largest commodity enterprises in the world. In FY2019, the annual sale of the company was about US$58195 million (Marketline 2019). There are more than 400 Unilever brands in about 190 countries and regions. Unilever is one of the world's biggest producers of tea beverage, margarine, ice cream, spices as well as one of the largest producers of skin care and deodorant products. Almost 2 billion people from different countries and regions use Unilever goods each day, and the company sells nearly 170 billion goods worldwide every year (MarkerlineA 2020). Consumers in different countries trust Unilever products. This report will discuss what kind of strategy Unilever has adopted as an international leading enterprise.
[bookmark: _Toc59226335]2 The situation of Unilever's multinational operation
[bookmark: _Toc59226336]2.1 Environment analysis of Unilever's international competition
[bookmark: _Toc59226337]2.1.1 External environment——Porter's five forces model
2.1.1.1 Supplier power
Suppliers mainly influence the profitability and product competition of existing companies through two aspects: one is to increase the price of input factors, the other is to reduce the quality of unit value. The parameters used to evaluate the bargaining power of suppliers include the number of suppliers, the substitutability of suppliers, the contribution of suppliers to cost and quality, and the importance of industry to suppliers (Porter 2008)
At present, Unilever has about 1500 raw material suppliers (MarketlineA 2020). The company's purchasing, quality management and R & D departments need to jointly manage suppliers, and form a strategic cooperation alliance with them. The suppliers are rated as grade A internally through regular evaluation of suppliers. Unilever and suppliers will start cooperation for new products as soon as possible, and Unilever will provide technical guidance. For a long time, Unilever will establish a stable relationship with its suppliers, which will also make the material price more reasonable. (MarkerlineA 2020).
2.1.1.2 Buyer power
Recent research by Unilever revealed a rise in consumers' interest in and consumption of foods that support the immune system, as well as vitamins and supplements, particularly vitamins C and D (MarketlineA 2020).
“Where there is a home, there is Unilever” is the slogan of Unilever (Unilever 2020), and the fact is, Unilever did it. But Unilever has too many substitutes which will give customers many chances to buy other products, as for the people who lack the brand loyalty, it is easier for them to choose other products because of the price and other reasons.
2.1.1.3 New power
New entrants not only bring new productivity and new resources to the industry, but also strive to compete to win a place in the existing market. The problem caused by this is that the raw materials and market share of the existing companies are threatened and the competition is fierce, which may finally reduce the profitability of existing enterprises. The severity of the threat brought by new entrants mainly depends on two aspects: the first is the barrier to enter the field, and the second is the reaction of the original companies to the new entrants (Moreno-Izquierdo, L, Ramón-Rodríguez, J.F, 2016).
The reason why daily chemical industry attracts investors is due to its growth potential high profits and the huge consumer groups, of the industry, which makes a large number of funds from peers and banks flow into the daily chemical industry (Marektline 2018). Take Unilever China as an example:
1. Possible pathways of potential entrants. Diversified enterprises aim at the daily chemical market, and ethnic pharmaceutical enterprises such as Yunnan Baiyao, Tongrentang and Wanglaoji are stepping into the daily chemical industry. Once the pharmaceutical enterprises with professional background enter the daily chemical industry, it will bring a new competitive force for the industry. 
2. Analysis of entry barriers. Barriers to entry are factors that prevent new entrants from entering existing industries. At present, Unilever and P&G are the major strategic groups in the daily chemical industry, followed by L'Oreal and Johnson & Johnson. The new entrants should overcome many obstacles, such as, technical economy, capital cost and brand loyalty, so the threshold of new entrants is very high.
Apart from Unilever's CLEAR and Lux, the other eight shampoo brands in China are P & G, Shiseido, L 'Oreal, Bawang, Sulei. Due to the high profit shampoo market in the daily chemical industry, the entry barrier is higher (China Industry Research Report 2020).
2.1.1.4 Threat of Substitutes
Among the products operated by Unilever, from shampoo, food to home care, many of them are similar with the products from P&G, L'Oreal and Johnson & Johnson which called substitutes. Take China for example (Table 1).
Table 1: Comparison of Unilever's products with major substitutes in China
[image: ]
Source: Unilever Brand

2.1.1.5 Degree of rivalry
There are closely related interests between enterprises in each industry. The competitive strategy is a part of the overall strategy of a company. The goal of the competitive strategy of an enterprise is to obtain higher profits than its competitors. Therefore, there will be conflicts in the implementation of competitive strategy, which will lead to the competition among existing enterprises (Grundy, T. 2006). At present, the competition among enterprises mainly changes into price, advertisement, product introduction, etc (Moreno-Izquierdo, L, Ramón-Rodríguez, J.F, 2016).
Unilever faces various kinds of market structure with the diversified management mode; Unilever needs to compete with many top companies in the world. For some of Unilever's products, some multinational enterprises have formed a monopoly oligopoly. For other products, there are local competitors Unilever need to compete with (MarketllineA 2020).
In the detergent industries, Unilever has to compete with P&Q who is the main competitor. P&G pay more attention to the market of developed regions, especially the North America where its headquarter is located. The scale of Colgate and Henkel is relatively small, Colgate’s products are mainly concerned with family and personal care (Colgate 2020), there is competition with Unilever in household detergent, soap, toothpaste and other products. Henkel leads the German detergent market, in some regions of Europe, Henkel is a powerful competitor for Unilever (Henkel-brand 2020).
All in all, the dispersion degree of the food industry is higher and the main characters are consumer 's flavors, rules and regulations which are all different according to different countries.
But because there is no cross-border sales force, scale economy as well as no large-scale production. As a multinational company, Nestle Company is a veteran multinational investor. Nestle company initially produced dairy products, and then creatively introduced instant coffee. After the Second World War, Nestle company expanded its business through mergers and acquisitions, including frozen food, condiments, canned food and so on (Nestle 2020). Unilever and Nestle only compete in frozen foods, processed foods and soups, but not in other foods. For example, Unilever will not be involved in the dairy products of Nestle, and Nestle will not compete with Unilever in oil food.
[bookmark: _Toc59226338]2.1.2 Internal environment
2.1.2.1 Organization structure analysis
Unilever is established by British Lever Brothers and the Dutch Margarine Unie. The dual nationality further deepens its international characteristics. Unilever was incorporated in 1929, it has been keeping the structure with two big holding companies from then on (Unilever A 2020). 
Although the two companies have different shareholders, there is only one board of directors. Unilever has two headquarters in London and Rotterdam with two directors, the two headquarters pay dividends in equivalent pounds and guilders respectively. This large company with double dependent state and management is not common. This kind of structure can well face the impact of external force.
Unilever has changed its organizational structure in the 21st century due to changes in the competitive environment. In February 2005, Patrick Cescau became the Global CEO of Unilever and changed the situation of Unilever. At that time, Unilever has consolidated its 14 regional operations around the world into three (Asia-Africa, Europe and America)(Unilever A 2020). At the same time, Unilever cancelled 11 business departments including the food department, the family and personal care department (Unilever A 2020).
Unilever's merger measure is to integrate its three global businesses. This integration has realized the unification of personnel management, office work and financial operation. But after finishing the reform, Unilever still retains two headquarters and the stocks of two parent companies are still listed in Britain and Netherlands. Huge scale and complexity of the business has brought great challenges to Unilever. They need to find the most ideal way to manage these changing international businesses which are all over the world and fast switching in diversified industries and businesses. 
Unilever has a lot of diverse employees, and it is better than its competitors in this respect, Unilever not only recruits talented people, but also strives to stimulate their potential. Only Nestle's staff size is close to Unilever's, P & G's staff size is much smaller (Unilever 2020).
2.1.2.2 The human resources management analysis
Unilever has to deal with many challenges due to its scale, wide range of industries and geographical location. Owing to the relationship between English and Dutch, Unilever needs to face challenge between the two different culture, the complexity is strengthened step by step. In Unilever, they attach importance to human resources management extremely which puts it far ahead of many other big companies.
Unilever's human resource management system can explore potential managers in the early stages of their careers and to make recommendations for their career development. Unilever uses its management training system to effectively improve the skills of management personnel. Unilever training can adapt to the development of the talent market and constantly adjust. Such an operation mode can effectively balance the influence of the UK and the Netherlands in the company (Marketline 2020).
[bookmark: _Toc59226339]2.2 SWOT Analysis 
[bookmark: _Toc59226340]2.2.1 Strengths
2.2.1.1 Operational Network
Unilever is a producer and marketer of fast moving consumer goods worldwide. It operates and manages about 300 factories in 69 countries and maintains about 400 coordinated warehouse networks around the world, and distributes these goods to 26 million stores through many kinds of channels (Marketline A 2020). Hype and supermarkets constitute about 50% of Unilever’s whole revenue. Unilever also manages 39 markets of e-commerce sales. Almost 4% of Unilever’s turnover is made up by e-commerce (Marketline A 2020). Unilever operates in three regions which are Europe, Asia/AMET/RUB as well as America. In 2018, Asia/AMET/RUB constituted 44.9% of the Unilever's total revenue, the Americas and Europe accounted for 31.4% and 23.7% respectively (Marketline A 2020).
2.2.1.2Market Position
The leading market position gives Unilever more chance to attract a diverse customer. It has business operations in 100 countries and serves about 2.5 billion purchasers in 190 countries. It sells goods over 400 brands all around the world. (MartetlineA 2020).
In December 2018, the company managed 13 out of the top 50 famous brands as well as 12 brands which have revenue more than billion Euro individually (MartetlineA 2020).
2.2.1.3 R&D
Unilever has a tough internal R&D facilities. In order to provide customers with innovative products, Unilever's R & D team strives to improve existing products and develop new production technologies. Before delivering these products to end users, there will be about 6000 experts and professionals analyze and identify key innovations and technologies, and conduct rigorous clinical testing and analysis. (Martetline A 2020). With its open innovation approach, Unilever cooperates with different kinds of top scientists, suppliers, academic institutions, institutions and R&D experts around the world, which makes it to develop innovative and new products in nutrition, personal care categories, home care and hygiene. The Center for Safety and Environmental Assurance (SEAC) of Unilever ensures that its products meet a variety of industry and quality standards. The company holds and manages 20000 patents and patent applications. (MartetlineA 2020).
[bookmark: _Toc59226341]2.2.2 Weaknesses
2.2.2.1 Revenue Decline
If a company's income growth declines, the company will not be able to allocate enough funds for future growth plans. Unilever’s revenue had a downward trend from FY2014 to FY2016, following that was a slightly rise. But the company continued to decline during FY2017 to FY2019(Figure1). The company’s showed a weak growth in revenue in FY2019. The revenue of the company decreased from 60,163 million in FY2018 compared to 58,195 million in FY2019 (Figure 1), a decrease of 3.27%(Figure2). Geographically, Europe remained challenged by a deflationary environment.

Figure 1: Total Revenue and Net Income of Unilever, 2014-19
[image: ]
Source: Marketline
Figure 2: Growth of Revenue of Unilever, 2015-19 
[image: ]
Data Source: Marketline. Collated by author.
2.2.2.2 Liquidity
Low liquidity indicates that the company's daily operation financing is less difficult, which also limits its ability to seize growth opportunities in the market. Unilever’s current ratio was 0.8 in FY2019(Table 2). Its current ratio was lower than that of its main competitors Colgate-Palmolive and L'Oreal company. which reported current ratio of 1.3 and 1(Marketline C 2020) (Marketline D 2020), respectively (Table 2 and Figure 3). Apart from that, Unilever's current ratio of 0.8 is lower than that of average consumer products industry of 2.7(Marketline A 2020).
Table 2: Current Ratio, 2016-19
[image: ]
Data Source: Marketline. Collated by author.

Figure 3: Current Ratio, 2014-19
[image: ]
Data Source: Marketline. Collated by author.
[bookmark: _Toc59226342]2.2.3 Opportunities
2.2.3.1 Concentrate on home care business
In 2018, Unilever achieved underlying sales growth of 4.2% in the Home care business section because of its strong sales performance (Marketline A 2020). As the global brands, Dirt and Surf generated turnover of EUR1 billion in home care section, and behind them are other leading brands like Domestos, Sunlight, Comfort, Cif, Seventh Generation, Truliva, Pureit and Blueair. (Marketline F 2020). Unilever also took actions to expand its home care business, it went on an acquisition spree a few years ago. Unilever acquired the Laundress in January 2019, Laundress is a home cleansing and fabric care products, global premium eco-friendly line of detergents (Marketline A 2020). 
2.2.3.2 Investments in Oral Care Brands
Unilever has bought the Fluocaril and Parogencyl oral-care brands from P&G in April 2019, Unilever said the deal will give the company a leading position in oral care in the French pharmacy channel (Anon 2019).
2.2.3.3 Skin Care Business
The skin care market tends to increase the diversification of products, and the customer groups are usually diversified, more conscious and demanding. Increasing urban population and growing disposable income make a market growth. As stated by in-house research, in 2017, the value of global skin care market was US$116 billion and it is expected that the growth will be further increased at a compound annual growth rate of 4.6% in 2017-22(Marketline A 2020).
In April 2019, Unilever declared its plan to purchase OLLY Nutrition (MarketlineA 2020). In 2019, Unilever purchased luxury skin-care brand Tatcha (Collins, Allison 2019).
[bookmark: _Toc59226343]2.2.4 Threats
2.2.4.1 Intense competition
The company faces intense competition in the FMCG sphere, which is based on product quality, service, effective advertising campaigns, brand recognition, innovation, loyalty, price and marketing programs (Marketline A 2020). Unilever faces competition from national, regional and local companies and also rivals with wholesalers, generic products, retail brands and cooperatives as well. The main competitors of Unilever are P&G, L’Oreal S.A., Nestle SA, ConAgra Foods, Coty Inc., Kraft Foods Group Inc., Colgate-Palmolive Company and Danone SA. 
2.2.4.2 Foreign exchange risks
Unilever operates in many parts of the world and faces the risk of exchange rate fluctuations. The enterprise operates in more than 190 countries around the world, and its financial reporting is in Euro, its income is affected by the volatility of the euro against other functional currencies. Most of Unilever's revenue is also denominated in other currencies, such as British pounds, francs, dollars, Indian rupees and Russian rubles. The main factors affected by exchange rate risk include monetary assets and liabilities generated by foreign currency business transactions and the company's investment in overseas subsidiaries and related companies. In 2018, because of the foreign exchange fluctuations, Unilever reported it lost EUR861 million, and in 2017, it lost EUR983 million (Marketline A 2020).
2.2.4.3 Strict regulations
Unilever abides by local, regional and global regulations and laws in various areas, for example, employee health and safety, copyright, product safety, corporate governance, patents, employment and taxation, product claims, competition, trademarks and so on. The European Commission and the US FDA supervise Unilever’s business (Unilever 2020). These agencies oversee compliance with regulations. Unilever has products in more than 190 countries and manages more than 300 factories around the world (Unilever 2020). If the enterprise does not comply with local laws and regulations, it will face civil or criminal proceedings, fines and sanctions. The company’s business may be effected due to the changes in laws and regulations.  It will cost the company a lot of money to comply with the regulations, which may increase the operating costs.
[bookmark: _Toc59226344]3 Unilever's strategy
[bookmark: _Hlk58970895][bookmark: _Toc59226345]3.1 Target market segment and localization 
[bookmark: _Hlk58970869]Unilever has been implementing the multi-brand strategy. The company has a wide business range, with each product has its own target market (Marketline A 2020). Thus it is import to match the proper target market for every product.
First of all, the market segmentation of Unilever’s products is clear and detailed. The shampoo of Unilever has at least 3 vital division segments and many sub-division segments market. Take some products for instance: the SUNSILK shampoo contains active factors extracted from nature, which could protect various kinds of hair; LUX is the kind of elegant high-grade Shampoo; and CLEAR is famous for its effect on anti-dandruff as well as nourishes people's hair (“Vita-Mineral Group”)(Unilever 2020). As for the ice-cream market, Unilever still has some multiple segments under the brand of WALL'S. For instance, Cornetto attracted the children's love by its beautiful packing; Magnum is famous for its high quality and high positioning.
Unilever can precisely position itself in complex markets due to its detailed market segmentation.
Secondly, Unilever not only meet the consumers’ personalized requirements, it also seize the opportunity to open the new markets. In the past, in the Chinese market, there is no gender difference in shampoo, when Unilever’s CLEAR entered Chinese market, based on the differences between men and women, Unilever has developed shampoo specifically for men and launched it in the Chinese market. CLEAR is the first band which entered this market and become the leader of this market in the end, it has the largest market share and firmly controls the men's shampoo market (Marketlline I 2020).
[bookmark: _Hlk58970880][bookmark: _Toc59226346]3.2 M & A
Unilever is a company that has grown through mergers and acquisitions. In the ice cream and food business area, Unilever usually grows by merging small and medium-sized enterprises. Unilever always focuses on acquisition opportunities that can expand its main business.
Unilever's acquisition policy has a long history. When Unilever wants to buy a enterprise, its prefer to purchase it completely, or holding the most shares. The acquiring work is always done by Unilever instead of the investment bank (Marketline E 2020).
In 2019, Unilever announced the acquisition of New York high b terminal clothing brand maintenance, known as "the hermes" in the laundry detergent The Laundress, the brand positioning high-end, natural environmental protection, is committed to provide consumers with meticulous care clothing needs washing products, the Unilever acquisition to expand its business scope in the field of high-end home care products (Marketline A 2020).
Shortly after announcing its acquisition of The Laundress, Unilever reported its fiscal 2018 Q4 and full year results. According to the figures, Unilever's annual sales in the 2018 fiscal year reached 51 billion euros, with the beauty and beauty department performing well (Marketline G 2020).
Unilever's development strategy in recent years is to continuously strengthen the growth capacity of different business segments of the group through acquisition (Marketline E 2020). Home care, beauty and personal care, natural organic ingredients and environmental protection concepts are all the directions that Unilever pays more attention to. It can be found that Unilever has a clear development goal and direction in recent years—sustainable development. The target brands acquired by Unilever are highly consistent with their future development and ensure that the company's brands and categories are attractive and relevant in the future. In addition, Unilever pays special attention to the sales channels of the acquired brands. With rich channels, brands can have more contact with consumers, thus forming strong user stickiness.
[bookmark: _Toc59226347]3.3 The application of Unilever’s international brand strategy
[bookmark: _Toc59226348]3.3.1 Multi-brand Strategy 
If an enterprise produces a single commodity, it often has the advantages of saving production cost and improving production efficiency. However, with the increasing diversity of people's needs, enterprises want to occupy more market share and expand the scale of enterprises, they often do not choose the absolutely single brand strategy. Unilever has two product lines since its establishment. With the expansion of production and operation, Unilever has subdivided the market and launched several products according to the requirements of different consumers. Today, Unilever has hundreds of brands around the world, and dozens of them can monopolize their categories (Marketline A 2020).
In spite of the different goals, both Unilever and P & G have adopted multinational brand strategy. For instance, the shampoo of CLEAR, LUX as well as DOVE belong to different brands. They will pass on their own unique brand concept to consumers. The use of multi-brand strategy can occupy a certain market and reduce business risks. What’s more, it won’t have big impacts on other brands if a brand fails. Unilever generally adopts a multi brand strategy, but each individual brand produces a wide range of products. For instance, the CLEAR shampoo is divided into men special and lady special (Marketline I 2020). While developing multi brand strategy, Unilever also concentrates resources to maintain the growth rate of first-class brands. Unilever selected 400 brands among 2000 brands to implement brand scale reduction (Marketline A 2020).
[bookmark: _Toc59226349]3.3.2 Strategy for Brand Extension
After entering the international market, the brand needs to be extended appropriately. Brand extension can not only make use of the original brand value, but also make the existing brand continue in the international market.
Unilever's brand extension strategy is usually horizontal extension of a brand after its success in a certain field. Unilever usually uses the popularity of existing brands to launch new products of the same kind, which can effectively save costs and maintain brand awareness (Marketline A 2020). Unilever implements brand extension strategy and leads the new trend of market consumption. For instance, "Dove" soap is the Unilever's main brand, it is famous for its unique moisturizing effect and is loved by many consumers. Due to this, Unilever implemented brand extension and launched "Dove moisturizing and Nourishing Body Lotion"(Unilever 2020). Dove soap entered the market late, but it still became a strong competitor of P & G. Unilever's brand extension strategy also indicates that the brand of Dove may expand to deodorant industry in the future. (Marketline A 2020).
Apart from that, CLEAR is also a typical example. The shampoo brand CLEAR can effectively make up for the shortcomings and deficiencies of Unilever in the market competition. After several years of development, CLEAR has made great achievements in the Chinese market. This is the first time Unilever has launched a product that can compete with P & G in the dandruff shampoo market. At present, CLEAR not only introduced men's dandruff shampoo, but also released women's shampoo, essence and other related products according to the product extension strategy (Marketline E 2020).
[bookmark: _Toc59226350]3.3.3 Strategy for brand maintenance 
Brand maintenance is very important for Unilever's international brand strategy. The purpose of brand maintenance is to maintain the enterprise's brand image and maintain the brand market position. If there is no brand maintenance, there may be risks, and the established brands may be damaged, resulting in enterprise losses and waste of resources.
Efficient crisis public relations ability is very significant for multinational companies, especially in overseas markets. If the company doesn’t deal with it properly, it maybe bring serious loss to the company and brand. Take Unilever as an example, in March 2005, the American Medical Journal reported that the fluorine content in Lipton instant tea exceeded the standard, but subsequent tests confirmed that the fluorine content in Lipton instant tea met the standard. Before the re-test results were released, Unilever did not immediately deny in an interview with the media but chose to let the neutral testing agency to judge and wait for the results. Unilever's experience in handling crisis public relations is to avoid conflicts with the public media and consumers, and strive to protect its own brand (Unilever A 2020).
[bookmark: _Toc59226351]3.3.4 Strategy for band localization
In the course of brand building, Unilever has always adhered to the principle that "international brand + national brand has the effect of 1+1>2" and shaping "local star" is Unilever's specialty. Take China as an example. Unilever reduced the number of foreign employees and settled on a Chinese leader, believing that local staff would be better able to understand the needs of customers. In the purchase of raw materials, people also try to use local raw materials. Now more than 90% of the raw materials they need are from China (Marketline 2020). Unilever has even expressed A desire to list its A-shares in China, although the policy is not allowed. Later, Unilever successfully launched the Hazline and the innovative Chinese toothpaste, which reflected the localization of the brand in the products.
When Unilever promoted toothpaste brand in China, the first is from Germany toothpaste brand of "Signal", the main prevent tooth decay and children's toothpaste products, but at that time, the market have already had products like Colgate, Crest reputation of foreign brands of toothpaste, also had Chinese toothpaste like Chung Hwa, cheap and fine. Signal failed to get the ideal market share in China, finally out of the market in China. Subsequently, Unilever turned its toothpaste research and development to the domestic brand " Chung Hwa ". In 1994, Chung Hwa brand was rented by Unilever, and Unilever put the herbal concept into the product and repackaged it (Unilever A 2020). Now Chung Hwa toothpaste is a mature toothpaste brand with five series and ten varieties. In recent years, Chinese consumers have increasingly higher requirements for drinking water quality, and many families buy their own water purifiers for health. Unilever took aim at this market by buying Qinyuan water purifiers from ZheJiang province and packaging existing locally branded products directly into the market. Unilever has played the role of "packaging" many local brands. In this way, it can inherit the good reputation of the original brand and give it new life through increasing research and development efforts. Unilever's brand localization is very successful.
[bookmark: _Toc59226352]3.4 Marketing channel strategy
Multinational companies need to rely on local channels to sell abroad. At the initial launch stage of products, Unilever usually carries out large-scale advertising and marketing. As most of Unilever's products are food and daily chemical products, which have the characteristics of large demand and high purchase frequency, Unilever designed a relatively long distribution channel accordingly (Marketline A 2020). Take China as an example, Unilever has many distributors of different levels under regional and provincial agents, and its marketing channels in China cover the county level. This makes it possible to buy Unilever's products even in remote villages.
[bookmark: _Hlk59056061][bookmark: _Toc59226353]3.4.1 Retail channels
Some retail terminals and large shopping malls are considered to be important sales channels. With the rapid development of economy and the change of people's living structure, convenience stores and supermarkets have gradually developed. Unilever has also begun to sell its products through such intermediaries. With the continuous change of Unilever's strategy, it has gradually stripped some large supermarkets and shopping malls, such as Wal Mart, directly linked with them, thus effectively reducing transaction time and costs.
[bookmark: _Toc59226354]3.4.2 Distribution channels
Unilever adopts the distribution channel strategy when entering the Chinese market. But this strategy makes the sales network too many levels, which reduces the profits of each company, and the sales channels are easy to conflict. Therefore, in China, Unilever's distribution channel strategy only lasted for a period of time. After Unilever gained a certain market share in China, Unilever began to change its strategy slowly. Unilever transforms its distribution channel strategy into a vertical distribution mode, that is, to establish the relationship between enterprise channels through the changed channel.
[bookmark: _Toc59226355]3.4.3 Electricity sales channels
In China, Unilever's largest e-sales partners are T-mall and Jing-Dong. During the singles' day, consumers can also order goods in advance by paying the deposit in advance. Merchants can prepare goods in advance according to the data, which saves the time of receiving goods and reduces the cost of commodity storage. In September 2018, Unilever and Cainiao (China's delivery companies) jointly announced that they would launch the "Smart Supply Chain" project. Cainiao will provide massive data to solve the supply chain pain points of merchants throughout the whole process from production to customer signature. Online trading is a great opportunity, Unilever, which has been actively exploring sales channels, moved quickly, launched new retail projects on the line, and even customized a new skincare products -- " Hazline & lotus" series. 
[bookmark: _Toc59226356]4 Conclusion of Unilever's international operation
With the advancement of economic globalization, an increasing number of multinational companies are emerging in the Chinese market. The products management concepts and management models of these multinational enterprises have a subtle impact on our life.
There are some suggestions for Chinese enterprises. First of all, to enhance the global awareness of brand strategy is very important. Secondly, it is of great necessity to establish brand image and personality which is the foundation of brand communication. Now, inaccurate brand positioning has been a key issue in brand building, the result is that Chinese brand cannot establish a unique brand image in the international market. Thirdly, Chinese companies should pay more attention to the newly overseas markets in order to find more opportunity to make profits. Finally, Chinese enterprises should pay more attention to the cultural differences of multinational enterprises and concentrate resources to develop business with core competitiveness. 
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