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Executive Summary
One of the greatest problems in the current organisations is marketing sustainability problems since they have the potential of destroying brand value. Unilever is one of the most recognizable organisations in the world, with a variety of consumer products. But now the company is facing charges of greenwashing and has suffered as a result on its brand image and overall business. All these contributing factors were condensed in this report, and a literature review was undertaken that is explored by this report to know the false sustainability statements being propagated by the organisation. In addition, the author suggests a secondary qualitative approach as methodology to further investigate this issue.
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[bookmark: Introduction][bookmark: _bookmark0]Introduction
[image: ]The business world today has learned that sustainability is a fundamental business requirement of companies to compete in their respective businesses. Unilever being one of the oldest brands in the UK and globally is well known due to their diversified business portfolio of premium quality consumer products consisting of beauty, personal care, home care, vitamin and mineral supplements, drinks and foods. The extensive product lines offered by the firm render it a truly international firm that offers its products to people around the world.




















Figure 1. Unilever green claims:
(Source: gov.uk, 2023)
As indicated in the graph above, the revenue of Unilever has been decreasing in 2025. The same data shows that the organisation has not been able to make significant strides in growth, partly because of the lack of sustainable practices. Enhancing the processes of environmental and sustainability (E&S) would allow the company to comply with the expectations of the customers and contribute to the revenue generation, as well. Increasingly over the years manufacturers of consumer goods have been turning to plastic packaging, which has caused harm to the environment. Unilever has made efforts to counter this trend, by launching more environmentally friendly programs, as customers require less pollution, which may be traced back the days of green revolution. Plastic sachets into water, large amount of water usage and deforestation are some of the key problems that the production processes of Unilever have to deal with. Social sustainability is connected with development of fair wages to employees,

whereas economic sustainability is connected with business strategic planning which helps to maintain the sustainability of profits of the company. Greenwashing may be explained as an effort of a company to appear to be environmentally friendly but conceal the consumer losses that the product may cause, to retain its positive image in the global markets (Singh and Moharan 2024). Unilever has done a few steps in the direction of environmental responsibility, but they are falling short of the expectations of the consumers and therefore using logos and symbols without the right accreditation.
[bookmark: Significance_of_the_issue_and_how_it_aff]Significance of the issue and how it affects the business performance
One would find it interesting to examine the sustainability issues and concerns of Unilever and how it is attempting to resolve them, to understand how it is greenwashing the image of the company and what role it is contributing to the scandal. The Competition and Markets Authority (CMA), for example, has voiced concerns to Unilever about the dangers and implications that come from greenwashing. Claims, symbols and labels, often made by the company, indicate that they have better environmental credentials, which are not always proven (Chandra and Jatmika 2022).
These greenwashing activities can create a number of issues within the organisation's operations. In case the false information or advertising statements are spread about the product, it may greatly diminish the brand value of the company in a competitive market (Santos et al., 2024). These campaigns are frequently over-the-top in nature and people tend to believe the ads as they are just what they're saying it is. As soon as the customers realize that these claims are false, however, they may not want to invest in such items at all, and thus the organization will lose customers.
2. [bookmark: 2._Research_aim,_objectives,_and_questio][bookmark: _bookmark1]Research aim, objectives, and questions
2.1 [bookmark: 2.1_Aim_of_the_research][bookmark: _bookmark2]Aim of the research
This study aims to investigate Unilever's sustainability initiatives regarding greenwashing activities in this organisation.
2.2 [bookmark: 2.2_Research_objectives][bookmark: _bookmark3]Research objectives
· To analyse the sustainability claims of Unilever which are create gaps between their marketing and actual business practices
· To understand the impact of greenwashing activities of Unilever on its business performance and customer trust in the competitive market
· To propose potential solutions to reduce greenwashing tendencies in the business operations of Unilever.

2.3 [bookmark: 2.3_Research_questions][bookmark: _bookmark4]Research questions
· What are the gaps between sustainability claims of Unilever and its actual business practices in the current market?
· How do these greenwashing activities of Unilever impact the business performance of this organisation in the competitive environment?
· What are the potential strategies to reduce the impact of greenwashing tendencies in the business operation of Unilever?

3. [bookmark: 3._Critical_Literature_Review][bookmark: _bookmark5]Critical Literature Review
3.1 [bookmark: 3.1_Review_of_the_academic_literature][bookmark: _bookmark6][bookmark: _bookmark7]Review of the academic literature Unilever Ltd.'s Sustainability claims
One of the largest issues facing Unilever in front of them is greenwashing since they continue to boast of having environmentally friendly products. But in practice these are not always met and this may make the consumers lose their trust in the brand of the product.
The failure of the company to meet its sustainability obligations has led to significant drop in the profit margins. Also, earlier Unilever had also assured its consumers of the easy recyclability of its packaging, but later consumers realized that they had not been fulfilled. The organisation has also been criticized for its use of 'green' and 'environment-friendly' terms that are ambiguous and cannot be verified to lure and convince consumers to buy.
Unilever has been hit with many accusations of greenwashing, particularly in the food category. An excellent case in point is the complaints put forward by the Dutch Consumers Association and the Netherlands Authority on Consumers and Markets (ACM) that the firm has been employing confusing and misleading advertisements.
[bookmark: _bookmark8]Effects of greenwashing activities on business performance and customers
The effects of Unilever greenwashing are enormous - they affect the performance and perceptions of consumers of the company. False impressions can make customers respond negatively towards a brand and switch to another brand, reducing the popularity of Unilever brands (Verma and Bharti 2023). Also, a tarnished reputation might result in a loss of ESG investors as Wang et al. (2026) indicate. This can then translate into a share price decline of Unilever which will be a huge blow to the company in terms of finances. The organisation may also lose its international clientele, adding to its financial woes as consumers are the biggest contributor to the company's revenue growth.

Many organisations, like Unilever, make commitments which are not necessarily translated into practice, although it might seem that they are operating within the context of the environmental standards in which they operate. The consequences of such misalignment may be disastrous to the brand reputation and negatively impact the profitability of the business to the consumers. Many of the claims of the use of biodegradable or chemical free materials will only be substantiated after the consumer has purchased and used the product.
3.2 [bookmark: 3.2_Literature_gaps][bookmark: _bookmark9]Literature gaps
Literature review indicates that there are some lacunas that need further academic research. Interestingly, the practices that are realized within the Unilever supply chains are yet to be researched (Fariah and Cunha 2022). In addition to this, there is little information available about the wider sustainability approach taken by the Unilever group suggesting there is a need to research this area to gain a deeper understanding of the sustainability aspects associated with the Unilever greenwashing.
3.3 [bookmark: 3.3_Theoretical_analysis][bookmark: _bookmark10]Theoretical analysis
The stakeholder theory is an appropriate paradigm to explain the underlying factors of the greenwashing of Unilever. This theory is founded on the concept that the various needs of the stakeholders must be taken care of by the organizations to ensure that the organizations have a good brand image in the market. In the case of Unilever, it is about achieving a compromise between the different demands of its clients, including developing environmentally friendly products using sustainable resources. This can however, lead to conflict with the interests of the shareholders who are mainly interested in the maximization of financial returns from the operations of the company (Mahajan et al., 2023). Hence, Unilever could find itself under pressure from competing stakeholder needs, which might push it towards greenwashing, in order to look like it is doing its best to meet the expectations of the various and at times conflicting stakeholders.
4. [bookmark: 4._Research_Methodology_and_Design][bookmark: _bookmark11]Research Methodology and Design
4.1 [bookmark: 4.1_Justifying_the_research_approach][bookmark: _bookmark12]Justifying the research approach
Selecting an appropriate research approach is important to collect reliable information regarding the object of the study. The researchers can collect this information through data collection and sampling (Taherdoost, 2022). In this study, the secondary qualitative approach will be chosen, as it helps to gain significant information related ot the greenwashing practices of Unilever (Cheong et al., 2023). This approach allows the conduct of the investigation on the previous scholarly sources. Analysing the literature evidence can help to understand the different perspectives of authors and previous researchers regarding sustainability approaches

of Unilever in the current market. It is important to understand the different perspectives of researchers to identify the core reason for increasing gaps between the sustainability claims and actual business practices of this organisation.
4.2 [bookmark: 4.2_Sampling_Strategy][bookmark: _bookmark13]Sampling Strategy
In this research process, it is important to implement a proper sampling strategy for collecting necessary information regarding the sustainability issues of Unilever. Implementing the sampling strategy can help this study to develop a proper plan for secondary data collection and analysis by reviewing the literature evidence. The researchers will utilise a purposive sampling strategy to find and choose relevant studies and journals regarding the research object to understand the context of the topic.
4.3 [bookmark: 4.3_Data_Collection_Method][bookmark: _bookmark14]Data Collection Method
In this research process, the researchers will select relevant studies, books, and journals related to sustainability and greenwashing of Unilever. It is important to collect relevant research papers, as it helps to understand the impact of greenwashing on the business operations as well as customers of the organisation (Xu et al., 2025). The researchers have to access the market database regarding this company’s sustainability claims and actual business practices to understand the gaps between them.
4.4 [bookmark: 4.4_Data_Analysis_Plan][bookmark: _bookmark15]Data Analysis Plan
The researchers utilise the secondary qualitative research approach to collect data from diverse scholarly sources and understand the objective of this study by reviewing related literature evidence. Reviewing the literature helps the researchers to understand the greenwashing tendencies of Unilever by analysing prior databases. Researchers will focus on understanding the greenwashing activities of this organisation to identify its impact on organisational performance. Implementing a thematic analysis can help researchers to review the literature properly to understand the greenwashing-related issues in this organisation effectively (Ahmed et al., 2025).
4.4 [bookmark: 4.4_Ethical_Consideration][bookmark: _bookmark16]Ethical Consideration
The researchers will maintain ethical aspects, such as gaining proper approvals before using an author’s paper in this study. It is important to ensure that the researchers and authors have been informed and properly given credit for utilising their data in this study (Nii Laryeafio and Ogbewe, 2023). In this study process, researchers will maintain research ethics, such as confidentiality of sensitive data, and proper interpretation of information in using it in the research.

5. [bookmark: 5._Business_Relevance_and_Practical_Impl][bookmark: _bookmark17]Business Relevance and Practical Implications
5.1 [bookmark: 5.1_Significance_of_the_research][bookmark: _bookmark18]Significance of the research
This research is significant for understanding the core reasons for greenwashing tendencies in the business operations of Unilever by reviewing previous research and studies. Understanding the reasons for Unilever’s greenwashing tendencies can help to analyse its impact on reducing consumer trust and overall business performance of this company (Andreoli and Minciotti, 2023). This study is significant for showcasing the unethical business practices of this company and providing proper strategies to mitigate its impact on its market performance.
5.2 [bookmark: 5.2_Discussing_potential_recommendations][bookmark: _bookmark19]Discussing potential recommendations
Integration of proper governance through advanced technologies
[image: ]Unilever can implement strict governance in its business operations by integrating advanced technologies, such as artificial intelligence (AI). Implementing AI can help the company to develop a proper governance system through its internal tracking feature.
Figure 2: Growth in the global artificial intelligence market
(Source: grandviewresearch.com, 2026)
The above Figure 1 indicates that the global market for artificial intelligence is expected to grow to $3,497.3 billion by the end of 2033 (grandviewresearch.com, 2026). This data shows that the companies are leaning towards implementing AI in their business operations to develop sustainable growth by utilising its internal tracking features. This internal tracking feature can measure the sustainability policies of this company and its actual business operations in the

current market. Implementing this system can help this company to improve its sustainability policies and implicate them in an ethical manner in the market.
5.3 [bookmark: 5.3_Reflecting_on_the_contribution_of_un][bookmark: _bookmark20]Reflecting on the contribution of understanding the business research
This project has helped to understand different processes of business research, such as data collection and literature review, through practical learning. It is important to gain deep knowledge about the different aspects of research in finding reliable data and completing a study properly.
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