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Abstract
Introduction 
In this dissertation, the researcher will address the topic “The Impact of social media marketing on consumer buying behaviour a case study analysis of Unilever”. The research aims to provide sufficient data to show how social media is influencing the market and sales for the company Unilever. It also outlines the way how Unilever can build engaging followers of its brand through social media. The research aims to throw light on objectives such as different platforms that can be utilized by the company. It also analyses the various methods through which it can grab the attention of consumers using social media. This paper also addresses the various opportunities and limitations that social media offers during marketing promotions. This research identifies the various methods that Unilever uses in its business marketing agenda.
Literature Review
In this research paper the relevant information is taken from Google scholar. Articles from different authors have been reviewed and discussed in regards to Social media and how it is helping businesses to grow. It has discussed about the impacts of social media towards the buying behaviour of the consumers. It has highlighted how Unilever uses various social media strategies and platform such as Honeycomb strategy to attract and engage customers with its brands. All the benefits from social media marketing are mentioned. This research paper has discussed all these topics properly with all required information.  
Methodology 
The dissertation's focus is on "The impact of social media marketing on consumer buying behaviour a case study: Analysis of Unilever." Different tools and procedures are offered by the research timeframes to support the research objectives. This specific research report used a qualitative technique based on secondary data analysis. A unique theme analysis was conducted. A different approach to research has been selected. It has been justified by interpretation. The following research methodologies have been used: inclusion-exclusion, descriptive study design, and non-probability sampling. For this particular research, deductive, inductive, and abdicative techniques were all applied.

Findings and Discussions
In this part of the dissertation, a detailed analysis has been done based on the research objectives present in the dissertation. This section aims to look at the research questions and try to find the answers to them. This action will cover the various themes related to the topic and give a detailed thematic analysis. It analyses the use of different social media platforms and how they can be used to the benefit of Unilever. This section aims to show customer engagement with Unilever on various social media platforms and what are the opportunities and challenges related to them.
Conclusion
This section of the dissertation looks at the overview of the literature review, methodology and findings from the research topic. Linking of the themes found in the findings and discussions parts have been done with the aims and the objectives of this study. Recommendations have also been provided regarding the improvement of social media marketing strategies of Unilever which can help engaging their customer base on a broader basis and helping in influencing the buying needs of the consumers. A future scope of this research study has also been discussed regarding other companies in the same market sector as Unilever.
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Chapter 1: Introduction
[bookmark: _Toc114940522]1.1 Introduction
[bookmark: _Toc114940523]The research would be exploring the impact that social media marketing has on consumer buying behaviour and successful business operations of Unilever. Unilever PLC is the largest FMCG Company in the UK and the world, with its operations spanning over 190 countries. The general background and research rationale including the significance of the research study would be stated. The aims and objectives of the research would be formulated which would set the course for the conduction of the research. An overview of the methodology stating the research instruments and techniques would be provided and an organization of the dissertation would be depicted. 
[bookmark: _Toc114940524]1.2 General background of the study
Social media is a recent phenomenon. It has been a decade since the use of the world wide web has diversified which includes user-driven web technologies for instance blogs, platforms where media is shared, and social networks. The proliferation of the same, collectively called social media, has given rise to user-generated content, global communities, and publications of customer opinions (Voramontri and Klieb, 2019). The consumer decision process has five steps which are recognizing the problem, searching for relevant information, evaluating the alternatives, masking a final decision, and post-purchase decision. Consumer decision-making is complex, however, social media influences customers to recognize the problem, and evaluate different alternatives that are available on the internet including product reviews posted by different customers (Chopra et al. 2020).  FMCG organizations such as Unilever advertise their products to a wide range of customers throughout the world and proliferate their advert campaigns throughout, spreading awareness regarding their brand and influencing consumer decisions. 
[bookmark: _Toc114940525]1.3 Research rationale
What is the issue?
Social media usage has proliferated in recent years and has become an indispensable part of life. The interactive nature of social media serves companies with the capability for customer engagement more directly in comparison to other media forms. Businesses can gain significant long-term benefits, through ethical behaviour and CSR activities (Kumar and Nanda, 2019). However, FMCG organizations such as Unilever, stay under constant pressure to maintain a global reputation and are trolled incessantly as well as boycotted if the organization missteps or fails to adhere to ethics, which often proves to be detrimental to the organizational reputation. A rise in ethical consumerism has led customers to be more careful about which brands they are purchasing and the organizational reputation. Online reviews and customer electronic word of mouth plays a significant role in the same. 
Why is the issue?
Organizations often try to indulge in short-cut routes to gain short-term profits which include unethically attracting customers to the products, boosting sales, and posting false information on websites to attract as well as influence consumer buying behaviour (Kumar and Nanda, 2019). Different analytics are often created by organizations on the rate of social media engagement of their customers and utilize the same in their business strategies, which is unethical. The social media platform with the most number of users is Facebook, which is one of the main tools in the development and proliferation of electronic word of mouth. Negative opinions and trolling can potentially reach millions and influence customers' purchase intention along with impacting the perception of the product's credibility among prospective buyers (Bartosik‑Purgat, 2018). 
Why is it an issue now?
Social media trolling and negative e-word of mouth can prove to be detrimental to organizations' reputations. Organizations too are required to adhere to ethical norms. For instance, Unilever is the second largest advertiser in the world and had decided to cut ties with the influences on digital media, intending to make digital marketing more transparent. The increasing rate of digital marketing has led to the practice of buying followers online, which has led to erosion of trust and consumer speculation regarding products being sold on digital media (Geller, 2018). 
What does the research shed light on? 
The research sheds light on the importance of ethical use of social media by global FMCG company, Unilever and the impact of social media on customer buying behaviour. The factors on social media which influence customer decision-making are the brand preference, advertisements, e-WOM, commitment, income, availability of substitutes in the market, and traditional customs (Vidhya, 2021). The research sheds light on how Unilever leverages its brand awareness and advertisements on social media to gain customer loyalty and influence customer purchasing decisions. 
[bookmark: _Toc114940526]1.4 Research Significance
[bookmark: _Toc114940527]The research would provide a comprehensive insight into the role that social media plays in helping Unilever, in enhancing its brand and brand awareness, in different countries all over the world. The proliferation of social media has also brought along with it constant public gaze, critique, and quick spread of bad reviews which impacts the company's reputation negatively. Special media has a significant impact on customer purchasing intention and electronic word of mouth plays a crucial role in determining customer purchasing intention as well as buying behaviour (Cuong, 2021). 
[bookmark: _Toc114940528]1.5 Research Aim
[bookmark: _Toc114940529]The research aims to analyze and explore the impact of social media marketing on customer buying behaviour, regarding global FMCG leader Unilever. 
[bookmark: _Toc114940530]1.6 Research objectives
The research objectives are as follows: 
· To critically examine the various social media marketing strategies adopted by Unilever
· To analyze the impact of the social media communication strategies implemented by Unilever, for grabbing the attention of the buyer.
· To analyze the opportunities and challenges faced by Unilever by applying social media marketing strategies.
[bookmark: _Toc114940531]1.7 Research question
· What are the social media marketing strategies adopted by Unilever for managing their business success?
· What is the impact of the social media communication strategies implemented by Unilever, for grabbing the attention of the buyer?
· What are the opportunities and challenges faced by Unilever in applying social media marketing strategies?
[bookmark: _Toc114940532]1.8 Problem statement
[bookmark: _Toc114940533]The proliferation of social media has led to a wide range of practices that are employed by organizations to gain a competitive advantage in the market. However, Unilever, the biggest FMCG company faces certain hurdles in advertising its products such as cultural rifts, trolling on social media sites, and negative product reviews which significantly influence customer buying behaviour. The perception and impact of the advertisements differ from customer to customer (Cuong, 2021). Targeting different cultures through various advert campaigns is challenging for organizations such as Unilever because they are having to live up to the expectations of their customers and are under constant public eye and critique. 
[bookmark: _Toc114940534]1.9 Dissertation structure
[image: ]
[bookmark: _Toc114942508]Figure 1: Organization of the dissertation
(Source: Created by self)
[bookmark: _Toc114940535]1.10 Summary
Social media proliferation has led to the formulation of different kinds of advertising campaigns that influence customer buying behaviour. However, ethical conduct has become an extremely important aspect of media management, especially for FMCG companies such as Unilever. The aims, objectives, and questions that would be explored, have been formulated. The problem statement and significance of the research have also been provided, which provides a comprehensive insight into the course of the research. The overview of the methodology has also been discussed, where the researcher would be conducting the secondary research. A structure for the dissertation has also been provided.  






[bookmark: _Toc114940536]Chapter 2: Literature review
[bookmark: _Toc114940537]2.1 Introduction
Social media is the new-age marketing tool of the 4.0 industry. It is cheaper, faster and an efficient communication tool in marketing to reach out to a wide range of consumers about what the products of the company are willing to sell. It helps to trace consumer behaviour through a social media monitoring tool which gives a deeper understanding of consumer preferences based on what they click, how long they watch a video or what sites they visit to buy or remain informed about a certain product. Hence the pieces of literature used would enable the researcher to elucidate the existing social media marketing strategies of Unilever that impact consumer behaviour.
[bookmark: _Toc114940538]2.2 Role of Social Media Marketing in FMCG companies
Social media monitoring is a modern marketing tool that helps engage with consumers in a much more efficient way than traditional ways of sales. Social media marketing allows a higher return of investment if market efforts are enhanced which should include engagement with customers online, and religiously (Mañosca, 2022). Stating product information with no direct communication with consumers might force feedback disengagement that will hurt the interests of company marketing. In most cases, the preferred way of marketing engagement through online platforms is the usage of the Brand communication effect model. This is a hierarchy of effects model that allows the customer to go through six stages namely- awareness, knowledge, liking, preference, conviction and purchase (Batra, 2016). Awareness is a crucial step in the social media marketing process which calls for the presence of a brand in a given product segment such that the consumer can track any form of information concerning it. Knowledge is referred to the ability of the company to avail enough unique selling points (USPs) concerning the product such that the consumer may be able to compare it to other brands. Liking usually enables the consumer to feel good about the product based on the information available where the company taps on the consumer's emotions. Preference is the highlight of the product that allows the consumer to choose a particular product over the other. Conviction is the stage where the consumer is sure about buying a particular product based on the brand's ability to convince its consumer base which leads to the last stage of purchasing where the consumer finally chooses to buy the product. For instance, Unilever has a customer base of 3.4 billion and currently global digital commerce has a total of 200 billion dollars where the online shopping is acting as a key growth driver with a deliverance of 5 billion euros that accounts for 12% of the company’s sales (unilever.com, 2022). The pandemic saw a significant rise of 60% with Gen-Z as the booming customer base that uses the social media platforms the most. Hence, the future of FMCG rests on the marked rise of online marketing platforms.
[bookmark: _Toc114940539]2.3 Analyzing the impact of social media marketing on consumer buying behaviour
In terms of customers' behaviour, the value of the customer is the key factor that affects individual choices and behaviour in a positive way. With the help of this behaviour and choices, marketers get to know the needs of the customers. Enterprises use the experiential value in order to learn about the preferences of the customers and after knowing the need of the customers the markets can use this to modify their products in order to enhance the process of the customers and also helps to increase the value of the products (Chen, and Lin, 2019). In order to understand the consumer purchase decision-making process, Kotler’s five stages of buying decision process have been helpful. 
Stage 1: Problem recognition 
In the first stage, the customer needs the recognition the problem. In this stage, customers usually discover that there is a difference between their current state and their desired state. Choices are established in this process and are different from person to person according to the behaviour of the individuals. However, this stage is quite different from other stages of this decision-making process (Voramontri, and Klieb, 2019). 
Stage 2: Information search 
In this stage, the customers need to undertake a search option for making a perfect choice for their purchase. If the internal information is not enough then the customers usually use the external information. Social media platforms it has become more flexible as the customers can see other customers' reviews as a mode of their search option. Search continues until the customers get sufficient information about the product they need. Sometimes, too much information hampers the decision of the customers due to the limits on consumers' information processing capabilities (Voramontri, and Klieb, 2019). 
Stage 3: Evaluation of alternatives
After collecting all the decisions about one product they also searched for another product that is an alternative to that product, then the customers can perfectly make their choices with the help of the decision-making process.
Stage 4: Purchase decision
This refers to the final choice of the customers. Purchase is the last act of the decision-making process. However, this purchase function is dependent on the environmental influences and also engaged with the individual situations. All the above stages are engaged with this stage of the decision-making process and influence buying behaviour. 
Stage 5: Post-purchase behaviour
In the stage of post-purchase, customers evaluate the performance of the products, however, in this stage customers reach the satisfaction and dissatisfaction state. There are three forms of outcomes, these are satisfaction, neutral response, and dissatisfaction. Customers who have invested a lot of time in the above stage end up with a satisfactory outcome (Voramontri, and Klieb, 2019). 
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[bookmark: _Toc114942509]Figure 2: Five stages of consumer buying behaviour
(Source: Voramontri, and Klieb, 2019)


[bookmark: _Toc114940540]2.4 The impact of social media marketing on growing the business
[bookmark: _Toc114940541]Social media has become one of the important platforms in a recent era in order to connect every individual around the world. Technological advancement has evolved many kinds of opportunities for business. There are many online platforms through which a business has escalated their sales, which help them to uplift their profit margin as well. Brand awareness is important in order to help customers to make them aware of the product offered by the company. Brand awareness through social media platforms plays a major role in order to increase the market share of the company. Social media helps the customers to gather more information about the brand and this helps the companies retain more customers within the organization (Ansari et al. 2019). This brand awareness also has a significant relationship with the customer purchasing decision. However, electronic word of mouth also helps to grow business. EWOM is a statement that helps consumers make social media platforms that might be positive or negative. Social media marketing channels are also helping marketers in order to give them the ability to communicate through different channels. Facebook is providing rich means to maintain customer relation management, Twitter is used by the markets in order to maintain the brand messages, and Instagram is used by the markets to share image-based content about their products to their customers (Iankovaet al. 2019). Marketing is essential for the growth of the business. Social media marketing has become more effective these days and also helps the markets to connect with all of their audiences, which traditional marketing cannot replicate (Bradley et al. 2021). Markets incorporate social media marketing strategies within their business. It helps them to reduce the cost of marketing and increase their sales, and build a long-term relationship with their customers and this helps them to grow their business as well.   
[bookmark: _Toc114940542][bookmark: _Toc114940543]2.5 Exploring the social media marketing strategies adopted by Unilever
Almost 2.5 billion people use the products of Unilever in order to feel and look good (Reza, 2020). They have 400 brands in 190 countries, therefore they have grown into one of the most trusted and successful consumer goods companies (Reza, 2020). The corporate strategy of Unilever plays an integral role in order to maintain its business entities with the help of market direction. The corporate strategy is significantly used by companies that are globally successful. Unilever's business model begins with the consumer’s insight and includes the manufacture, logistics, marketing, sales, innovation, and many more. Advertisement is the most common and important means of promoting the product of Unilever. Social media content marketing is another way that impacts the brand image of Unilever. They have posted their content with the help of videos and images throughout the years 2010-15 and 2016-2021 in order to examine the consumer engagement with their brand (Mañosca et al. 2022). They are also committed to responsible marketing and communications. Unilever is also ensuring the sustainable living of its brands, people, and operations. They use three tools for their sustainable living. These are engaged with cost leverage and efficiency, innovation and market investment, and profitable volume growth. Transparency in their business plan helps them to gather positive impact and also helps them extend their brand. In order to retain more customers within the company, they have used social media platforms as their new marketing strategy platform. The CEO of Unilever has implemented a 5c approach to evolve with the digital era. This 5c is engaged with the consumer, content, community, connect, and commerce (Martin, 2018). The marketing strategy of Unilever is more purpose-driven and not only target-driven. One of the best business strategies used by Unilever is to integrate their global strategies with local communities, which helps to retain more customers within the company worldwide. 
[bookmark: _Toc114940544]2.6 Exploring the ways in which Unilever uses consumer psychology to comprehend buyer behaviour
[bookmark: _Toc114940545]Emotions play a major role in the decision-making process of the customers. The emotional responses of the customers are important in order to predict future emotional appraisals (Rowe et al. 2019). The theory of planned behaviour helps to understand the psychological thinking of the customers while buying any products. It is a theory that helps to understand the purchasing behaviour and attitude of the customers within an organization. It is engaged with the behavioural intention of a person. It is engaged with the social psychology of a person's behaviour and it is used as the most accepted alternative approach in order to understand human behaviour (Giampietriet al. 2018). However, customer purchasing behaviour has changed during this year and it has been given more to the digital platform. Therefore, all the retailers also have shifted their business to the social media platform. Consumer behaviour has changed due to the pandemic and Unilever has changed a lot of its business strategy during the pandemic. They offer more sanitary goods during the pandemic which influences their business strategy a lot (Fithryet al. 2021). Unilever’s social media issues are limited in their business however, during the pandemic in order to provide the service to their customers they are using social media platforms as their business strategy. Unilever has created a lot of innovative strategies in its digital platform in order to provide home delivery of products to its customers. However, they were also providing essential products to their customers to maintain a strong relationship with their customers within the organization. 
[bookmark: _Toc114940546]2.7 Analyzing the impact of marketing communication on consumer buying intent
[bookmark: _Toc114940547]The internet has evolved in different forms in the recent era, therefore, traditional human interaction of the past has changed into a new form of communication with the marketers within the industry (Chen and Lin, 2019). Unilevel uses the social media platform in order to gain the trust of its consumers. They are also committed to responsible marketing and communication with the people of their organization. They believe in transparent communication with their customers. It is one of their responsibility to check their product’s safety and Unilever also ensures the information of their products before providing it to their customers. They fully support their customer’s right to know the information about the ingredients of their products. They maintain transparency in their product transparency as well (Unilever.com, 2022). Integrated marketing communication is also important in order to build a good marketing strategy. IMC is a combination of the advertising and marketing tools of a company that are used by any company in order to build an effective marketing strategy. Unilever attempted to improve its brand by maintaining its advertisement in the traditional way as well as on the social media platform. Unilever often made a marketing communication in a form of web series to convince their customers to buy their products and this also helped them to increase the buying intention of their customers within their organization (Class, 2019). Marketing communication influences the buying behaviour of the customers and also shapes it. The changing behaviour of the customers helps the companies to modify their marketing communication in order to implement new tools and technologies within the social media platforms. This also helps to gain the trust of the customers and also engaged with the new and potential customers within the company. 
[bookmark: _Toc114940548]2.8 Analyzing the ways social media influences consumption and consumer purchase
Social media plays an important role in shaping the buying behaviour and the purchasing intention of the consumers. On the other hand, most consumers are able to understand the importance of green propaganda with the help of social media platforms. In order to sustain their business in the long run each business promotes green products on the social media platform. Most enterprises are seizing the opportunity of the internet and trying to expand their business (Sun, and Wang, 2019). Social media and cognitive factors both help to influence the purchasing behaviour of the consumers within the organization. A new international study done by Unilever reveals that 33% of consumers are using the brands that they believe in and also maintain the social or environmental sustainability. According to the honey comb model Unilever focuses on building brand equity and customer retention. Honey comb model refers to a way which sets out the most important forces behind the creation of a social media ecology which all social media marketeers platforms and users operate within.Unilever through their interactive social media campaigns indulge in building brand identity, conversing and starting conversations, proliferate sharing of their posts and establishing their presence in the market. Building relationships with their customers, building and developing a reputation, creating consumer groups and targeting different customer groups is crucial to Unilever’s social media strategy. is creating brand value that helps them to maintain its brand equity. They also use innovation within their organization to sustain growth and it also helps them to retain more customers within the company (Unilever.com, 2022). It builds trust among their stakeholders and also helps them to succeed in their business. Sustainability within the business also helps to reduce the risk of the business and it also helps them to maintain their supply chain management within the organization. Social media influences the consumer's behaviour in terms of building awareness about a particular product within the market. If a person likes the product of an organization they end up parsing the brand on the social media platform, with the help of these brands can grow their business. On the social media platform, many brands promote their products with the help of deals and discounts. After seeing a deal and discount on the products the purchasing intention of a customer increases and they tend to buy the product with the help of social media. Therefore, this action of an organization helps to change the buying behaviour of their customers.  
[bookmark: _Toc114940549]2.9 Exploring the communication strategies implemented by Unilever to grab the attention of potential buyers
Effective communication helps to provide the customers with information about the products and also helps them to trust the products of the company. Communication is a vital thing for an organization to maintain its success within the company. Communication helps the organization to engage more with the people (Onifadeet al. 2018).  There are mainly two types of communication that are vertical and horizontal. Vertical communication is engaged with both the up and down flows of the organization. It also engaged with the people that are taking place in the organization. Horizontal communication is engaged with the peers and colleagues of the organization (Onifadeet al. 2018). The brand communication and linguistic tool of the company help to influence the choices of the customers within the organization. Most of the consumers are attracted to Unilever as they follow more ethical core values for customer retention and they are also engaged with the sustainability that is included in the health, wellbeing, and nutrition of the consumers and also helps to enhance the fairness within the organization (Karolina, 2021). Integrated marketing communication is a strategy that helps to target the consumers of the market. It is incorporated with the various tools that help to prompt the business with the help of social media platforms in order to maintain the relationship with their customers (Wachira, and Kariuki, 2018). IMC helps to address the voice of the organization in order to build a good relationship with its customers. Multi-Channel communication helps to connect the people within the organization with the help of social media platforms. 
[bookmark: _Toc114940550]2.10 Analyzing the challenges faced by Unilever while applying social media marketing strategies
Unilever is doing its business in more than 190 countries and also engaged with 400 plus brands (Reza, 2020). Therefore, it is quite difficult for them to segregate all the brands on social media platforms. In the technology-driven era, brand image is important in order to maintain the success of the business, therefore, content marketing is influencing brand equity or brand health (Mañosca et al. 2022). However, they mainly believe in the value of the company, therefore, they are always working closely with the people and they have started to promote their products in order to provide information about the products to their customers. However, they reduced the social media posts when they realized that dramatic swift action has been taking place across the world, hampering the trust of the people, particularly on social media platforms. They have seen a separation of how people have reacted to the social media platform and also in the traditional platform. They have seen that almost two third people still trust the traditional marketing platform while only one-third of people trust social media platforms. (Unilever.com, 2022). Consumers of the organization do not like third-party verification. They think that maintaining the issues within the company is one of the major systemic issues that threaten the relationship between the customers and the brand. They believe in maintaining a sustainable supply chain, and they can see that the digital supply chain is far from a sustainable supply chain. Therefore, they are not going to invest more in the digital platform and they will invest more in the traditional stores where they can retain more customers within the organization. They had one of their most successful advertisements in 2004 that was based on Dove and the message behind this was real women with real curves. In that advertisement, they have a promotion that all shapes of women are beautiful (Unilever.com, 2022). On the other hand, they have continued to produce diet powder for slim fast, skin-lightening products, and many more, this contradicts their morale of that advertisement of Dove. Though hypocrisy is not a new thing in the advertisement industry, still they maintain transparency in the products that helps to make a good relationship with their consumers. 
[bookmark: _Toc114940551]2.11 Literature gap
From the above discussion of all the literature, it has been seen that most of the authors have not focused on the negative impact of the social media platform. Most of the authors have provided knowledge about the importance of social media platforms in order to retain more customers within the organization. Unilever also uses marketing channels as their method of effective communication within the organization as they believe that marketing and advertising have the powerful intention to help to change the consumer's behaviour (Unilever.com, 2022). However, in order to build a strong bond with the customers, retailers need to meet with the customers in a physical way with the help of a physical store. Therefore, physical stores are equally important to retain customers within the organization as they provide physical engagement with the customers and provide them with the information about the products they need. 
[bookmark: _Toc114940552]2.12 Conceptual framework
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[bookmark: _Toc114942510]Figure 3: Conceptual framework
(Source: created by self)

[bookmark: _Toc114940553]2.13 Summary
The literature review gives a detailed understanding of what social media marketing is and how it plays an important role in governing the current trends of marketing strategies, especially in understanding consumer behaviour in FMCG companies. Unilever is among few of the largest FMCG companies with a consumer base of about 3.4 billion people across 190 countries with a 60% rise in the global digital consumer base. Hence, the literature review educates us that Unilever is using various market strategies through social media to aid product development and gather sufficient information about consumer behaviour such that it can build a future-ready market with valuable access to consumer understanding.


[bookmark: _Toc114940554]Chapter 3: Methodology
[bookmark: _Toc114940555]3.1 Introduction
The different tools, techniques and methods selected for the research have been selected and the justifications for their selection have been provided. The research limitations faced by the researcher and the ethical considerations taken during the study have also been discussed. A Research timeline has also been provided.
[bookmark: _Toc114940556]3.2 Research Onion 
[image: https://lh5.googleusercontent.com/VqHDj0uxjOx21kSNclUDM0Ammb9mX7-91nn2WhmbIBYszrD42lDvEDs-XmSP_nssQ2fU0xn2MEjVE3qG3W33bIpeQQ0q8JiKZ-Ln3ZW0HP5wNP4dnoT4ShNJYR0-qKSe1qPQy95zd8Ix-3vVjVYVJ6rjYt2xnG1XmdKXpPoOOARQHoKJdg3KopRhog]
[bookmark: _Toc114942511]Figure 4: Research Onion
(Source: Melnikovas, 2018)
Melnikovas, (2018) describes the research onion as a comprehensive view of the six aspects of research namely, Research Philosophies, Research Approaches, Strategies, Methodological Choices, Time horizons and Data Analysis techniques. Research Philosophy provides a philosophical basis for the research, while the research approach describes the direction in which the research would proceed. Methodological Choices describe the type of research methodology undertaken during research. Strategies describe the strategy to be undertaken during the progression of the research. The Time Horizon provides a time frame for the research while the Data Analysis techniques describe the technique selected for the analysis of the data collected.
[bookmark: _Toc114940557]3.3 Research Philosophy
In the 1st stage of Research onion, research philosophies normally chosen for research include positivism, interpretivism, realism, pragmatism and post-modernism. Interpretivism research philosophy refers to the separation of a fact from the human perception of the fact and analysing of the human perceptions to gain insights regarding the way a fact is perceived by society (Alharahsheh, and Pius, 2020). Interpretivism is chosen research philosophy for the research.
Justification
Interpretivism bases itself on analysing the human perceptions prevalent in society. The research aims to analyse the impact of social media marketing on consumer buying behaviour. In order to do that it is essential to understand the perceptions of the consumers towards the social media marketing by retail companies like Unilever. Interpretivism research philosophy is thus essential in conducting the research. Therefore Interpretivism is chosen for this research.
[bookmark: _Toc114940558]3.4 Research Design
In the 4th stage of Research onion, the research designs normally chosen for research include explanatory, exploratory and descriptive research designs. Descriptive Research design focuses on the impartial and in-depth description of an event or a phenomenon, which provides a background for the research (Doyle et al. 2020). The descriptive backgrounds allow the generation of specific insights by testing aspects of the phenomenon with existing theories. A descriptive Research design is chosen for this research.
Justification
The descriptive research design provides an in-depth description of a phenomenon. Social media marketing and its impact on consumer buying behaviour is a phenomenon that needs in-depth description in order to test aspects with existing theories. Thus, descriptive design is essential for this research. Therefore Descriptive research design is chosen.
[bookmark: _Toc114940559]3.5 Research Approach
In the 2nd Stage of Research Onion, Deductive, Inductive and Abductive approaches are normally used for research purposes. The deductive approach in research starts from a general phenomenon and with the progress of the research generates specific insights by testing different aspects of the research with existing theories (Woiceshyn, and Daellenbach, 2018). The Deductive research Approach is chosen for this research.
Justification
In order to understand the consumer buying behaviour changes due to social media marketing, specific insights regarding the changes in consumer buying behaviour due to SMM must be generated. Therefore Deductive Research approach is the most appropriate research approach and is chosen for this research. 
[bookmark: _Toc114940560]3.6 Data collection
In the 6th layer of the research onion, the data is collected through a secondary data collection process. Secondary data collection is a process where the data is collected from secondary sources which include credible websites like government and international authority websites, Journal Articles and Newspaper articles.  Secondary data comprises data and insights generated from the primary analysis of the data (Kalu et al. 2019). The data is also collected from industry reports published by reputed companies like Forbes, Mckinsey, PwC and Deloitte.
Justification
The secondary data collection method is selected as it allows easier access to data and insights. The additional insights allow the researcher to enhance the credibility of the research while also creating faster progress in the data analysis. The insights regarding the consumer buying behaviour change also provide a holistic view which is beneficial for the research.The secondary data is advantageous to the research as the insights from previous researchers provide insights which are often relevant to the present research. It is also advantageous due to the ease with which Secondary data is available for free. The Secondary data however, is also disadvantageous to some degree as the data often loses its effectiveness due to irrelevance or unreliability.  Thus, Secondary data collection is chosen for the research.
[bookmark: _Toc114940561]3.7 Data Sampling method
The Data is sampled using the non-probability sampling method. The Non-probability sampling method is also called the Purposive Sampling technique. The Purposive sampling technique allows subjective choice of the data to be analysed in accordance with the Interpretivism research philosophy. It is beneficial for the analysis of the secondary data as the chosen data serves specifically to address different relevant information. Purposive Sampling Method is also advantageous due to the control of the researcher on the number and types of the data collected. However, it is also disadvantageous as there is a possibility that the data collected may be tainted by the subjectivity and personal opinions of the researcher. However, proper considerations and precautions which prevent this from happening allow the choice of this research sampling technique.
[bookmark: _Toc114940562]3.8 Inclusion/Exclusion Criteria
Inclusion Criteria
· Journal Articles published in the last 5 years
· Journal Articles Relevant to Topic
· Industry reports and Articles from PwC, Deloitte, Statista, Forbes, Mckinsey
· Credible Websites like Government and UN Websites
Exclusion Criteria
· Journal articles with complex and hard-to-understand writing styles.
· Data with heavy numerical analysis.
· Data which lack credibility and reliability
· Outdated Data.
[bookmark: _Toc114940563]3.9 Data Analysis
In the 3rd stage of the Research onion, Qualitative thematic Analysis is chosen for the Data analysis. Thematic analysis is a process where the researchers analyse the text to identify codes, patterns and themes in the text (Neuendorf, 2018). These codes, patterns and themes are further analysed to understand the deeper and underlying patterns in the meaning of the text. Thematic analysis is one of the most reliable qualitative analysis techniques.
Justification
Thematic analysis is chosen for the research as the Secondary data collected are text-heavy. It is also relevant due to the consideration of Human perceptions of Social Media Marketing which can be expressed and analysed in the form of texts through Thematic analysis. Thus, thematic analysis is an essential technique for data analysis during this research. Quantitative data analysis is not selected for the research as the numerical data representation cannot properly measure or quantify human perceptions. Thus, it is essential to choose qualitative data analysis for this research.Quantitative data analysis is also disadvantageous as it may taint the data using unnecessary numerical tools which may misrepresent the human perception and its underlying meaning.
[bookmark: _Toc114940564]3.10 Ethical Considerations
The research is done using qualitative analysis of secondary data. Therefore no living subjects have been involved in the research making the concepts of confidentiality and privacy irrelevant. The copyrights have not been infringed as the data is collected from publicly accessible sites and have been properly referenced. The objectivity of the research is maintained by the researcher by ensuring that the data analysis is not affected by the personal views and beliefs of the researcher. Thus, all the ethical considerations relevant to the research have been addressed. 
[bookmark: _Toc114940565]3.11 Limitations of the Research
The major limitations during the research were paucity of time and budget restraints. Other limitations faced by the researcher are the lack of data regarding some of the facets of social media marketing and its relationship with consumer buying behaviour. A few sets of data which were credible required subscription and thus such data could not be utilized narrowing the field of research. 
[bookmark: _Toc114940566]3.12 Research Timeline
(refer to appendix)
[bookmark: _Toc114940567]3.13 Summary
The tools and techniques relevant to the research have been discussed. The facets of the Research onion have been explained, and the justifications have been provided for the choice of interpretivism, Descriptive Research Design, Deductive Approach, Secondary Data and Thematic Analysis techniques in the context of this research. The ethical considerations and limitations relevant to the research have been discussed and a research timeline has been provided.


[bookmark: _Toc114940568]
Chapter 4: Findings and Discussions
[bookmark: _Toc114940569]4.1 Introduction
The researcher has conducted a thematic analysis for this research topic. Themes have been constructed pertaining to this study by analysing the various aims as well as objectives. These themes have been derived with the help of the literature review part of this study and further elaborated upon. The thematic analysis would be exploring the various impacts of social media on the buying behaviour of consumers in the case of Unilever. The themes are related to the different social media marketing strategies adopted by Unilever and analyse their impacts on the consumer base as well as the challenges faced by Unilever while implementing those relevant strategies. Themes relating to these various facets have been discussed.
[bookmark: _Toc114940570]4.2 Critically analysing the role of Social Media Marketing in Unilever
Social media has become an important facet of consumer communication for various organisations in this present era of various technological advancements. Marketing through social media is already becoming a key factor in engaging customers on the internet. Unilever has also implemented various marketing strategies through the use of social media in order to engage their customers on an extensive basis. Unilever wants to use its marketing strategies to the optimum level in this highly divisive market. Productive marketing pertaining to social media platforms is extremely necessary as it influences shopping through the different levels of the customer’s decisions and what they want to buy (Reza, 2020). The social media experiences for consumers and its implications on relevant organisations can be understood with the help of the honeycomb framework of social media. This established honeycomb structure highlights 7 essential building blocks of social media engagement, that is relationships, conversations, identity, reputation, discussions, groups and presence (Silva et al., 2020). These facets help in understanding the different processes as well as levels in the capability of social media engagements. The different levels can be used as a single factor or in groups in order to help the marketing people at Unilever analyse their activities on various social media platforms, how these social media platforms communicate with their customers and the ecosystem in which they are currently available. This model can be utilised by Unilever in oder to better understand their social media marketing capabilities and analyse the current market scenario in order to engage their relevant customer base. Unilever have concentrated on bettering their brand equity and client retention through the use of these social media platforms. Social media objectives pertaining to marketing can be specific as well as general , like increasing sales of certain products as well as proliferating the awareness about the brand on social media circles. Other aims are to generate enough customer traffic on their social media handles and websites, decreasing the costs related to traditional marketing methods and invigorating customer engagement on those suitable platforms through the creation and posting of relevant content (Felix et al., 2017). These strategies are pertinent in the case of Unilever since they are one of the largest FMCG companies in the world and have a customer base exceeding billions of people. In this digital fast-paced competitive market, Unilever is keen on continuously expanding its social media presence as well as interaction in order to reach a much larger customer base to improve the customers’ experience during buying of their products.
[bookmark: _Toc114940571]4.3 Evaluating the Social Media marketing strategies implemented by Unilever
Social media websites like Facebook, Instagram, Twitter, Snapchat and others have increasingly become the grounds for the promotion of various products and services by companies and organisations, irrespective of how big or small they are. Unilever has increasingly also widened its social media approaches in order to appeal to a larger customer base. They have considered the various changes in the habits of consumption of media by the public and have moved on to digitalised platforms for the promotion of their various products. Unilever has assigned a significant portion of its advertisement budget on promotion of its products like Dove and Axe through the use of social media platforms (Dzuhrina, 2022). Social media has the power to forge relationships and open lines of communication with its users more effectively than conventional forms of communication tools or media. This makes the usage of social media a powerful tool in this modern era. Consumers can be informed about the various products and information about those on the company's official pages or handles on these social media platforms and also provide feedback on those products positively or negatively. Unilever also uses the strategy of Content marketing, which is a process in which the creation as well as the distribution of relevant and consistent content pertaining to a specific sector is done, in order to attract a larger customer base towards their products (Mañosca et al., 2022). Usage of content marketing is continuously increasing as the companies become more and more inclined towards the digital part of marketing. A generic message or idea by Unilever can become a great as well as relevant content if executed with the suitable tone and format. Content is very consequential when it is in the context of a company’s presence on social media platforms as content being offered to the consumers should be relevant as well as suitable. Other forms of social media such as Youtube can also be utilised by Unilever in order to promote its products or use relevant information based videos to educate the customers about their innovative products or give specific information about the usability of certain products. They are also trying to make their customers be more aware of the healthy lifestyles and diets by inculcating nutritious products in their brand lineups and also marketing them in a responsible manner (Unilever.com, 2022). Unilever has adopted and can adopt more strategies like the ones mentioned above in order to increase their reach in the social media platforms and increase the company’s brand awareness as well as image in the digital world. 
[bookmark: _Toc114940572]4.4 Marketing strategies through Youtube
Unilever has been using various social media platforms for the marketing purpose in the present time. Social media is the prime way of marketing among the customers. Youtube is one of those platforms. As it is known that Unilever is a multinational consumer goods company, which deals with various products such as food items, condiments, beauty products, and even provides services like house cleaning, personal care services. Unilever is the healtheast company in the world at present (Reza., 2020). For such a strong company, Facebook marketing is an essential part. Modern generation loves to use youtube in their free time. They often spend hours scrolling through youtube. This proves that it is a platform which pulls people's attention. With the help of youtube Unilever is able to draw the attention of their customers. For many years youtube has been used as one of the platforms for Unilever where they are advertising their product. With the help of youtube unilever can easily advertise their product and services to their target audience. Youtube is very popular and successful in social media users (Viertola., 2018.) . This is why Youtube is providing the benefits to Unilever with its social media marketing strategies. The company is posting various videos of their products and services on the platform. As youtube has made the adjustment that users will have to watch the ads before going to the video, this has given more opportunities to the company to draw the attention of the people. Youtube has become an authentic channel for advertising (Rehmana, and Maseeh., 2020). With the help of Youtube Unilever is gaining more and more customers day by day. Youtube also provides the facilities of brand safety. Brand safety means protection of the brand value, reputation and many other things in the digital marketing process. When the users are consuming their time in watching their relevant videos, they are also watching the ads coming with it. Such ads influence the buyers to buy the product or services. Unilever uses various famous people to do the marketing for them. Actors, sportspersons, Youtube influencers and many other famous channels. As they are famous among the peoples they influence the buyers to buy the products or services of Unilever. It helps to increase awareness towards the products and services which bring the new customers and also motivate them to use Unilever as the premium option globally.    
[bookmark: _Toc114940573]4.5 Challenges experienced by Unilever in regards to engaging customers
In the present situation competitions are in every field. Unilever also has their own competitors. Customers are the ones who can shift themself from one brand to another very often. It is very important for Unilever to engage their customers so that they don’t lose them. Customer engagement means the process by which companies create a better relation with the customers. Customer satisfaction is the strongest forecaster of customer engagement (de Oliveira Santini et al. 2020.). Customer engagement helps to boost the brand experience and create trust among the customers. Brand attachment and trust of the customers is a very crucial part for the company (Li, et al.2020). Unilever has faced some challenges regarding customer experience towards its product and services. As in the current time period people are very fast to react, when they are using any social media platforms they are watching many ads related to the similar products and services of Unilever. Competitors are also involved in gaining more customers so they are also using the same marketing strategies as Unilever. Because the customers have become more independent and empowered because of the digital access they have, it can be seen that customers are frequently looking for the products or services that are faster to get and better to use. Customer empowerment as the method by which customers control their lifestyle (Mohammad., 2020) . This is the main issue that Unilever needs to counter and get solved. There is a high chance that rival companies will try to take over the market of Unilever. So it becomes more necessary for the company to maintain the brand value and quality of the product and service better in comparison to other companies. Unilever will need to understand the mindset of their users so that they can easily satisfy them with the product and service of the company. Making strategies is an important part of the business (Svatosova., 2018). Lack of strategies towards customer engagement was one of the biggest issues. Unilever must have a strategic plan to execute so that they can grab the attention of targeted people while advertising the product on social media. Unilever must maintain the brand value which also means maintaining the qualities of the product and services because bad quality can create a negative image in customers and they can shift their priorities towards other companies.
[bookmark: _Toc114940574]4.6 Challenges experienced by Unilever in regards to engaging customers
In the present situation competitions are in every field. Unilever also has their own competitors. Customers are the ones who can shift themself from one brand to another very often. It is very important for Unilever to engage their customers so that they don’t lose them. Customer engagement means the process by which companies create a better relation with the customers. Customer satisfaction is the strongest forecaster of customer engagement (de Oliveira Santini et al. 2020.). Customer engagement helps to boost the brand experience and create trust among the customers. Brand attachment and trust of the customers is a very crucial part for the company (Li, et al. 2020). Unilever has faced some challenges regarding customer experience towards its product and services. As in the current time period people are very fast to react, when they are using any social media platforms they are watching many ads related to the similar products and services of Unilever. Competitors are also involved in gaining more customers so they are also using the same marketing strategies as Unilever. Because the customers have become more independent and empowered because of the digital access they have, it can be seen that customers are frequently looking for the products or services that are faster to get and better to use. Customer empowerment as the method by which customers control their lifestyle (Mohammad., 2020) . This is the main issue that Unilever needs to counter and get solved. There is a high chance that rival companies will try to take over the market of Unilever. So it becomes more necessary for the company to maintain the brand value and quality of the product and service better in comparison to other companies. Unilever will need to understand the mindset of their users so that they can easily satisfy them with the product and service of the company. Making strategies is an important part of the business (Svatosova., 2018). Lack of strategies towards customer engagement was one of the biggest issues. Unilever must have a strategic plan to execute so that they can grab the attention of targeted people while advertising the product on social media. Unilever must maintain the brand value which also means maintaining the qualities of the product and services because bad quality can create a negative image in customers and they can shift their priorities towards other companies.
[bookmark: _heading=h.3fwokq0][bookmark: _Toc114940575]4.7 Marketing strategy in regards to users of Snapchat and Twitter
Unilever had teamed up with Snapchat in recent times to use it for charitable purposes. Snapchat had partnered with Good-loop to promote its brand Lynx personal care through Snapchat. This campaign lets the users see videos for which Unilever would donate a percentage of money to the charity. Lynx’s recent campaigns are a sign of the brand trying to promote its male-centric products and shift the concept of stereotypical male figures to a more conscious male model. Unilever is trying to break the idea of toxic masculinity. Also, the Unilever CMO had recently commented on the brand trying out various social promotions on different channels of Snapchat, as they believe that they can reach the current generation through that strategy rather than the age-old models of marketing. Unilever is partnering with various famous Snapchat personals and promoting through their social by taking over their day or making them use various products of the brands. Unilever believes that using social media to promote its brand on Snapchat is an important aspect as it uses word of mouth among the various users.
Twitter is an exciting platform for users as they can not only post but they can also talk about various things through different threads. This makes it a perfect place for marketing as it is used by more than 396.5 million people daily. Also, Unilever has always had a dedicated marketing strategy for Twitter. Not only does this platform give the company a place to talk about various products and brands but also lets the people interact and communicate with lots of executives and workers of Unilever from whom the customers can get useful information that influences the customers as they feel closer to the brand (Jarrar, et al, 2020). Also, another reason why Twitter is preferred by the company is that incidents can be found on Twitter in real time. Everything gets updated as soon as it happens. Also as Twitter lets communication happen between consumers and producers, the producers can also find out what the consumers want and need. This also helps the company by making them aware if their strategy is useful or not.
[bookmark: _heading=h.1v1yuxt][bookmark: _Toc114940576]4.8 Social media marketing through video channels to access the Millenials 
According to the Theory of reasoned action, a person’s behaviour is determined by their will to act based on the subjective norms that influence them. Based on this we can perceive that the millennials and generation Z gets more influenced by the videos and people that they watch on various sites (Chopra, et al, 2021), which in turn raises the sales of the companies as they like to purchase the things that they are seeing the people in their surroundings are using.
In recent years Youtube had emerged as a giant in the marketing field. Not only can a brand use youtube to do advertising but they can also use influencers and channels to promote their brand (Zak, et al, 2020). Also, they can hold giveaways and other engaging events that will let the consumers feel closer to the brand. Unilever had not only used youtube extensively through youtube’s personalized ads for companies but also has various youtube channels to interact with the consumers. They have also made use of various influencers and famous people to promote the brand. 
Another new platform that is coming up is twitch. It is a streaming platform where users stream various content from gaming to food vlogging to travel trips. However, Unilever is yet to make a major move in this channel. However, it is becoming more popular day by day and should also be incorporated into their marketing strategies. There are multiple influencers who can be used by Unilever (Hermanda, et al, 2019). Various online events and workshops can also be held for consumer engagement.
Daily Motion is also another video channel similar to Youtube which came out on March 2005. Similar to Youtube it also has millions of users. Unilever can build a strong presence in the channel by uploading videos of the products and letting the consumers know about them. There are many famous people who use Daily Motion. Unilever can use them to influence the consumers by letting g them get reviews on the products (Kostygina, et al, 2020). Unilever had recently started building their brand’s presence in Daily Motion but they need to amplify their effort to catch a good consumer base.
Ted Talks is another app that has come up and is making splashes on social media platforms. It lets the user talk about various topics and lets them listen to various sessions by famous people. There are lots of celebrities from various walks of life who go to talk and hold sessions. This is a great field to promote the brand as it lets the company interact with various people from versatile backgrounds and lets the brand hear their opinions. Unilever is a company that has a presence in more than 100 countries, thus it will very helpful to them to know what people from different regions want. This will help them in tailoring their products to identify that.
Vevo is another video site that is a hub of various artists. Various artists from different countries come together on that channel. They can even perform live for their fans there and upload their videos. This lets the brand connect with the artists and then promote their products. This creates a lasting influence on the millennials (Harun, et al, 2019). As an artist has a wide presence they can reach more people than a normal influencer. It is generally seen that people like to buy things that their favorite artists and celebrities are using.
[bookmark: _heading=h.4f1mdlm][bookmark: _Toc114940577]4.9 Use of Instagram and Weibo for marketing in various countries 
It is an app that lets user post pictures, and short videos on their profile. It also lets the users interact with each other by use of personal chats or comments on posts. They can also react to a post to show their support. Unilever at present has a few profiles on Instagram but they can better their marketing strategy by holding various giveaways and using various digital influencers (Santiago, et al, 2020), which is a prominent part of marketing on Instagram. They can also use events and product tours (Suciati, 2018).
They can be virtual or happen at a venue. Many entrepreneurs also use Instagram for introducing new products and brands. This is one of the biggest social media platforms with 1.386 billion people using it daily. 
China, which has the largest market in the world does not use much of either Instagram or Twitter, rather they use Weibo. For Unilever to grow its brand in the biggest market in the world it will need to promote the brand on Weibo. It is a social media platform that is used by 516 million people per day. Unilever should use influencers, short product videos, and various posts on Weibo to grow its influence on the Chinese people (Gogan, et al, 2018). Weibo also lets a user interact with each other. Nowadays Weibo had also launched an international app that lets people from different countries use the site. Social media had become the most important channel for not only interacting with each other but also sharing news and other important information (Xiong, et al, 2021). Weibo is also growing its user base day by day which is why Unilever should seriously consider having a serious influence on Weibo. 
[bookmark: _Toc114940578]4.10 Prospect of social media marketing in Unilever
Unilever has already started using social media as an agent for marketing its products. Today social media is the most used medium in digital marketing along with company-owned websites. Social media has opened up ways to incorporate the traditional methods of marketing with that the new generation of marketing strategies (Afrin, 2018). This kind of marketing promotes interaction between the company and its customer, and building rapport among the customer base thus becomes easy (Afrin, 2018). User-generated contents are also a way where the company does not have to sweat instead the users promote the different products the company is trying to sell. Often it is seen that people either through written posts like Twitter or visually attractive posts that can be seen on Facebook or Instagram talk about how the products are, this is an indirect way where the company gets promoted through various social media platforms (Ikeni, 2022). Social media creates a positive influence due to the exchanging of ideas that take place from one customer to another. Even companies like Unilever benefits from these interactions between their customers. It has been observed that the more an individual spends time on social media, there is more likely the chance for that individual to buy a product. The constant engagement in the adverts by the users leads the user toward buying the product.
Unilever with its social media marketing strategies has made it to the hearts of millions of its customers. Their campaigns which are based on social issues help to spread awareness of many social issues and address them in their own way. Like in the case of the Dove campaign which targeted new mothers; this type of campaign challenges the stereotype that society tries to impose on us. Unilever uses its social awareness side in its marketing strategies. In this new age, Unilever has been at par in using social media and upping its marketing scenario.
It can be said that Unilever has been using the right way of reaching out to its target audience and that is the reason why it is so successful in the market. 
As advertisement is the primary means of Unilever in the promotion of their products, social media platforms become a powerful tool that can be used for the same (Mohanty, 2021). The prospect of using social media as a marketing tool is increasing with the passage of time and it is relevant now and will be relevant in coming times too.
[bookmark: _Toc114940579]4.11 Ideas implemented to engage customers 
Engaging the customer has always been the priority of all companies, as more people will learn about the company or the company's product it will lead to an increase in sales (Ikeni, 2022). Unilever has also been ahead of the game by using different social media platforms. Unilever has created online events for people to participate in and in doing so has turned it into its marketing strategy. Social media allows exchange among customer-to-customer and customer-to-company. 
A connection is created between the customer and the product through interaction on various social media platforms. The introduction of new products is always an agenda for companies that want to see growth, and now with the introduction of social media marketing, it has become easier for Unilever to launch its product and within a short span of time, the new product becomes known to the social media users (Kazi, 2020). In certain cases, the company gives special promos or discount codes to certain social media users for their products. This then becomes a way to rope in more people and leads to the generation of more revenues (Yakubu, 2019). 
Unilever engages its customer in various surveys and campaigns from time to time through social media platforms.
At times, Unilever took to Facebook, and with the use of hashtags, they tried to talk about the stigma related to social stigmas and challenged them (Mohanty, 2021). This created the needed engagement and in turn, brought the attention to the user of Facebook and other social media platforms. The emotions involved in those advertisements tend to stick with the people for a long time; such is the effect of using advertisements in a correct way.
With the usage of filters in Snapchat, Unilever sure knows how to capture the attention of every target group. With new ideas like this along with the help of technological advancement, Unilever ensures to involve customers of all ages. Unilever makes their adverts while keeping in mind the and how of convincing the customers (Yakubu, 2019). This type of personalised marketing is possible through social media only.
The engagement of people over social media turns effective for marketing and helps the company grow in holistic ways. Thus, it is a good way to engage customers through social media and let them feel like a part of the company.
[bookmark: _Toc114940580]4.12 Opportunities for growth using social media platforms 
Digital marketing is the new trend in many big companies, as social media is becoming popular quickly among the masses (Mañosca et al, 2022). Unilever is one such company that employs digital marketing in reaching out to its target customers. Social media is like a virtual market for a company to promote its products. Social media is the quickest way a company can show its product to a large number of people at the same time (Mañosca et al, 2022). Unilever has been using social media as a means to promote its products for a while now. This FMCG company employs a few customer behaviour theories which help them to cast a wider net to catch their customers (Caramia, 2018). An individual customer’s decision for purchasing a particular product depends on a number of reasons therefore, Unilever uses psychoanalytic theory which means, their marketing strategies involve using a customer’s feelings and hopes to promote their product. They create advertisements that will leave a mark on the customer, as these adverts are circulated throughout the different social media platforms, like Facebook and Instagram, which are among the most popularly used apps these days. 
The Unilever company also uses the Veblian Social Psychological theory which uses the idea that, as human beings are social in nature they tend to follow trends set up by others. This means that an individual’s purchasing strategy is heavily influenced by what people around them are doing (Karoui, et al, 2018). As more and more customers are turning health conscious, the demand for plant-based products or commonly known as vegan products along with gluten-free products are on the rise. Unilever has introduced plant-based as well as gluten-free products to pool in customers whose dietary requirements are changing. The whole world is hooked to the videos on vegan cooking, there are Youtube channels that are dedicated to them, and Unilever uses these to their advantage. 
Another technique applied is taking advantage of the impulse buying attitude of people where the consumers are motivated to buy something solely based on the fact that they saw it when the purchase is not need-based. In this case, again social media is a major factor in promoting new products (Chalam, 2018). The advertisements or surveys made by the company entice the customer and therefore leads the customer toward buying the product even though the product is something that may be not that useful for the person.
[bookmark: _Toc114940581]4.13 Evaluating Unilever's difficulties as they relate to social media marketing strategy affecting consumer buying behaviour, focusing on Facebook
It is usually noted that a focused approach in any platform offers you the ability to say "no" to initiatives that don't advance the objectives in a world where there are more competition, content, and networks than ever. Because of this a manual or a strategic plan for building social media marketing is important from the beginning. Unilever is a worldwide brand name based on products like food, creams, cleaning and beauty products, and condiments and ice creams. With the availability of products in more than 190 countries, the sale amount must facilitate the production cost. The selling strategy in today’s scenario mostly depends on social media marketing and thus strategy building is necessary.
How consumer buying behaviour is related to social media marketing?
Consumer buying behaviour is the action taken by the consumer before buying a product, whether online or offline. And social media marketing or any other marketing strategy aims to achieve a particular aim based on companies’ revenue earning goal which also includes building a brand name, brand image, brand eq2uity, and overall stability of the brand in the market. So these are interconnected and have a directly proportional relationship. 
Where Unilever stands in media marketing strategies/social media marketing?
Unilever is currently working with 121 social media profiles to build a stronger base for launching its social media marketing strategies. With the present competition in the market with companies like Colgate, Johnson and Johnson, Unilever is working no less in curating the best motivation and revenue for the future scope of the company products. 
The difficulties that Unilever is facing in the current time relate to social media marketing affecting consumer buying behaviour.
After critically scrutinizing the key metrics of Unilever, we can conclude several issues, under which I would like to spot a light on the two most sold products of Unilever under many.
The slogan and the product tagline must exclude all the negative tags of society. If not, then there are consequences such as - 
Dove - Unilever is known as the biggest soap seller worldwide and ‘Dove’ is their best-selling product. On every platform i.e. print, tv, radio, or social media, the coverage this product gets is extensive. There are several ads, and campaigns made on the particular product that gained an overwhelming response. But recently the ‘Stop hate for Profit’ campaign on Facebook has put a stop to the recirculation of the ads regarding this product and many more pinpointing racism with the marketing strategy of the product (Aziz, 2020). The recent donation of $2,50,000 to the ‘Black Birth Equity Fund’ after the launch of Unilever’s Baby Dove brand, has fired back as the company gets called out for spreading racism and promoting skin whitening creams and soaps. Brands like Celine and L’oreal Paris have also been accused of the same. 
Axe - The advertisement for Axe targets daring young men while also subtly suggesting that using it will give men more confidence and be well-liked by the lighter sex. Axe's social media marketing proves that sexism sells. According to a Harvard Medical School professor, Unilever must put a stop to its consistent policy of mistreating women as minor objects (Rajiv and Pabrekar, 2018). And the social media strategy seems to fail in different segments with breaking networking in consumer buying behaviour.
Sprout Social Index (2021), states the top difficulties that are being faced by the companies are - 
· Social execution
· Finding talent
· Proving ‘Return on Investment.
· Knowing the complete business model of the particular platform
[image: ]
[bookmark: _Toc114942512]Figure 5: Challenges of Social Media Teams
(Source: Sprout Social, 2021)
Therefore, it can be said that developing a social media marketing strategy affects a lot of market behaviour as well as customer buying behaviour. And it is essential to ensure an improved brand image. 
[bookmark: _Toc114940582]4.14 Summary
The specific chapter has highlighted the findings based on which various themes have been develop. Based on the findings it has been identified that the organization of Unilever have experienced challenges in communicating with the customers with slogans. Accordingly, the social media platforms of YouTube, Facebook and others have been efficiently evaluated to develop a precise understanding regarding the topic.


[bookmark: _Toc114940583]Chapter 5: Conclusion and recommendations
[bookmark: _Toc114940584]5.1 Conclusion
The research study looks at the impacts of marketing via social media and the impacts it has on the consumer buying behaviours. The company chosen for this case study is Unilever PLC. Social media has become a big phenomenon in this digital world and its rise has resulted in the proliferation of specific and relevant content based on the customers’ needs, from the perspective of any particular company. The platforms of social media helps companies reach out to customers in a more interactive way, so that their needs as well as demands be meet. A global brand like Unilever needs to improvise on their current social media strategies pertaining to the marketing of their products in order to reach a broader customer base and influence their buying experiences. Organizations frequently produce various analytics on the level of client social media participation and use those results in their business strategy, which pertains to as  unethical behaviour. Negative online word of mouth and social media trolling can hurt also an organization's reputation. The study clarifies the significance of Unilever's ethical usage of social media and the influence of social media on consumer purchasing behaviour.
Social media monitoring is a cutting-edge marketing technology that makes it much easier to interact with customers than traditional sales methods and the significant increase in internet marketing channels is crucial to the FMCG market’s future. Social media enables consumers to learn more about a brand, which benefits businesses by allowing them to keep more customers on board. The most popular and effective method of promoting Unilever's products is through advertising. Marketing using social media material has an additional effect on Unilever's brand reputation. Customers' emotional reactions are crucial for forecasting future emotional evaluations. IMC is a collection of a company's advertising and marketing resources that can be utilised by any business to develop a successful marketing plan. The honey comb model states that Unilever concentrates on enhancing brand equity and client retention. In the literature review, the majority of authors have not concentrated on the negative effects of the social media platform and that remains as a literature gap in this study. The literature review provides a thorough overview of social media marketing, including how it influences current marketing trends and, particularly, how it helps FMCG companies understand customer behaviour.
For the methodology being followed in this study, the research onion has been broken down into its component parts, and the rationale for selecting interpretivism, descriptive research design, deductive approach, secondary data and techniques for thematic analysis in the context of this study has been done. 
In findings and discussions part, various uses of social media strategies such as content marketing and usage of marketing tools have been elaborated. Prospects of utilising social media platforms for customer buying experience on Facebook, Instagram, Weibo and other websites have also been inculcated. Usage of various surveys and campaigns on social media in order to engage customer engagement are also discussed.     
[bookmark: _Toc114940585]5.2 Linking with the Objectives
Objective 1:  To critically examine the various social media marketing strategies adopted by Unilever 
Themes 1, 3, 6, and 8 have been used to connect to this objective. The connection can be explained by the fact that all the subjects’ touch on some elements of social media marketing strategies adopted by Unilever on different platforms. Instead, marketing executives must consider: "What principles and objectives govern our brand strategy, whose competencies underpin contains important, and what organizational frameworks and methods will support them?" The strategy must come first, then structure, instead of the other way around (Cai et al. 2019). Theme 1 has discussed the necessity of critically analyzing the role of social media marketing strategies for any company, not only Unilever. It has been observed that companies that are engaged in extensive strategic planning for their social media platform regarding a product launch or re-launch have benefited in the market and have a better hold in controlling consumer buying behaviour. Theme 3, 6, and 8 have a brief elaboration of the theme 1 statement, explaining how Unilever is building its marketing strategy over different social media platforms, like ‘Instagram’, ‘Weibo’, ‘Snapchat’, ‘Twitter’, and ‘Youtube’. The company has 121 social media accounts to brand, promote and market its product as mentioned in theme 12. Being one of the biggest brands worldwide, it takes flexibility and innovations to build the best social media marketing strategy and later excel in that among competitors. The team building exercise to expand the market and capture the emotional support of the consumers, Unilever is following humanitarian grounds. The collaboration with ‘Snapchat’ in recent times is based on charitable grounds as discussed further in theme 6. As twitter helps the two-way communications between the company and the consumers directly, helping in positive growth which is elaborated in theme 6 as well. 

Objective 2: To analyze the impact of the social media communication strategies implemented by Unilever, for grabbing the attention of the buyer
The objective is briefly linked with themes 2, 5, 7, 9, and 10. The connection can be explained by the fact that the implementations of social media marketing strategies implemented by Unilever grabbed the attention of the customer or not. For instance, Unilever's 'Love at first taste' campaign for Knorr's soup has created history by making the most emotional connection, creating the best brand equity, and creating scope for 'Earned marketing' by its consumers (Case Study: How Knorr's "Love at First Taste" Bonded the Brand with Millennials, 2017). Theme 2 has discussed the importance and need of social media marketing in today's scenario. The extreme control over consumer buying behaviour by the implementation of social media marketing Unilever is extremely noticeable by the fact stated in theme 5. The use of video channels as a social media marketing tool has increased over time as is elaborated in theme 7. Theme 9 and 10 reflects the greater prospect to engage customers in various segment. 

Objective 3: To analyze the opportunities and challenges faced by Unilever by applying social media 
This objective is briefly linked with themes 4, 11, and 12 accordingly. The connection can be explained by the fact that all these themes have explained how to analyze the opportunities and challenges which are faced by the company itself. Consideration of sustainability as a crucial company strategy. Companies have the chance to connect with both internal and outside stakeholders through the effective utilization of social media and much more conventional CSR reports. Any firm looking to forward a strategic goal that incorporates sustainable operations must understand the importance of communicating sustainability policies and practices in today's quickly evolving business environment(Reilly, n.d.). Theme 4 explains the challenges that have been faced by the company personnel of Unilever in regards to engaging customers. It has been observed that Unilever, as a global company, has more competitors and must plant the best strategic plans to sustain in the market and make customer satisfaction their ultimate moto to reach the ultimate goal, as explained in theme 4. In theme 11, a few customer behavioural theories have been studied and mentioned to create a wider net to bycatch creating a link with the second objective. Theme 12 elaborated on how two different products’ social media marketing strategy has faced difficulties and faced problems in sustaining. 
Every objective and distinct topic contains the material of the research study question that aims to assess whether or not Unilever's social media marketing techniques for running their business were successful. And the other research questions tend to evaluate whether the implementations are grabbing attention or not and the explanation is based on the opportunities and challenges.  In conclusion, each theme ties to the research questions and supports each claim separately, taking into account various platforms and contrasting various outcomes.
[bookmark: _Toc114940586]5.3 Recommendations
Unilever has already implemented suitable as well as relevant social media policies in order to impact their customer base and their buying strategies, but there are still some ways that the company can improve their standing in the digital platforms, which will impact their customer buying metrics.  
Identification and proficient usage of a single social media platform
Unilever has profiles and accounts on various social media profiles and implements various strategies, but it is crucial that they identify one particular social media platform as their main and foremost way of communication with their customers. A single and strengthened social media platform provides a thorough channel for information on products (Ioanas, 2020). Reinforcing that particular social media account helps in the solidification of a strong consumer base, which further assists in the impact of the marketing strategies on the consumer needs.   
Consistent usage of the right social media marketing tools
The use of the right marketing tools is relevant while solidifying the company’s presence on social media circles. Unilever can make use of the right marketing tools in order to provide relevant information to the various consumers on social media platforms. Usage of social media marketing tools can have an extensive as well as profound impact on customer buying experiences in comparison to orthodox marketing methods (Vinerean, 2017). Using these tools in relevant marketing strategies can help in the enhanced feedback from the customers in order to improve customer experience strategies from the perspective of Unilever.   
Being crucial in timing of social media content  
Timing of the content on social media is pertinent as suitable timing will help in reaching out to a larger consumer base and help in the proper promotion of the products of Unilever. A stable social media following is built upon generating traffic on those websites through the usage of the precise timing of engagement. This helps in increasing revenue from their online promotions from content created through the social media posts (Kanuri et al., 2018). These are various reasons why Unilever should adopt strategies to properly initiate their post timings along with relevant content on social media platforms. 
[bookmark: _Toc114940587]5.4 Future Scope of the Study
This study elaborates on the various impacts of social media marketing strategies on the buying behaviour of the customers, where in this case, Unilever is taken as the case study. Future studies can be conducted about the implications of these social media strategies and evolution of these methods according to the needs of the market and the demands of the customers. The number of consumers on these social media websites is likely to grow at an exponential rate due to the ongoing digitalisation of the sword and it is extremely pertinent that organisations remodel their marketing strategies on these platforms according to the customer needs. The scope of this research study for the future is that such could social media policies can be evaluated in the case of other companies from the same industry and market sector as Unilever to have an overview of how those companies are implementing their strategies in the digital world through the use of social media platforms.

[bookmark: _Toc114940588]5.5 Summary
To examine the effect Unilever has had on customer purchasing behaviour by introducing unique social media marketing methods over time, the general explanation of the chapters is done in this manner that, reflects each element of the platform. The sustainability of an organization not only depends on the product establishment but depends on a varied range of market elements that must be studied accordingly. Without previous assessments, the organization's aim could not be achieved. The research's future scope has also been briefly discussed to determine if any potential extensions may be made. Along with the analysis, a suggestion is given to reduce the gaps that were previously in the report found. The study also includes suggestions. This study claims to have components for future direction for work that will be more in-depth and work as a source of data.
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	Activities During Research
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7

	Developing Problems
	
	
	
	
	
	
	

	Formulating Aims and Objectives
	
	
	
	
	
	
	

	Methodology followed in the Research
	
	
	
	
	
	
	

	Literature Search and Review
	
	
	
	
	
	
	

	Collection of Secondary Data
	
	
	
	
	
	
	

	Thematic Analysis and Interpretation 
	
	
	
	
	
	
	

	Formulating conclusion and recommendation
	
	
	
	
	
	
	

	Final Submission of Research
	
	
	
	
	
	
	


Table 1: Gantt Chart
(Source: Self-Created)
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