Abstract

At present, the FMCG world is experiencing a change described as “double transition”, with citizen-consumers laying the foundations for a digital-first architecture while increasingly engaging with the environmental transition. The dissertation analyse how Unilever, one of these FMCG’S, move away from both the mass broadcast approach and the sustainability marketing to digital targeting sustainability marketing in the UK and India which are two markets with different socio-economic differentials. This research asks: how and in what way is the “Trust-Digital Paradox” driving computational propaganda and hyper-personalisation to lead not only to active “deep-state” push-back but also charges of “digital greenwashing”? 
This study used a qualitative case study approach, guided by the interpretivist paradigm(one should understand them by focusing on their unique meanings, emotions, and experiences.). cross‑checking of responses refers to the different methods the authors used which were supported by Market Intelligence. This research organizes “Green Codes” Unilever methodically. The research that only using one global narrative doesn’t work well in business. Importance of hyper-localisation. In the competitive market in the UK, Unilever shows how to use “Systemic Accountability” and “Carbon Literacy” because of their semiotic framework being deployed and grounded in science/supply chain evidence. On the other hand, Unilever employs codes of ‘Grassroots Empowerment’ and ‘Social Equality’ for the emerging India market.
The study finds that unlike all other studies; The author notes that the strong impact of charged emotions and personal information does not rely on framing; it is created by the unique interaction between these two factors. Perhaps the brand should face accusations of greenwashing due to its extensive emotional campaigns, but it shouldn’t face repercussions as harshly as Unilever has. The decentralized policy of Unilever mainly helps the company to generate a very sustainable and strong competitive edge against such against that is very strong.







Chapter 1: Introduction
1.1 Background of the Study: The FMCG "Double Transition" (Digital-First and Environmental Sustainability)
For many years, the fast-moving consumer goods (FMCG) industry used to follow a high-volume low-margin static production process, large physical supply chains and one-way mass broadcasting. By using broadcast television, print ads and radio, due to their irrelevance, corporates shaped all consumer preferences. Today we are faced with a never-before level of disruption to the worldwide marketplace. According to industry veterans, the FMCG sector today is in the middle of a “double transition”. The need of the hour is to reposition quickly for a digital-first corporate architecture and sustainability at the same time (Jaiswal & Singh, 2018).      
The first pillar of this transition – digitalization – came from Web 2.0 and exponential growth of social and e-commerce sites. People are not as easily influenced anymore. The multinational's monopoly over information about themselves has been weakened as people found it easier to find information. Consumers are not passive shoppers who accept everything. They are increasingly becoming a stakeholder, and the stakeholders are becoming actors who want the brand to talk to them back. Further, the brand has to be accountable and transparent (Qalati et al., 2024). The broadcasting model will become less and less effective, Since the mass market being clearly categorized into specific micro segments.
The first column is often social, and the second environmental sustainability which was a minor CSR to a tool for economic growth. Plastic waste is growing day by day just as the climate crisis is. Moreover, there is evolving social value, and there is a scanner on all major FMCG. All over the world, tougher regulations will mean verifiable proof of responsibility toward the environment. Similarly, Consumers today are being impacted more and more by their buying behaviour while purchasing brands considered less harmful or eco-friendly or even boycotting those products which are said to be harmful ( Yadav & Kumari, 2024). Unilever, a world leader in FMCG, is leading this dual transition. In the view of Unilever, anything that it is selling will have no inconsistency of market price because sustainability has been digitised. According to the organization, digital technology is an important instrument in shaping the consumer mind. (Ibrahim et al., 2025). This transition will not be worldwide, but will depend on financial conditions and socio-global challenges. The UK and India represent different markets for this shift. 
CO2 Awareness explains that knowing the size of the footprint is the very first step toward reducing your carbon footprint. Moreover, the document outlines effective methods for reducing scope 1 emissions through onsite renewable energy use and switching fuels (Subramanian et al., 2025). The amount of greenhouse gas emission by a product or service is its carbon footprint. As a result, more and more organisations, corporations & government agencies are coming to realize that sustainability is becoming a key competitive differentiator and strategy.
1.2 Unilever's Strategic Evolution: Transitioning to the "Desire at Scale" Paradigm
Unilever uses the “Desire at Scale” concept in markets to help define and apply this double transition.  In the past, The widespread usage of emotional generic advertising weakened advertising specific for the brand and advertising brand image. While this “Desire at Scale” model has conceptual differences due to the use of advanced AI and machine learning algorithms along with Utilizing big data analytics can help create very personalized marketing pieces that contribute to consumption at a large scale but in an individual manner. (Kim et al., 2015). With the help of AI-enabled programmatic advertising and personalised content, Unilever aims to create authentic 1:1 connections with millions of consumers simultaneously. 
The aim is to achieve commercial profit and ethical purpose together in a way that treats sustainability neither as a premium nor as a compromise on the effectiveness of the product. It utilizes the SASSY framework, which refers to Superior Science, Agility, Sustainability and Younique personalization. Unilever marketers can regularly update their messages as per actual consumer behaviour reports which are available from data tracking (Rana & Kapoor, 2025). Unilever will add more technology hubs to their marketing operations with this strategy.
Similar to visual story-telling software and data-sharing platforms (eg. “Sketch Pro”) enables the company to practice radical transparency. Due to such tools, Unilever’s supply-chain data, product lifecycle and carbon footprint are easy to present and actively showcase the firm’s compatibility with the Unilever Compass (Ibrahim et al 2025). A single big idea can spark a wide conversation, especially with youth. Compass is the sustainability programme of Unilever. However, a message that would feel real and believable in the digital world of London would feel out of place in rural India. As a result, Unilever must generate highly localized digital material for every influencer partnership, as well as localized language content for local news websites.
1.3 Problem Statement: The Trust-Digital Paradox and the Rise of Digital Greenwashing
Moving towards digital sustainability marketing allows companies to be more focused and transparent in their dealings. But, it loses a certain something that traditional marketing had. As per the authors, large FMCG brands now face a “Trust-Digital Paradox” (Serhan and Zhang 2025). In other words, while digital platforms allow firms to send out very personal messages, those same digital platforms are now filled with information, knee-jerk reactions and distrust. As the digital marketing industry grows rapidly, the phenomenon of “digital greenwashing” is also on the rise. When an enterprise attempts to make a product appear more ecologically friendly than it is through methods such as imposing images of nature (Blagorazumnaia et al. 2024).
With large brands moving more of their green messages online consumers are becoming smarter at distancing brands that say one thing but do another. Research tells us most people do not believe companies with environment-friendly claims (Ibrahim et al., 2025). Moreover, electronic messages vanish fast. They are competing. Because of this, brands struggle to keep their credibility over time.
According to Edelman (2023), the Trust-Digital Paradox is when companies are able to almost perfectly target individuals with an advertisement because of AI. People start to doubt its authenticity when they realize that the ad was created by an algorithm. If the ad sounds like it’s coming from a computer instead of a genuine company guarantee, mistrust sets in quickly. Unilever can use digital signals to demonstrate their sustainability claims more effectively in a real and believable way. Employing a case study method, the trust issues in the UK and India are examined in detail.
1.4 Research Aim and Objectives
The goal of this dissertation is to show how Unilever has moved from traditional marketing to digital and sustainability in the UK and India with special focus on culture, consumer’s trust and brand equity. 
Taking this general objective as the main goal of the study, this study defines the following specific objectives:
1. To identify and systematically map the distinct digital "Green Codes" Consumer engagement in UK and India capturing the use of thematic sustainability narratives and meaning making systems by Unilever in UK versus India.
2. To critically assess the effectiveness of these highly localized digital strategies in mitigating consumer skepticism, countering greenwashing allegations, and overcoming the Trust-Digital Paradox.
3. To evaluate the commercial and strategic efficacy of these narratives by triangulating documentary evidence, corporate disclosures (such as the Unilever Compass and Annual Reports), and independent market intelligence (e.g., Edelman Trust Barometer, Mintel reports).
4. To provide a critical comparative analysis of Unilever’s hyper-localized digital sustainability approach against the broader strategic landscape, utilizing specific case studies (such as the Dove brand) to illuminate the divergence between science-led and social-led marketing.
1.5 Research Questions
Guided by the aims and objectives, and grounded in a qualitative comparative framework, this dissertation seeks to answer the following core research questions:
1. Primary Question: How do cultural and socio-economic perceptions of sustainability fundamentally differ between the UK and India, and how does Unilever adapt its digital marketing strategies (specifically its "Green Codes" and SASSY framework) to accommodate these divides?
2. Secondary Question 1: To what extent do Unilever’s localized digital sustainability narratives successfully mitigate the "Trust-Digital Paradox" and defend against accusations of digital greenwashing in both mature and emerging markets?
3. Secondary Question 2: How does the strategic resource allocation toward digital-first ecosystems and technological transparency tools impact the overarching corporate narrative as reflected in Unilever's annual performance and sustainability disclosures?
1.6 Rationale of the Study: Navigating Cultural Divides in the UK and India
Green marketing is a phenomenon which a number of studies talk about, but the none of them have compared how global companies adapt their online sustainability communication in very different cultural contexts. Marketers need an understanding of the digital marketing and the link between local culture. The usefulness of contrast lies in the fact that UK and India are totally different on many counts. Citizens in United Kingdom are conscious about the environmental issue. They shop with great caution and intelligence. On top of that, the UK has a very stringent DMCC Act. Greenwashing is now illegal in the country. It goes on to analyse carbon reduction, recycling, evidence of claims, the full responsibility of firms, and further (Ibrahim et al. 2025). 
The economy of India is very big and growing very fast. People associate sustainability with bigger issues such as earning more money, being more healthy, having better gender equality and having more community life. As a result, the “thing green” is obscured with these social issues (Imane & Rabeh, 2025). This research analyzes the effectiveness of green advertising in two very different contexts in a much deeper, not superficial fashion. They demonstrate that a global brand cannot simply take one message and make it work in every market, but needs to customize their narrative on a national level only. Brands that understand the local culture of the market are doing the best sustainability marketing.
1.7 Dissertation Outline
Chapter 2 (Literature Review) will critically review the academic discussion and literature around evolution of brand purpose, Broadcasting to Belonging, SASSY marketing and Signalling Theory in the light of digital greenwashing. The study uses interpretivist philosophy and qualitative comparative case study methodology as discussed in chapter 3 (Research Methodology) covering archival digital research and corporate disclosure analysis. Chapter 4 (Results and Comparative Analysis) includes important qualitative findings as they relate the specific “Green Codes” of the UK and India by virtue of a comparative case study of Dove as well as Unilever’s corporate streams. In chapter 5 (Discussion), Critical reflections on these findings are presented in a novel way in terms of how the Trust-Digital Paradox could be resolved by Localized Authenticity. Chapter 6, consisting of the Conclusion and Recommendations, provides a synthesis of theoretical contribution and strategic managerial recommendations for the working FMCG sector.














Chapter 2: Literature Review
2.1 Introduction to the Literature
In recent years, the issue of marketing of fast-moving consumer goods (FMCG), digital transformation, and environmental sustainability has become a very important topic in business studies.  International companies, such as Unilever, must deal with a more complex world with shifting consumer expectations and regulations as they move into a digital sustainability strategy (Ibrahim et al. 2025). 
These days, there is a move away from the traditional kind of “green marketing” to more decentralized and digitally enabled forms that aim to counter digital greenwashing, authenticity and transparency (Shaimerdenkyzy et al. 2025). The chapter discusses what the literature says about sustainability marketing. Initially, it describes the evolution of the idea of brand purpose. Next, signalling theory and the SASSY framework will be discussed. It concludes by showing UK and Indian consumers’ characteristic comparison.
2.2 The Evolution of Purpose: From "Broadcasting" to Decentralized "Belonging"
Marketing has evolved sufficiently as per Serhan and Zhang (2025). There used to be the one-way “broadcast” style, where one sender spoke to many persons. Currently, it is more community-based and decentralized. In this model, the “sender” (company) and “receiver” (consumer) were very clearly defined. Television or print is the key communication tool used by the FMGC brands. Back in the day, the FMCG brands had the ability to push messages downwards from the top to a passive audience. Back then, sustainability wasn’t a very big deal. Actually, it was just an extension of CSR. Reflecting such positioning, the firms decide to communicate their sustainability only once in a year through reports or a single PR campaign but not in their daily branding (Jaiswal & Singh, 2018). However, things changed with the coming of the 2.0 and algorithmic social media. These days, the individual wants full disclosure and complete two-way engagement in the corporate sustainability initiative. According to literature, the consumers have stopped “buying”. Consumers want to “belong” to a brand community that reflect their morals and the environment. (Belk, 2017). Recent research noted that Unilever now emphasizes something called, “Desire at Scale.” It refers to making things most people want and relate to.  Through data-driven insights and AI-generated personalized digital touchpoints, it creates a sense of “belonging” for consumers from diverse backgrounds (Shaimerdenkyzy et al., 2025).
FMCG companies aren’t just running static advertisements or regular brand promotions or building awareness. Using digital channels, they develop a complete brand narrative. On top of that, local stories and cultural information further clarifies the main message. People in the UK are obviously participating in digital networks, taking real-world environmental action, and supporting lower-carbon practices. In India, brands’ local stories generation is engaging more on fairness, community wellbeing and social issues (Imane & Rabeh, 2025).
Many experts claim that branding has now been made open and is accessible to everyone. The organization does not control the whole message. The communities are now developing the message. Therefore, sustainable messages are naturally boosted within the digital community. People become more loyal with the brand. Hence, a strong protection of the company against stronger competing companies exists (Rana & Kapoor, 2025).
2.3 The SASSY Framework as a Strategic Signalling Tool
Experts say that digitalisation can help big corporates achieve their sustainability business goals more effectively. The majority of people focus on this one thing. SASSY: which refers to superior science, agility, sustainability and Younique personalization. This framework highlights ‘signalling’ which means signal what you actually do environmentally as top focus. Due to the current digital consumer being more sceptical and demanding evidence (Azhar 2024). 

area-specific marketing requires communicating messages that can easily be adapted and modified. Although Unilever has become a global brand, it continues to use regional marketing through customized marketing messages. (Shaimerdenkyzyzy, 2025). Younique Personalisation Scores Well On These Things. UK consumers have strong positive feelings towards real sustainability initiatives. They demand guarantee and clear evidence that your quality brand is doing something well for the environment. Moreover, there are too many barriers to social responsibility with the environment warning. In India, the system can be flexible enough to move to social responsibility using local stories and people’s wellbeing. This is aligned with the economic and cultural objectives of the area (Qalati et al., 2024).

Figure 1: The SASSY Framework dimensions tailored for localized consumer markets. (Source: Created by author).
2.3.1 Superior Science: Indisputable Innovation as a Trust Anchor
According to marketing experts, the most convincing component of the SASSY framework in developed markets is “Superior Science”.  in recent times, a lot of people have been complaining there is much “greenwashing” going on; that is, companies claiming to be “eco” when they aren’t, really. If companies want to show true impact on the ground, they will require real science (Ibrahim et al. 2025).
The people of UK are very concerned for environment issues. Due to this eco-awareness, UK customers are being more trusting of brands with genuinely biodegradable packaging, with supply chains that can be verified via blockchain, and with clear & measurable evidence given to reductions in their carbon footprint (Serhan & Zhang 2025). Studies show that "Superior Science" works differently in fast-growing markets, this means that India utilizes local products like Ayurvedic ideas, and cheap hygiene products. People’s everyday needs and sense of fairness can be met, while also supporting the environment. (Choudhury et al., 2025).
2.3.2 "Said by Others" & Young-Spiritedness: Influencer Narratives and Gen Z Expectations
According to the literature, Studies have shown that Generation Z is currently a generation who is young at heart. They were equipped with a lot of new technology and their hearts were in a good place towards helping big social issues. Because of the demand of this generation, some brands have started using the approach of “Said by Others”. This means letting other people or communities talk about it. Thus, communicating the brand’s message without sounding fake or forced. According to Shaimerdenkyzy et al. (2025), the sustainability message is purely dependent on digital influencers.
As per research “Said by Others” is used differently in cultures. For example, brands in the UK often use humour and sarcasm since that connects with the way people think about environmental issues there. Similarly, UK users in the same way categorize brands online. However, Indian influencers generally depend on drawing from the local culture, family values, and community upliftment to achieve higher participation (Imane & Rabeh, 2025). Many studies show that the discussion about sustainability by local influencers help to clarify the topic while building authentic trust within communities (Udeh et al., 2023).
2.4 Theoretical Framework: Signalling Theory & The Trust-Digital Paradox
In this dissertation we will analyse how consumers understand digital sustainability messages. Originally, the signalling theory is originates from biology and economics (spitzeck and chapman, 2012). Anything you can see is a signal. When one side has more information than the other, they both send signals regarding their quality to each other. For example, a company knows about its environmental footprint, but a consumer does not. Hence the company sends its signals. A company displays behaviour which confirms their claims; actions speak louder than words.
2.4.1 Signalling Theory: The Necessity of "High-Cost" Verification
The difference between low-cost and high-cost signals in digital green marketing is narrowed down. This can be done by anyone due to free cost. For example, you can change the logo on your social media to green or post vague phrases about being green. A competitor who is anything but green does the same thing. Someone similar to a superstore does it too. Anyone with a budget can essentially do this. They’re cheap to manufacture, so consumers quickly learn to ignore them as mere greenwashing.
For a company to show they are legitimate, it must send a costly signal that is hard to fake (Dr. Rana & Kapoor, 2025). Businesses need to invest actual money in sustainable standards and technologies that other fake “green” businesses cannot copy. For instance, for Dove, Unilever changed its entire production process, with the bottles now made of 100% recycled plastic, which no one else in the UK has done before. This costly, transparent signal reveals a genuine commitment to sustainability (Qalati et al., 2024).
2.4.2 The Trust-Digital Paradox: The Legitimacy Crisis of AI Personalization
The use of AI and automated targeting in FMCG marketing has created Trust-Digital Paradox. According to the study, even though AI can also send super-personalised messaging that exactly suits a person's environmental concern, it makes people wonder if the firm is being truthful. In addition, the failure to resolve doubt sets off repeated ‘crises of legitimacy’, or whether the brand can really be trusted (Ibrahim et al., 2025). When a consumer understands that an algorithm which used personal data delivered a powerful, purpose-driven sustainability message, it may change how they view that message. It feels more like a marketing gimmick than a legitimate commitment to social justice (Shaimerdenkyzy et al., 2025). 
Personalisation behind the screen might increase engagement, but it reduces trust. This paradox comes from the same digital tools that help companies reach large audiences and provoke strong emotions, also damaging trust. According to the researchers, the only way to eliminate this doubt is absolute transparency, open data, actions people can verify for themselves. These things restore faith which deep personalization harms (Imane & Rabeh, 2025).
2.5 Cross-Cultural Sustainability Dynamics: A Tale of Two Markets
Many researchers claim that the term ‘sustainability’ is heavily debated in discussion and lacks agreement amongst scholars. Sustainability doesn't have a clear global definition. Actually, every location has its own unique environmental conditions and marketing requirements.
2.5.1 The UK Perspective: Regulatory Scrutiny, Net Zero, and Carbon Metrics
The DCMM Act 2024 in the UK states that every company must provide supportive evidence for any environmental claim that it makes (Ibrahim et al., 2025). UK consumers today live in an established market that has climate concern. As they have much environmental understanding, they expect organisations to align their own sustainability goals with the UK’s net-zero and circular economy frameworks. Consumers want proof from businesses to show that they align to national targets. 
In addition, people in the UK debate whether or the use of Ai is ethical and their personal information is safe or protected. Brand managers state that brands now need to walk a fine line to establish a balance. They aim to employ advanced digital tools that allow them to target individuals based on their carbon literacy. But they also want to be open about how their algorithms work to maintain the trust of the consumer. When companies fail to get the balance right, trust quickly crashes down (Dr. Rana & Kapoor, 2025).
2.5.2 The India Perspective: Social Mobility, Hygiene, and Community Fairness
As per research on emerging markets, in India, sustainability is impossible without meeting basic social and economic requirements. People care about climate change. But they are more worried about their daily lives. This includes getting a better job, staying healthy, getting good hygiene, and not being unfairly treated in the community (Serhan and Zhang, 2025). As per Shaimerdenkyzy et al. (2025), India must satisfy the real community and physical requirements of its citizens. Based on research, Unilever did this by empowering women to earn income through Project Shakti and supporting hygiene education with Lifebuoy. True support equalizes power relations and ensures social justice.
2.6 Digital Transformation as a Curb on Greenwashing
Recently, there are researchers who want to find out if the same people who think that digital platforms are making greenwashing easier, would use digital technology to escape a problem they created themselves. In other words, they want to know if digital transformation can both be a problem and a solution to greenwashing.  Through technology like blockchain, real-time supply-chain tracking, and shared databases, consumers now have a permanent digital record. This document helps people in confirming a company’s sustainability claims. Companies and their stakeholders work together more closely and confirm the information that is shared is accurately represented (Ibrahim et al. 2025).
Brands using new technologies for complete transparency will share their true stories backed up by real, everywhere, verifiable data. Moreover, top brands are creating a new standard for a redesign that has very specific product acceptance rules. In the future, these guidelines will continuously adapt so they always reflect the changing consumer expectations, ongoing digital transformation and development of new technologies.
2.7 Literature Gap: The Need for Comparative Digital Signalling Analysis
Although we all have a basic idea of what sustainability means, and we can think of some examples of digital marketing for sustainability from different markets, the literature shows that there is still a clear gap in strong, side‑by‑side comparisons. At the moment, we do not yet have a lot of in-depth research about how international firms adjust their digital sustainability signalling or manage the Trust–Digital Paradox while working across countries with different economies (Ibrahim et al., 2025).
Because the existing carbon focused market (UK) is mature whereas the socially focused emerging economy (India) is developing rapidly, the existing study often doesn’t contextualize how digital transparency, authenticity and “Green Codes” need to be differently localized depending on embedded cultural norms (Dr. Rana & Kapoor, 2025). This paper focuses on the global brand Unilever and how it deploys distinctly hyper-local digital marketing strategies to communicate sustainability with a view to developing durable trust across deep cultural divides (Rawat and Pande, 2024).
2.8 The Mechanics of Digital Greenwashing and Consumer Skepticism
Sometimes it seems that the brand’s claims are unverified or exaggerated. It becomes a major issue when such marketing communications change the consumer’s understanding about the positive environmental effect of something (Siano et al 2017) Digital platforms that promote sustainability marketing allow participation, use of the algorithm to target audiences, and enable rapid distribution. This platform’s adoption of corporates which makes them exposed to a huge extent. Keeping track of false sustainability claims in the internet space is tough. Many brands use vague terms such as ‘eco-friendly’, ‘natural’ or ‘carbon-neutral’ in paid for, targeted social media ads to reinforce their messages. Many unverified claims can also be found in sponsored posts by digital influencers who praise about various green lifestyles without ever providing proof of the brand’s actual sustainability (Delmas and Burbano, 2011).
According to torelli, Balluchi and Lazzini (2020), people using digital platforms often tend to prefer content that is visual, emotional and eye catching rather than detail and logic. Consumers don’t understand what sustainability means due to the lack of clarity. Many people have a basic knowledge of words but lack the technical know-how to even judge truth. Smart pictures and more influencer posts can mask greenwashing, without question. As companies compete for attention on social media, visual or emotional content works better.
2.8.1 Consumer Backlash and the "Active Skepticism" Model
Research shows that future customers will “punish” brands that practice digital greenwashing. According to Schmuck, D., Matthes, J. and Naderer, B. (2018), consumers experienced negative emotions like anger, disappointment, and skepticism when they identified a mismatch between the environmental claims and actual behaviour of a brand. However, the research disagrees each other on how quickly the consumer can spot this inconsistency automatically. Therefore, responses can differ between various groups. 
In 2014, Nyilasy, G., Gangadharbatla, H. and Paladino, A. used structural equation modeling to show that consumers notice (detect) digital greenwashing only when specifically invited by the researcher to inspect (upfront) sustainability communication. This backs up the theory that digital skepticism is an active choice, not an automatic response.
As a result, People ignore when they scroll casually through algorithm‑controlled feeds on Facebook, Instagram or LinkedIn. As people become more trusting, they tend to drop their guard. Thus, they’re easier to pull one over with dark patterns and fake “green” moves. When they are in this state, they don’t ask questions (Paramitha, Tan, & Lim, 2025).  Because brands cannot leave it to the consumer to not detect it, the brand is responsible to bridge the trust gap so the brand can provide validation-ready data to actually validate its sustainability claims. FMCG brands have to adopt sustainable green marketing for brand development and positioning.
2.9 The AI Marketing Paradox in FMCG Consumer Journeys
According to reports 2026, around 89% of firms utilise AI in at least one of their marketing functions. The majority of people utilize AI to improve messaging and communications, including targeting, issuing at a micro-segment level. The growing adoption of Artificial Intelligence is challenging digital sustainability marketing (Mustak et al., 2021). FMCG companies are using generative AI to assist their marketing officials with creating thousands of variants of ads, emails, graphics, and more. So basically, AI helps them make endless content quickly. Artificial intelligence can send automatically sustainable appearing messages to every consumer because of this high level of personalisation. However, researchers warn this creates an AI Marketing Paradox. This happens when u see automated digital touchpoints multiply the brand presence, Due to the large number of automated messages, the engagement feels less genuine and less meaningful.
Consumers are more and more overwhelmed with advertisements utilising AI technology to promote sustainability message. They soon figure out that these messages have no brand led intentions but are just algorithmic tactics.  According to mustak et al., 2021, AI can definitely help get information out to consumers and help you connect with them. However, in sustainability marketing, it only works when it is part of a bigger meaningful brand experience and not just a tool to get content out. Hence, we need to question how AI and CSR can spark together. Up until now AI has often been used mainly for speed and productivity. Brands should consider utilizing AI in ways that promote genuine connection and strong empathy. Unilever and other global companies should not use AI in operations to enhance greenwash or undermine sustainability claims.
AI should help people discover what is real, verifiable information instead of just making up a story that sounds good. Interactive AI could let us all check who made our clothes and where our food comes from, while pointing out the carbon footprint of something. Such transparency builds trust because you can see it for yourself. (Siano et al. 2021).










Chapter 3: Research Methodology
3.1 Introduction to the Methodological Framework
In marketing for fast-moving consumer goods, you won’t see the shift in approach by looking at the data. Data only shows a small portion of what is happening. Marketing nowadays is much more than planning, managing and executing marketing campaigns. As a result, the methodology chapter will adopt the qualitative approach to implement Unilever’s strategy change coherently. In this paper, we utilize a qualitative comparative case method that combines various forms of evidence documents, reports from companies, and other secondary data. This methodology will apply a thematic analysis to uncover the key themes and cultural Green Codes that demonstrate the meanings relating to sustainability culturally in the UK and India. This method confirms the findings through comparison across multiple data sets. It helps organizations synthesize reports and uses only available materials to offer a summary. Simultaneously, it is aware of limitations in the data, The online information may come with unwanted “contaminants”, for instance misleading data, biased content, or manipulated sustainability claims. At the same time, the ethical issues in digital marketing are already well-known.
3.2 Research Philosophy: Interpretivism
Understanding the diversified consumer marketing mixes across cultures enable us to comprehend how people understand and respond to the corporate sustainability claims. Since it’s complex, the research uses a interpretivist philosophy to analyze data; not to show what the number’s methods are, but how the research participant created meaning.
Unlike positivism, constructivism holds reality and meaning are subjective, resulting from the influences within society and culture (Vespestad & Clancy, 2020). On the other hand, positivism thinks that reality can be objectively measured. Interpretivism acknowledges the fact that not everywhere consumer behaviour towards sustainability is the same. Both personal identity and shared cultural identity influence the action of people. Local consumers’ expectations and behaviours are shaped by these two aspects which is crucial to interpreting analysis
3.2.1 Mapping Cultural "Green Codes" as a Meaning-Making System
The research utilizes a constructivist position by identifying out cultural “green codes,” which refer to the short-cut rules that ordinary people depend on to make sense of environmental claims. They showcase how consumers in distinct cultures understand sustainability messages, linking to constructivist thinking and green marketing codes. A constructivist analysis of the UK suggests that people usually link the consumption of sustainable with environmentalism and social responsibility and scientific evidence. Sustainability only feels real to UK customers if brands demonstrate authenticity because shoppers are highly aware of greenwashing. This has a direct connection to green codes and constructivist thinking. (Ibrahim et al, 2025).

People in India view sustainable consumption through practical (cultural) habits and business necessity. When the interpretivist approach is used, a different kind of sustainability message emerges. It relates what companies do to key social issues like cleanliness, empowerment and social justice (Shaimerdenkov et al. 2025). By using a multi-level interpretation, we can see how digital stories can be more engaging for consumers. In addition, it generates culturally-sensitive research findings that address the Trust‑Digital Paradox, people may stop believing in digital messages because they seem too automated or too unrealistic. (Imane & Rabeh, 2025).
3.3 Research Approach: Qualitative Comparative Case Study
Researchers selected the qualitative comparative case study to apply the subjectivist way of thinking. A case study is helpful when you want to investigate into a real life situation, not just collect survey numbers. It’s great when you can’t tell what’s happening and where -- for example, when something works because of cultural differences. This matches with interpretivist research perfectly (Dr. Rana & Kapoor, 2025). Similarly, Dove, Unilever’s top purpose-driven product, will be one brand we will study. Dove has focused on, and helps us understand how they smoothly operate, digitally communicate and how they deliver sustainably. This is a direct link to brand case study analysis and sustainability marketing (Serhan and Zhang, 2025). 
The comparative case study allows for a closer look at the Trust-Digital Paradox. The results show that large international brands cannot always build trust through sustainability talk. And this issue is not just limited to online but also the fear of greenwashing, where businesses make statements that sound impressive but are not quite so (Ibrahim et al. 2025). The qualitative data collected in both countries provides us insight into voices and opinions of different people. It shows the attitudes and emotions of consumers and other stakeholders, providing a more balanced account of sustainability across cultures. "To explain why the reactions differ in each setting, it would help simplify the collaboration with interpretivist analysis. With this framework, we can analyze the marketing messages and judge how authentic, relevant or valuable they are. This process boosts the global dialogue on sustainability marketing as well, making it more stable to weak claims or greenwashing. This helps achieve a stronger sustainability analysis, and a clearer message evaluation (Qalati et al 2024).
3.4 Research Strategy: Archival Digital Research and Corporate Disclosure Analysis
The research strategy consists of two parts, namely archival digital research and organizational disclosure.
3.4.1 Archival Digital Research
Ibrahim et al. (2025) conducts a digital study of both branded content and social media posts, and any other digital material that gets shared through websites and e‑commerce. It shows how companies create, verify and update their public narratives over time. This relates to brand storytelling and communicating sustainability. Architectural digital archives allow us to see how the reporting style of companies has been different in their older and newer versions of the website. They also demonstrate how brands adapt these reports to fit various demographic groups they want to address.
3.4.2 Corporate Disclosure Analysis
The internal production, resource allocation and compliance assessment of a corporation is done through corporate report analysis (Shaimerdenkyzy et al. 2025). Due to this dual-purpose technique, we know that certain cultures like sustainability messages to be “personalised” in formal documents and frameworks. It also helps the researcher in a deep discussion analysis, comparing the companies’ claims online with what they do in real life. This helps in determining how these activities affect brand equity and citizens’ trust in sustainable brands. It connects with the digital assessment of a brand and discourse analysis of sustainability.
3.5 Data Collection Methods
Collecting information is the most important step towards a digital sustainability strategy and execution. The integrated framework allows researchers to perform an in-depth qualitative study using the existing literature.
3.5.1 The Corporate Stream: Unilever Compass and Annual Reports
Unilever compass is the internal information source for the corporation. This document presents a plan for future validation and responsibility in operations. The latest Unilever Annual Reports also provide further evidence of these goals. This connects with the organizations reporting appraisal and sustainability strategy. According to Ibrahim et al. (2025), these reports include measurable results such as reduced carbon emissions and no non-hazardous waste to landfill. Therefore, consumers are engaging in conversations that involve sustainability messages from brands. This is linked to sustainability communication and public discourse. The Unilever Compass and the Annual Reports act as significant data benchmarks for creating a verifiable evaluation of Unilever’s digital marketing. Like the UK DMCC Act (Rana and Kapoor, 2025), the company is reacting to rising governance demands and stricter regulatory frameworks. This is connected to the analysis of corporate reporting and regulation on sustainability.
3.5.2 The Archival Stream: Longitudinal Analysis of Digital Assets
To enable a time-series analysis of consumer-facing marketing, a detailed review of around 40-50 digital assets in the UK and India has been done. There were social media posts on Facebook and Instagram, YouTube videos, branded sites and influencer marketing. Imane and Rabeh (2025) They claim that over time the marketing messages develop to better address the challenges of engaging local consumers. Describes a connection to users’ engagement with brands. Moreover, brands with an updated marketing rule that represents sustainability as a core feature benefit from this messaging. It relates to sustainable communications and brand positioning. 
3.5.3 Market Intelligence and Expert Insights
The best way to judge any strategy is within its own context. The Edelman Trust Barometer shows, for instance, that only about 60% of consumers trust brands, and that 61% do not trust green claims (Ibrahim et al. 2025). After that, we reviewed Mintel reports which showcased consumer behaviour patterns as well as market conditions. They pointed out that consumers are looking for sustainable brands. Yet, they also showed a greater price sensitivity in developing markets like India (Shaimerdenkyzy et al. 2025). 
3.6 Data Analysis Techniques: Thematic Analysis and Mapping "Green Codes"
Data collected for this research project is diverse and qualitative. In addition, it is suitable for thematic analysis. The use of this method is to identify patterns, or themes, in data and be able to organize and report on them (Vespestad and Clancy, 2018).
3.6.1 The Coding Process
According to Ibrahim et al. (2025), Thematic analysis of the Green Codes was carried out on a systematic basis to show qualitative patterns that explain how Unilever’s communication on sustainability works. For example, it happens while reviewing digital resources and company files. When set of instructions were created, the first codes got created by identifying repeated language or images. terms like “Carbon offset” or “hand in hand” are some of the examples.
These codes were combined into wider themes. In the UK, terms like ‘Sustainable Innovation’ and carbon-related data were classified as “Superior Science” and “Systemic Accountability”. In comparison, stories from India – offering something for everyone and supporting women – called as “social responsibility.”
3.6.2 Hybrid Analytical Design
Each green code shows a connection between what consumers expect, and how the business runs. By identifying patterns and mapping the appearance of a code in digital assets, it is possible to see how strategies are created due to changing consumer behaviour. The research used quantitative and qualitative methods. It applies a constructivist thematic qualitative analysis in two ways. It also utilizes systematic qualitative content analysis to analyze how these codes are represented throughout Unilever’s digital ecosystem (Serhan & Zhang, 2025). The paper used graphical data visualization like BCG matrix and graphs showing growth potential of IoT technology to explain the distribution of resources and how digital investments are changing and evolving over time.
3.7 Reliability, Validity, and the Challenge of "Digital Ephemerality"
In today’s digital market advertising messages go at “light” speed – messages go viral. The analysis requires advanced systematic techniques so only high-quality research results consumer trust dynamics.
3.7.1 The Illusion of Digital Permanence
These days the digital media makes you feel like any brand can just switch on a button and have access to its customers wherever and whenever it wants. Noisy social media has a role to play in sharing correct information. On the other hand, green washing could sneak in through a back door. This refers to useless information, for instance. The growing fire and consumer backlash have raised doubt on the authenticity and practicality of the whole thing (Serhan & Zhang, 2025). AI's Impact on Sustainability: Limitation on Communication Algorithms Organizations will have to undertake strict data verification or the data can attract greenwashing charges which will increase due to AI.
3.7.2 Addressing Digital Ephemerality
Advertisements of a campaign become outdated as soon as the campaign is over. A major takeaway is that using tactics to grab short‑term attention does damage to the credibility of the brand over the long term. Online consumer comparison is quick but offline is slow (Azhar, 2024). To put it another way, communication isn’t going to be digital for long. Digital data collected in a short period of time alone was limited and did not provide valid evidence on communication and strategy. To fix the challenge identified within the data, reliable institutional disclosures and long-term market intelligence reports were used to complement the digital data (Choudhury et al. 2025).
3.8 Ethical Considerations in Digital Marketing Research
In light of the Trust-Digital Paradox, it is essential that we supervise how brands are becoming ethically engaged. Just because a brand uses the right legal channels, it does not mean that it is using ethical marketing methods. There are several other methods of influencing those including the physical and local communities as well as the consumers. 
Efforts aimed at environmental sustainability must be transparent and avoid the ethical issue of greenwashing (Ibrahim et al., 2025). Unilever’s digital services and products were examined with a critical perspective. In 2020, AI hyper-personalisation was considered unethical by many people, but that didn’t stop its outburst across industries. When unlimited personalized options are available to consumers, the company can influence or guide – and even manipulate – consumers with data (Serhan & Zhang, 2025).
Moreover, when making use of influencer marketing as a part of Said by Others, in influencer marketing. They’re in it for the money – influencers can essentially make sustainability or product claims because they’re paid to do so (Imane & Rabeh, 2025). For sustainability marketing to be trustworthy and ethical, constant discussion and verification are needed. Global Companies are involving external parties like NGOs and consumer organisations more and more (Rana & Kapoor, 2025)


Chapter 4: Results and Comparative Analysis
4.1 Introduction to the Findings
According to Unilever findings the UK and India have different ways of working but they are linked in some ways. The report analyzes Unilever’s larger transformation journey and compares the two markets to discover this difference. Unilever’s total sustainability targets seem to set the example for both the UK and the Indian markets. However, the analysis shows that local strategies have a significant effect on culture, economy and consumer behaviour. That’s the reason that there is a gap in these two markets.
Just listing down these strategic differences will not make this a full-fledged study. In this chapter the analysis will be different and we will measure the commercial effectiveness of these strategies based on a close examination of the local campaigns of Unilever in the previous chapter. This chapter tests if Unilever’s strategies are working to get consumers to change their behaviour. The task measures the capability of their investment, digital content and reports to impact consumers’ behaviour and solve the trust-digital paradox. The analysis also examines how the brand’s building a name internationally.
4.2 Strategic Resource Allocation: The Shift to Digital-First Ecosystems
With a focus on smarter eco-claims checked for authenticity, Unilever is changing the way it buys media as part of a shift away from mass media to digital-first systems. Unilever has claimed that they need to introduce a far greater level of digital engagement. The company now sends messages to stakeholders on the platform and channels. This gap has become quite obvious in worldwide technology spending in the past years. Advanced software development/IoT supports people in critical mission operations and situation that matters. As a result, several Advertisers and businesses today all over the world are experiencing a lot of usage of digitalisation.
Unilever is using digital media for sustainability communication to make its messages more impactful. Additionally, the company is changing the message depending on who the audience is and how they understand it. In the UK where sustainability claims are taken very seriously Unilever engages with high‑engagement visual platforms like Instagram and YouTube. Consumers prefer brands with strong environmental actions as per recent studies. As mentioned by Unilever, the company plans to achieve a net zero emissions footprint by 2039. Unilever has improved its media plan which is now becoming data-rich and allows for digital-first media implementation in real-time. Due to digital platforms, a brand is able to modify correct messaging in a campaign as per consumer reaction in real-time.
However, the story in the Indian contexts rather different. This gets an aware audience to move forward. The two worlds that have very different technological access and behaviour have a lot going on. As this trend is gradually turning out to be more bottom-up one than top down one, Unilever’s digital-first approach in India is one of more and more people being connected through their phones. The organization is actively promoting the generation of engaging content in local languages, as well as the use of localised digital channels and platforms for stronger and more customised engagement with its consumers. At present, local marketing initiative is happening in digital marketing. The concept of SB value creation will start with responsible, resource effective and sustainable consciousness building and branding. It will be a valid standard that will contribute to creating demand in future for that sustainability which is emerging.
Original Analysis of Strategic Efficacy: My analysis suggests that AI-generated personal ads should not be the main focus for sustainability. Rather than real customer demand, their impact comes more from responding to the trust-digital paradox. Through its hyper-targeted messaging Unilever try to dodge accusations of greenwash feeling relevant to a small segment; every message is shaped to aim at groupings. I think this only holds true if the company is totally transparent at a 1 to 1 level. People will rise against lack of supply-chain transparency. 
Personalization for Sustainability Using AI Is Tricky It is placed in the zone of ethics. According to Unilever, hyper-personalization is educational, but it is still large-scale behaviour manipulation. We can see surveillance capitalism in how this company manufactures eco-anxiety. People will soon understand that all these algorithms do twist everything around for climate anxiety and make money off it, in which case, this strategy will fail very soon. Pushing people does not equal sustainability. Genuine sustainable action is required now, not further clicks driven by algorithms.
4.3 Corporate Stream Analysis: Validating the Narrative
Every company in India or the UK has a advantage of its own and an responsibility to its parent company. However, Unilever is different Like any number of international organisations, the EU is not a ordinary company and does not work by the normal principles. According to the UNILEVER COMPASS, the investments made by Unilever to embed sustainability at the centre of its resources was another key factor in DOVE’s success as a brand. Unilever’s sustainable living plan links its big futures to its day-to-day ways at work, so it is transparent and accountable. Additionally, external members can also make use of the Compass. It helps Unilever in adjusting to the changing expectations of consumers in the UK and India.

Unilever's claim that they are focused on long-term success is backed up by the above. The company’s Annual Reports seem to somewhat confirm this claim as they observe the performance of some sustainability metrics.  At least the multinational will take these reports seriously; this is what the story is on these standards. Consequently, look at its claim of ‘zero non-hazardous waste to landfill. Unilever is undertaking every possible effort to convince stakeholders that its goodness and sustainability are not just real but measurable.
Original Evaluation of Regulatory Resilience: Unilever’s Annual Reports are in line with the Compass. If you read together the Unilever Compass and the Annual Reports, you’ll read a connected story about the way the company works. Basically, the Annual Reports and the Compass serve as powerful “proof tools” in combination. The tools help in the digital marketing and Sustainability claims of Unilever. The compass aligns with the business vision that will bring a prepared Unilever. I think Unilever is being cautious about transparency. The DMCC Act states that in the UK, any environmental claim must be qualified by actual evidence. Sustainability reporting regulations are also getting strict in India. With honesty and transparency, Unilever can stay unaffected with these increasing regulations.[image: ]
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Figure 2: Unilever's corporate progress on key environmental metrics. (Source: Unilever Annual Report and Accounts 2025).
4.4 Thematic Mapping of "Green Codes"
In this case, the green codes carry important meaning regarding how Unilever is developing. The study sets standards for effective sustainability communication in generating consumer demand. It presents a pretty picture with the message that activists and organizers are anything but legitimate professionals. Moreover, the same codes are very important as they show how Unilever is responsive to always changing cultural expectations in every market.
4.4.1 UK Findings: Systemic Accountability and Carbon Literacy
The study in the UK found two themes, which were Systemic Accountability and Carbon Literacy. This tells us how far the UK has come in holding companies accountable for environmentally harmful practices. According to a report, British people are becoming more climate-smart, as climate threats increase. Also known as the climate-smart citizen, they want brands to be honest about where their goods come from, how they’re made and what will be greater impacts. Unilever’s marketing strategy involves “Superior Science” as a vital component. It refers to the use of data that is believable, cost-effective, and measurable to verify its claims. It helps to add credibility and truthfulness to the brand image.
Scientists are creating AI algorithms to improve Unilever’s advertising through scientific methods. It makes their brand feel believable because it has eco product formulation. The power of choice is the ability and knowledge to analyse the impact that a choice will have on the environment. Unilever's programs help provide carbon literacy to stakeholders and consumers. The UK market is addressed by Unilever by telling stories about structural accountability through highly technical, verifiable digital interventions.   
4.4.2 India Findings: Grassroots Empowerment and Collective Upliftment
In the very first example it makes an e-sensational statement which proves it is saying that eCommerce is Green. Unilever is committed to a “world where nothing will be wasted” and a “planet where nothing is lost”. Everything is produced using only what is necessary and important we believe. The introduction of green codes by India is aspirational; it’s not so technical in nature. Results suggest a very effective situation for empowerment and uplifting of grass roots. In this case, the story on sustainable development has more social impact and cultural narrative than scientific proof. Unilever efficiently uses digital platforms to promote its products and facilitate ground actions by the local ecosystem and poor community in India. Take Shakti, for example, an initiative that trains women from the rural sector to market Unilever products. It shows how business and social objectives can be mutually beneficial. Similarly, another trend that will become popular is local influencers who will promote sustainability with a brand story linked to local culture. Unilever aims to empower women and local entrepreneurs. Consumers in developing nations are slowly realizing the efficacy of the entire organization’s compassion. Brand Strategy of Unilever.
Implications for Purchasing Behavior: The themes in the UK and India are very different and it affects product purchase behaviour greatly. In the UK, customers want clarity and tools like blockchain‑based carbon labels lead to higher trust and chance to buy again. it works best in India when digital sustainability is connected to social progress, when a person buys a Unilever product that helps people in their local community, he feels that he is contributing to his country’s development story. This realization makes the story about digital sustainability a reality, giving it market growth momentum especially in semi-urban India.
	Market
	Core Sustainability Theme
	"Green Code" Analyzed
	Primary Emotional Driver

	United Kingdom
	Systemic Accountability
	"Superior Science" / Carbon Literacy
	Eco-anxiety, Demand for Empirical Proof

	India
	Social Equality
	"Grassroots Empowerment"
	Social Mobility, Gender Equality, Public Health



Table 1: Comparative Mapping of Thematic 'Green Codes' and Emotional Drivers in the UK and Indian Markets
4.5 Comparative Narrative Analysis: The Dove Case Study
The marketing strategy of Dove is an example for many other brands. Unilever is a prime example of how different the UK and Indian marketplaces are for beauty products. These two marketplaces perform very differently at the most basic level of marketing. Example of digital well-being is Dove`s UK digital platform. The campaign focuses on self-acceptance and how people often face mental health issues due to the images created by social media. Dove's communities and its campaign are different because on it there is a lot of meaningful and positive content created by the community. In the UK cultural circuit, a digital message must create sentimental and emotional sustainability.
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Figure 3: Dove UK campaign framing digital manipulation as a public health crisis. (Source: Screenshot from Dove UK 'Reverse Selfie' digital campaign, 2021).
In India, Dove benefits from India’s specific socio-cultural situations by adapting its Brand Story as Social Equality when its real beauty theme is a common one. The brand focuses on equal treatment of male and female hence not supporting sexism. Dove aims for broad emotional impact, using women who break stereotypes in their campaigns and cleverly including local culture. There are more and more Non-Governmental Organisation with campaign on the grass-root level which is working for Women’s Right and social equality while following Indian culture.

[image: ]
Figure 4: Dove India localizing its purpose by addressing systemic socio-cultural prejudices. (Source: Screenshot from Dove India '#StopTheBeautyTest' digital campaign, 2021).
Critical Discussion: Dove’s campaigns show how the brand story must adjust to each country. In the UK’s fast-moving digital world, personal mental well-being is key. In India, large-scale social problems are important. As a result, Dove’s UK campaign around ‘Digital Wellbeing’ will not work at all in rural India where people are living physical and social inequalities – it will come across very out of touch. Having a purpose means nothing, if that purpose doesn’t grow. Our research shows that global brands must take steps to localize their messaging to grow their purpose or risk greenwashing. Could Dove Well-being change the traffic and conversion? Moreover, will Dove’s UK Digital Well-being be a success as you place it next to cheaper rival? 
In the long term, supporters often become unpaid promoters if the founder’s vision is strong and mission is real. But how strong and consistent these values must be for people to get involved? That is an open question. It is also unclear how long that engagement will last. For example, I looked at the story connecting Dove body soap and Dove Self-Esteem Project. Dove’s message works more as a long-term brand-equity strategy, not something that delivers quick sales.
4.6 Competitor Analysis: Unilever vs. Procter & Gamble (P&G)
Before analyzing the digital sustainability move of Unilever and how it has been successful, we will first take a look at the wider FMCG industry context. Then, we will be comparing Unilever with another leading global giant, P&G. 
P&G has generally not changed the global “Thank You, Mom” Olympic campaign to reuse it almost everywhere. P&G typically launches huge, emotional digital campaigns that are very universal. Although P&Gs aims 2030 includes large environmental goals, the campaigns are mainly consumer focused. P&G speaks of sustainability mainly at the corporate level rather than focusing on brand-specific stories customized to local cultures. As the sustainability message is not as fragmented and over-localised as that of Unilever.
Competitive Evaluation: P&G’s global campaigns look cool and can be seen everywhere but these campaigns are mostly empty and usually generic or performative. Even though there may be strong local concerns, a generalized reassuring certification is quite likely. Cheap or silly generic signals are green washing digitally. When something is more controlled, it is easier to make people stop trusting it. The green codes of Unilever require greater investment and operational management than they did earlier. Unilever's decentralized system is more trustworthy. according to me the qualitative data analysis of localization in Unilever, Unilever’s decentralization is a much stronger and important obstacle to the Trust-Digital Paradox. Unilever directly mentions carbon literacy in London, and social equality in Mumbai which is both highly relevant to local consumers and somewhat difficult to deny.
4.6 Expanding the Narrative: Secondary Comparative Case Studies
To analyze the full portfolio, this Dove case analysis can certainly be a good starting point. But how can we be sure that will not be the case for others? The Green Codes may be more broadly applied than those created specifically for Dove. So, we cannot assume that they are representative of Unilever’s overall strategy. So let us now look at two other brands from the portfolio: Hellmann’s (UK), and Surf Excel (India).
   4.6.1 Hellmann’s UK: Algorithmic Interventions in Food Waste
In the UK, the food and drink sector has to deal with many sustainability issues. People, for example, use a lot of energy and produce a lot of carbon to make food. Therefore, it creates waste. One of Unilever’s brands is called Hellmann’s. It’s mayo, and it runs a pretty significant campaign, ‘Make Taste, Not Waste’. Digital ways and real evidence that back the claims of the UK’s one is quite obvious. It aligns to the idea of the Green Code. 
Hellmann’s in the UK uses an AI recipe generator that helps change how people use food in their homes. Instead of purely being focused with creating expressions of concern about food waste, they utilize actual digital tools that help consumers in the moment specifically, the moment they are deciding what to cook. In the UK, people can now use any leftover food they have in the fridge. The AI will then give them a zero-waste recipe using Hellmann’s mayonnaise in no time. Hellmann’s, in some of their recent campaigns added also some fun and digital ideas like the “Smart Jar” and a WhatsApp bot.
If you take a closer look, you’ll see a huge improvement on how digital sustainability marketing works. Basically, Unilever’s mayonnaise is now not just a simple product but also a tech-savvy device. As a result, Unilever may be able to successfully solve the trust-digital issue by providing real value, rather than just talking about it.
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Figure 5: Hellmann’s UK utilizing digital intervention interfaces to solve household food waste. (Source: Screenshot from Hellmann's UK 'Make Taste, Not Waste' campaign).
People are losing trust on big company advertising and AI, because they are becoming more and more doubtful. However, according to Johansson and Smith, use of the technology is increasing popularity among the brands too. When an FMCG brand uses AI to solve a real-world problem, it becomes more relatable. For instance, once brands use it to stop food from rotting in the fridge, people will start trusting the brand. When AI is truly helpful in your home rather than just a corporate slogan, anxiety and doubt regarding AI reduces. As of now, NatureWorks has become a pretty much well-known concept. For example, in the UK, it’s a digital prompt that guides people toward better carbon awareness.
4.6.2 Surf Excel India: Recontextualizing Sustainability as Social Harmony
In the UK the carbon storyline’s best. In India that credit goes to Surf Excel’s laundry brand of Unilever with something completely different under the iconic “Daag Acche Hain” narrative. Any story on environmental sustainability and when it’s on water sustainability in India is fine already.
When we took a close look at Surf Excel’s digital campaigns – including the ones they run during big Hindu festivals like Holi and Muslim festivals like Ramadan, and what we saw is they don’t usually start with numbers and data about the environment. According to Eckhardt and Mahi (2004), the Surf Excel ad communicates ideas about social unity and grassroots empowerment crucial to society. A lot of their digital ads have kids going outside; getting dirty and showing age-appropriate and socially suitable actions. It is important for kids to get dirty as they play together, as it is fine. It is a beautiful thing when children come home from play with dirty clothes. Kids get dirty since these values get built up naturally. This justification is used by Surf Excel to tell a good story.
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Figure 6: Surf Excel framing product usage as an enabler of communal harmony and social mobility. (Source: Screenshot from Surf Excel India 'Daag Acche Hain' campaign).
If we have to be honest and look at this carefully, then we also must consider the environmental impact for Surf Excel. In India, Surf Excel produces products that require less water to wash away, which is a hefty and pricey change for the brand. It does not look just marketing this is an operational change which they cannot control. Sometimes marketing can create social tension as well. However, a product that actually saves water can be very useful. This is clear from the main thesis of the dissertation. In developing countries, the rise of water savings as an environmental result only triggers strong engagement and commercial success with a positive social storyline (Mathur, 2010).
4.6.3 Synthesis of Portfolio-Wide "Green Codes"
The example of Hellmann’s and Surf Excel shows this is not a single Unilever segment pattern but visible across the entire portfolio. In the UK, the digital strategies are based on broad data, mental/physical wellbeing, and technology strategies to reduce systemic waste, whether it’s soap (Dove) or mayonnaise (Hellmann’s). In India, consumer goods companies like Hindustan Unilever utilize digital strategies to increase brand appeal through social equality, community health, and the breaking of socio-cultural taboos (Holt, 2016).
The first analysis I have done shows that Unilever’s brand is staying as strong as ever because it is using all, as green codes. Actually, not only the big corporates office has the power to make decisions. Local brand managers work to handle actual worries that people have about the social and cultural changes. Unilever is a good example of truly genuine sustainability marketing, let us take a look. The firm owns a sustainable living plan that features top brands. These brands add value to the organization’s environmental sustainability projects.
4.7 Role of Technological Hubs for Real-Time Validation
Unilever’s usual high claim is out of this world. For instance, they entered the consumer goods market like never before in this region. Unilever says if they try to mislead people through small print, consumers will lose trust. And that is something they just don’t do. They carefully verify everything, including others’ opinions about them. Most importantly, they implement strong steps to ensure that any claim they make can be proven. A company that runs on a flexible setup which runs without any problems, is able to quickly respond to changes in the market as well as customer needs and demands. A company like Unilever is just doing that.
Conclusion on Technological Efficacy: By providing sustainability information that attracts the customer, the brand can be linked to real values which people can test. In this way, Unilever will be protected from the trust-digital paradox. Unilever and technology are a strong match. You must take a strong stand, say something clear, and make it easy to prove. And they are just doing it.
Chapter 5: Discussion
5.1 Introduction to the Discussion
According to Unilever, Britain is nothing like India, which is the main focus of this dissertation. Unilever's shift from traditional mass-marketing to sustainable digital marketing was analysed in two very different cultures. In the UK, Unilever uses the double strategy of teaching people about their Carbon Literacy and demonstrating Systemic Accountability through its digital ecosystem discussed in chapter four. Transforming India through social equity and enabling growth at the grassroots level. They satisfy social and cultural needs for bottom-up empowerment. 
The qualitative research started with identifying the secondary ‘Green Codes’ and once being able to find those results then this chapter tries to mix and analyse these codes. This discussion provides a different angle on how digital engagement could boost a brand’s market share through the use of real-life examples that are compared against theory, specifically the SASSY framework, Signalling Theory and the Trust‑Digital Paradox in the Literature Review. It also shows how Unilever’s strategy makes it difficult for P&G to compete. Furthermore, it also explores the economic impacts these digital marketing changes could have on the FMCG industry.
5.2 Resolving the Trust-Digital Paradox via Real-Time Authenticity
According to experts, the Trust-Digital Paradox is a theoretical puzzle that is especially difficult to solve. The researchers stated this finding in their study and According to those findings’ high-tech tools like big data & AI can bring better clear marketing messages to consumers. On the contrary, these very tools damage millennials’ trust in the genuineness of corporates. A customer sees an advertisement about hyper-target sustainability. The algorithm’s accuracy feels like there is digital greenwashing it isn’t trust. 
According to research, neither a cleverly targeted ad nor a feel-good ad will solve the trust-digital problems. Instead, audience segmentation through the help of AI-powered tools followed by feeding them a lot of cheap outdated ‘green’ signals. According to the Dove case study, Unilever successfully aligned its corporate strategies through the use of its digital platforms. 
Unilever is using new technology to access the full journey of a product and therefore will have real-time proof and testing. Customers can now use this technology to see where the ingredients in a product came from, like its carbon footprint. As a result, previously top-down digital marketing is becoming more decentralized, as customers themselves can verify claims. You’ll also see this trend become more decentralised, so that (top-down) digital marketing becomes a lot more decentral.
This study is based on Signalling Theory; the Process of verification is no longer a brand’s strength and created by ad agencies with the research digital age. The actions that can be counted are the ones where the credibility depends not on what you claim. All in all, this means it is actual operational result. In order to solve the paradox, Unilever is making sure that its digital marketing functions as a glass magnifying lens for its supply chain. It’s growing costly to understand the operations that multinationals perform.


Figure 4: Conceptual mapping of the Trust-Digital Paradox and its resolution in FMCG markets.
5.3 The Hyper-Localization Imperative: Deconstructing the "Global" Myth
The findings show that, in reality, a “global” sustainability marketing is completely misleading. The UK and Indian examples demonstrate this well: As per country, the cultural orientation will change. True success is when you implant the sustainability message in the people’s values. You cannot do so with the same “global” message in every country. Unilever’s SASSY personalization framework is based on superior science, speed, sustainability and Younique, that helped it go global. One of the major strategic learning from the Third World Conference on Disaster Risk Reduction was India’s priority on social justice. Experts on development have claimed that it would be risky to impose the environmental priorities of the West on emerging markets if such a move does not lessen social and economic concerns.
The UK considers it a mutual ethical responsibility to be sustainable and have linked this idea to digital wellbeing and carbon use. But in India, a strong green message can turn customers off as they focus more on daily survival, gender fairness and health issues. Unilever’s Strategy Stating That Digital Green Marketing Should Acknowledge the Specific Local Fear In Every Market and Address It Directly. By giving them more power locally, they will be able to create “Green Codes” that draw from the local cultural and social realities.
5.4 Translating Digital Engagement into Market Share and Purchasing Behaviour
Unilever has created some amazing digital campaigns. The content on the web performs extremely well due to consumer interaction. But does it help them purchase the actual product? That's million-dollar question. As per my assessment, digital sustainability marketing can positively influence consumer behaviour when it is adapted to suit the local culture and is backed by concrete actions of high cost, which consumers can verify. Along with other factors, its impact will make the consumer willing to pay a higher price and buy more often. This means that just because a consumer taps that digital “like” button, that doesn’t mean it results into a real purchase. Moreover, even when this does happen, the probability between the UK and India is very different. 
most of buyers look up reviews online before making brand purchases these days. Also, the behaviour is even more so in the UK. UK customers will quickly move on if the online evidence does not support a greener claim. Survey results show that customers are buying actual and physical evidence for the biggest single reason. Another important factor that turned interest into an immediate purchase was a lack of uncertainty. 
People in India show strong emotional loyalty to a brand that is genuinely taking steps to improve public health, social justice, and women empowerment like in Project Shakti. We refer to this as the premium for participation. People feel the brand is concerned about them, and such feeling triggers more buying. Unilever links buying its products to a bigger story about helping build the country’s basic systems, and this has helped the company obtain a huge portion in fast-gaining semi-urban and rural areas. In an emerging market, people are more likely to buy products that have real social benefits. Hence, it can be used as the reason behind sustainable buying behaviour.
5.5 Constructing a Comparative Moat: Unilever vs. Procter & Gamble (P&G)
This analysis will continue further by seeing how Unilever’s local approach can perform over its main competitor P&G. P&G aims to tell big emotional stories that work the same everywhere and sets bold plans for the environment through its “Ambition 2030” program. However, even though local marketing is so useful for P&G they use one big emotional marketing message, which essentially tries to work the same everywhere. For many companies, sustainability means one big global concept – which it is! Still, this is not a strong enough strategy to create the kind of local, meaningful brand stories that communities actually connect with. Due to Trust‑Digital Paradox today and the way people want to look through everything online, most of the digital communication feels shallow and fake. Another damaging effect of a unified messaging on sustainability shows that more consumers will lose trust. The main reason for this is that digital greenwashing often uses cost-effective and generic signals that do not prove much. 
According to me, although the Unilever strategy has become more complicated to run and costs much more, it is giving the company powerful competitive advantage. Unilever can reinforce the local relevance of its corporate image through diverse and more human brand stories, “Green Codes” (social equality in Mumbai), and carbon literacy teaching in London. The 2016 report published by PricewaterhouseCoopers on greenwashing at a global scale revealed that most claims and marketing on sustainability came from global corporations.
5.6 Financial Implications and Corporate Reality
When you closely look at the Unilever Framework and Annual Reports you get to see the finances behind the messaging. According to Unilever, companies that are climate‑focused, digitally enabled and most of all purpose-led are growing faster than the average company and some are growing two or three times faster. Businesses should invest a whole lot of money into “high-cost signals” (like reorganizing supply chains to make them carbon-neutral, using recycled materials, and community initiatives) to make them financially better off. However, achieving this growth requires instant sacrifice. Unilever's digital sustainability plan shows the company is a long-term defensive precaution against future climate-related risks.
For customers to trust upon the “Green Codes” on its website, Unilever is ready to spend out more and trade-off lesser profits. A world marked by strong regulatory regimes such as the DMCC Act and high online consumer scepticism simultaneously will offer power to local brands that are equipped with purpose verification, believes the company. According to the results, as there is a decline in profits initially, but it is compensated for later as the customers remain loyal and increase purchases.
To suggest that Unilever does not care about the environment or just goes through the motions about the environment. The corporate strategy to save themselves is a aggressive form of digital sustainability. I believe the UK is heading for a legally enforceable ‘Carbon Literacy’ because of DMCC as well as new environmental act are on the way. Unilever is not just trying to save the planet The company with a valuation of over a billion dollars is making its business model future-ready against fines from regulators and changing instructions from customers. While the environmental benefits on an operational basis are very real and very large the scale, maybe they’re second-tier because the main reason for doing this is that it guarantees long-term unquestioned dominance in the global economy.
5.7 Macroeconomic Pressures and the Erosion of the "Green Premium"
Using digital strategies, Unilever is able to build strong media and distribution networks. The hyper-local approach makes them work in each place and community. Due to the nature of the global economy, we still need a important discussion of these strategies as we speak. This explain why current situation calls for nothing but this to happen “The Writing Studio” is nothing but the initial source of this post. This report reviews Unilever’s digital strategies and their hyper-local approach.  FMCG sector globally is facing huge difficulty as people are going through a long-lasting cost of living crisis and strong inflation. The academic research suggests that there is a growing attitude behaviour gap in this tough economy. People care for sustainability does not reflect on making that choice when purchasing products. Consumers engage often with the digital sustainability messages of companies. Many consumers either opt not to or cannot afford the extra “green premium” while making their purchases. (Kollmuss and Agyeman, 2002). The evidence provided shows how Unilever adjusts the positioning of its sustainability message in response to challenging economies in the UK and India. This allows the company to stay steady within the nations at the same stage, even during tight money conditions and price concern.
5.7.1 The UK Market: From "Eco-Premium" to "Eco-Efficiency"
In the UK, promotion teams can never say buy sustainability because it is the right thing. Due to inflation, families are feeling the pressure. Having to give up other options, customers will now say, don’t make me buy your version of sustainability. According to Kollmuss and Agyeman (2002), this situation happens very often, Like a lot of U.K. consumers, I am fed up with it. Brands keep asking me to pay more for sustainable packaging, that’s why.
Unilever has changed the plan of Hellmann's to not charge extra for eco-friendly products. They have switched to focus on 'eco-efficiency. Hence, Unilever solved the economic problem in this way. their first level of algorithm tools guide small digital changes. When families use Hellmann’s digital AI tools, they waste less food at home and save more money at their weekly spending. So basically, these tools help people use up whatever they have at home without them just throwing it away.
In my view, more developed markets, digital sustainability marketing often becomes a subtle way of reducing the price of people’s daily need things, as companies try to make green choices less expensive so that people can easily but it. This way, consumers who wants to save some money while purchasing do not have to more worry about sustainability as they mainly focus on saving some money without any guilt.
5.7.2 The Indian Market: Value-Based Pricing and the Sachet Economy
The issue of eco-friendly premium in India cannot be separated from the way the FMCG market operates – many people buy products in small single-use packs. The “single serving” structure influences customer behaviour and makes it harder for brands to charge a extra cost for green options. Showed Viswanathan, Sridharan and Ritchie (2010) said that the only thing people in India who have little or no money can afford are the little single‐use packs. According to Unilever India, they are not going to face the issue of price since their sustainability work has nothing to do with ‘good’ and ‘bad’. It involves constructing social infrastructure that can benefit everyone. The brand is not like Lifebuoy or Project Shakti and does not sell sustainability by charging consumers a premium for “green” ingredients. Instead, it pulls people into a larger narrative about public health and women’s empowerment to generate higher payment. Unilever's message to consumers is going from ‘eco’ to ‘social good’. We are seeing more and more that it translates to very local online messaging for everyday helpful actions. 
The additional charge is not a "green" cost, but rather effectively a local social fairness fee. According to Burgess and Steenkamp (2006), social advantage is the most valued quality of customers in developing countries. It protects brands from being forced to change prices.
5.8 The Weaponization of Digital Transparency as a Barrier to Entry
This paper through Signalling Theory introduces a new idea of exploitation of transparency. Modern-day international companies have started adopting transparency and openness to an extreme degree. Unilever shows a big show by spending on costly digital tools like, advanced tracking hubs, blockchain checks, real‑time carbon data, to signal strong ethics to everyone But they also pose a pretty big business challenge, this is because building such a large system of digital transparency requires a lot of money and small local FMCG companies cannot afford it, as per Marquis and Toffel (2012).
Unilever is creating a new benchmark in the UK where customers will expect to scan the QR code and immediately view the full and verified carbon story of a product. It mainly isn't about educating consumers. Digital sustainability means keeping a check or an eye on one’s digital activities. In my opinion, how do you know when an FMCG global major is in the room? Gallagher and Fisher (2024) say times are tough in the FMCG. According to Marquis and Toffel (2012), with tighter ESG regulation such as the DMCC Act in the UK or the BRSR in India made compulsory, no corporation can down-grade its digital transparency or be locked-out of the “ethical” market. Unilever's complete digital clarity surpasses its smaller competitors.

Chapter 6: Conclusion and Recommendations
6.1 Introduction to the Conclusion
FMCG sector is going through what can be called a “Dual Transformation.” This means companies have to add advanced digital tools in each part of the business while fit in strong green ideas across the organisation at the same time. Put another way, a modern-day business would need to be able to carry out everything on computer systems while taking the environment into consideration, not the other way around. The dissertation will critically explore how Unilever, i.e. a company at the front of this shift, is using digital marketing and sustainability in two different worlds – the UK and India – to move away from traditional mass marketing. The purpose of this assignment is to analyze the approaches used by the company. 
This research is a detailed study comparing two cases. It uses a perspective of trying to understand how people take in information. The paper investigates the “Trust-Digital Paradox”. The paradox questions why people don’t always trust digital messages, even when they are intended to help. How a multinational can use AI-powered, highly customised digital ecosystems to promote its environmental purpose without raising consumer doubts and accusations of “digital greenwashing”. The study gives insights into the mechanisms of sustainability marketing across different cultures, operational signalling and scaling brand purpose as crucial in the digital world, prices may differ in each country.
6.2 Synthesis of Key Findings
A simple review of Unilever’s reports, digital content and research files showed clear answers to the research questions. First, the study finds that one global sustainability message doesn’t work. Unilever deals with cultural differences through highly localized ‘Green Codes’. In the UK, its digital stories focus on themes of systemic accountability and carbon literacy, which strongly influence how people perceive the brand. It uses a simple online system that depends on evidence
In comparison, Unilever India is changing its approach as it views the country as an economic power growing very quickly. Today it works in the Grassroots Empowerment and social justice space, connecting sustainability with public health and women’s empowerment through projects like Project Shakti and Dove’s #StopTheBeautyTest. Looking at Dove and P&G shows, how powerful hyper-local messages can be in protecting a brand from the Trust-Digital Paradox. P&G often uses simple emotional ads, while Unilever lowers this risk by using a more local style of message.
When consumers feel that sustainable product selections are tied to their local area or personal values, especially if they can see their money directly supporting a community project, they view them as more genuine. It’s a way to counter the impression that sustainability campaigns are not genuine, but rather shallow "fake greenwashing" (Ibrahim et al.,2025). The Unilever Compass and its Annual Reports analysis reveal the true financial explanation for this action. Unilever fights the Trust-Digital Paradox by showing the authenticity of its online stories with expensive actions and software hubs for transparency, such "Sketch Pro." This proof increases long-term sales and high brand value in purpose-based products, but it requires resources and reduces short-term profit (Rana and Kapoor, 2025).
The further examples of Hellmann's and Surf Excel demonstrate that Unilever's different premium methods are typical and not out of the ordinary. Another important issue is that Unilever is shifting its message from "Eco-Premium" to "Eco-Efficiency" in developed markets, and this can be seen in its AI tools, such as Hellmann's recipe bots. By making sustainable choices feels local and personal, as if people are directly supporting local social programs, the brand normalizes luxurious items in developing nations.
6.3 Theoretical Contributions
The dissertation contributes significantly to the academic literature of FMCG marketing, corporate sustainability and digital communication.
1. Extension of Signalling Theory in Digital Contexts: Using Signalling Theory to explain digital greenwashing across countries is an interesting yet important gap that this study solves. The theory specifically claims that low-cost digital signals, like straightforward green-looking designs, are no longer effective, while high-cost, facts that can be verified like transparent and verifiable supply-chain data, are what now make claims about digital sustainability reliable when people are likely to be doubting online messages (Serhan and Zhang, 2025).
2. Conceptualizing the Trust-Digital Paradox: The Trust-Digital Paradox simply says some marketing strategies and consumer trust are contradictory. This concept is clarified in a recent paper, which also shows that algorithms alone can't fix the paradox. In fact, for digital claims to be valid, high levels of operational transparency is needed. 
3. Cross-Cultural Adaptation of the SASSY Framework: By carefully comparing the UK and India, this study increases the usefulness of SASSY. SASSY stands for Younique personalization, Superior Science, Agility, and Sustainability. According to research, "Younique" personalization should address more important social and cultural issues in addition to product choices. This means that there is a clear framework for localising global brand purpose (Imane & Rabeh, 2025).
4. The Weaponization of Digital Transparency: Our study shows that big global companies aren’t using costly transparency tools—like blockchain or real-time carbon tracking—just because people want eco-friendly products. Global companies also use transparency to avoid other competitors from entering into strict ESG markets. This means transparency serves as both a trust signal and a market control tool.
5. Navigating the AI Marketing Paradox: This study contributes to marketing research on machine-generated green messages by pointing out that AI often fails. The results suggest AI only adds value to sustainability marketing when it changes out of a productivity phase into an empathy phase – where it stops creating mass ads and starts offering personal, helpful solutions for people’s environmental concerns.
6.4 Managerial and Strategic Recommendations
The market experts, FMCG executives and international brand managers and the analysis carried out in this dissertation will generate qualitative insights that will be used to provide the strategic implications.
1. Decentralize Sustainability Command Centres: Multinational companies have a significant problem with global environmental campaigns that try to use a single approach for all regions. Regional marketing teams need to have the necessary resources and the freedom to develop sustainability claims that reflect local issues. In simple terms, ignoring the deeper factors, like community infrastructure, will not allow emerging markets to succeed based on Western carbon metrics.
2. Invest in High-Cost Digital Verification Hubs: Investors do not easily trust green claims by companies because corporate greenwashing often shares information that sounds more eco-friendly than it is. This false message is harmful because it helps products gain undeserved public approval and misleads people about the environment.
· Harmonize Operational Reality with Marketing Claims: Nowadays, authenticity comes from genuine actions, not cunning marketing strategies. It is something that a firm has to prove via its actions, rather than something that can be created with advertisements or appealing statements. Authenticity has become an operational result and not a marketing fabrication.
3. Accept Short-Term Margin Compression for Long-Term Equity: Top companies usually believe that a product with a strong brand value, trustworthy dealers, good design, or attractive packaging would do well. However, merely changing the pack or adding a green claim will not work. When branding becomes simply buying and selling designs, the quality drops. Any new claim, design, or pack must be credible in order for the product to succeed. 
4. Align Sustainability with Macroeconomic Utility: Green or sustainable FMCG items can no longer demand higher costs, according to surveys. Due to inflation and the cost-of-living crisis, many luxurious coatings have gone away, and brands increasingly utilize plain clear PP. This means that sustainability ads need to be redesign such that the product provides the consumer with an instant use-value, such as financial savings or social assistance. Digital tools can assist reduce waste because consumers in developed markets care about being environmentally aware.
6.5 Limitations of the Study
This qualitative research reveals compelling and practical insight, but it is important to keep a few limitations in mind. A large part of the research data is drawn from secondary archival data sources that include a disclosure of corporates and market intelligence reports.  Never let your data speak alone, ensure they are rigorously triangulated or supported backed but, corporate documents (Annual Reports to be specific) have a temptation of corporate framing or spin (Azhar, 2024). The strategy also tackles "digital ephemerality," where many digital campaigns do not last long and keep disappearing after a while. Thus, tracking them digitally for long becomes tough under this type of plan. Through the case study of Unilever (a multinational company), the dissertation compares Global Brand strategies in two geographic settings (UK & India). As a result, some findings may not be entirely universally generalizable to vastly different sectors of industry.
6.6 Future Research Directions
This dissertation’s findings and limitations open several key areas for future research:
· Quantitative Conversion Studies: An upcoming consumer survey for a local sustainable campaign will keep an eye on the number of individuals who go from merely watching the campaign online to actually making a purchase as a result of it.
· The Impact of AI Regulation: As AI is rapidly changing marketing strategies, understanding the new and difficult AI regulations and their effects on targeted green marketing can help gain insight into the future of digital corporate communication (Choudhury et al., 2025).
· Expanding the Comparative Scope: This simple research plan must be adopted in future studies based on people’s views and experiences which compare FMCG digital sustainability strategies across very different markets. One such use can be comparison of US with emerging African economies which can test out localized version of “Green Codes”.
6.7 Concluding Remarks
It appears that a number of FMCG giants discovered during the COVID-19 outbreak that being transparent is the most effective marketing tactic available now. In addition to engaging in meaningful marketing, brands will also stand for clear transparency and authenticity. The days of businesses using green logos to win over customers are long gone. Because of its growth, customers now have a voice and a magnifying glass thanks to advancements in digital technology.
Compared to most UK supermarkets and Indian West Asia, Unilever is fare better than most. The understanding of global purpose and the required cultural knowledge, as well as a combination of digital claims with backed up fact, will define the future of FMCG brands.
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Abstract     At present, the FMCG world is experiencing a  change   described as “double  transition”, with citizen - consumers laying the foundations for a digital - first  architecture while increasingly engaging with the environmental transition.  The dissertation  analy se   how Unilever, one of these  FMCG’S , move away  from both the mass broadcast approach and the sustainability marketing to  digital targeting sustainability marketing in the UK and India which are two  markets with  different   socio - economic differentials. This research asks: how  and in what way is the “Trust - Digital Paradox” driving computational  propaganda and hyper - personalisation to lead not only to active “deep - state”  push - back but also charges of “digital greenwashing”?    This study used a qualitative case study approach, guided by the interpretivist  paradigm ( one   should   understand   them   by   focusing   on   their   unique   meanings,   emotions,   and   experiences. ) .  cross - checking   of responses refers to the  different methods the authors used which were  supported by   Market  Intelligence. This research organizes “Green Codes” Unilever methodically.  The research that only using one global narrative  doesn’t work well in  business . Importance of hyper - localisation. In the competitive market in the  UK, Unilever shows how to use “Systemic Accountability” and “Carbon  Literacy” because of their semiotic framework being deployed and grounded  in science/supply chain evidence. On the othe r hand,  Unilever employs codes  of ‘Grassroots Empowerment’ and ‘Social Equality’ for the emerging India  market.   The study finds that unlike all other  studies;   The author notes that the strong  impact of charged emotions and personal information does not rely on  framing; it is created by the unique interaction between these two factors.  Perhaps the brand should face accusations of greenwashing due to its  extensive   emotional campaigns, but it shouldn’t face repercussions as harshly  as Unilever  has.   The   decentralized policy of Unilever mainly helps the  company to generate a very sustainable and strong competitive edge against  such against that is very strong.              

