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[bookmark: _Toc120734909]1.0 Introduction
The customer goes through some certain steps when they have a need or a problem which is to be realized with most suitable solution. They actively engaged with the product or service   which gives maximum satisfaction for their expenses. The combination of significant steps can be defied as the customer journey. The ultimate purpose of the customer end-to end journey is to offer a golden user experience for all customers through every channels, devices and touchpoints during their journey (Maechler et al., 2016).  The sound understanding of customer journey allows to have a holistic view about the customer during the critical decisions. The customer’s experience with the product or brand spans different people and touchpoints of content and happens with the time.
Customer journeys consist with four different phases as search or problem, discovery, conversion and ongoing usage. Customers interact with the producing company of the good which they used in all these phases. First three steps can be defined as the journey of buyers and the sequence of the steps can vary according to the market or product.  In the search or problem stage customers realized that they have an issue and start to find a better solution. Customer might do research for their issues during problem phase and find possible solutions through different communication channels. Marketing strategies of the product play a significant role   for both consumer and producer in this phase. Once customer aware with the product they get educated about the product by themselves during this education phase. It can be defined as the discovery phase also. Simultaneously, customer compare the product with the substitute which they have as an option for their possible solutions. Further customer investigates some key features of the product when compared to other products. Generally, the customer interacts with the content of the product and sales during this phase and probably they might try the product. Customers take the decision to sign up or buy the product and take the value from it during conversion phase. Once customer decide to buy a product and become an active user of the product conversion may happen in a sales- led process. Conversion in a self-service model is far different from the sales led process and it happen when the customer signs up, try or gain value from the product before they pay for it. Accordingly, conversion can happen in different ways within same product for several persons. Distribution and customer support important in the phase of ongoing usage as the final phase.
All four phases and the interaction enable to improve the relationship with the customers and reinforce the product value.
The report will discuss about how Unilever touch their customers in order to give grater experiences in their end to end journey as the well-established and reputed business throughout the world.
[bookmark: _Toc120734910]2.0 Market Overview of the Unilever
Unilever as a well-established and strong business in the world, it is recognized by the global customers for their day-to-day usage. Unilever has obtained the market for wide range of product with many successful brand. It is around the 400 brands and they are in a mission to do good in globally with Unilever brand. Most of the products are fast moving consumer goods that purchase as essential or non-essential goods such as food, drinks, lotions, soap and pampers etc. Number of brands of Unilever represent the different product categories like beauty and wellbeing personal care, home care, foods and nutrition (Uniliver,2021).
Table 1 - Product Portfolio
	Product Category 
	Unilever Brands 

	Beauty and Wellbeing
	Dove, L’Oreal, Sun silk, Clear, Ponds, Vaseline, Magnum, Rexona,  Lux, Axe

	Personal Care
	Deodorant, skin cleansing and oral care brands: Dove, Rexona, Axe, Lux,  Lifebuoy and Pepsodent

	Home Care
	Cif, Comfort, Domestos, Omo

	Foods and Nutrition
	Blue Band Margarine , Lipton, Walls Ice Cream
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Figure 1 - Unilever products
More than 2.5 billion people utilize Unilever products to feel and look better and get more out of life. Moreover, Unilever brands are trusted popular among all 190 of countries in the world and it has grown as a one of most successful company in the world (Kathrin Jansen, 2016). Revenue of the Unilever is about 53 billion EUR in 2021 and over 55% of business is in emerging market (Unilever, 2021).
[bookmark: _Toc120734911]3.0 Common practices that can be used by the companies to offer greater customer experiences in customer end to end journey
According to the latest literature, more than 80% of customers believe that the brand provides a great experience (Mehta. and Tariq, 2020). Majority believe the brand is important as same as the product or service while some others are neglecting about the brand. In such case companies tend to enhance the brand loyalty against competitive brand. The ultimate purpose of the brand loyalty is achieving a sustainable development through maximizing their sales and the profit in a various channel (Gohmann et al., 2005).  In the traditional business approach customer journey consider as a linear which start from entering to the system and ending where at the point of purchase. Recently it has identified as much complicated relationship which did not ending at the purchase and consider the re-entering steps also. Customer end to end journey is much data intensive process. Without taking it as much complex, companies can fixate on one to one concept rather getting it as a whole unit. Accordingly, it can be divided in to several steps as friction reduce, rethink about the customer’s journey, develop a data strategy, personalized and enables all teams.
[bookmark: _Toc120734912]3.1 Reduce Friction  
As emerging the modern innovative buying process, it may include more steps. In order to facilitate the customer journey smoothly it is essential to reduce the friction through simplifying the touchpoints. Herby company can keep buyer on their track and they might incorporate guided walkthrough, replacing email or phone with live chat or streamline onboarding procedures. Further it is essential to take the decision based on the customer’s real feedback and should help to take aware about the all information of the product that they need (Lemon and Verhoef., 2016). Moreover, should ensure the customer trust that they have taken the most appropriate decision with their product. They can use several marketing strategies like same – day delivery, curbside pickup and buy online as a simplification of touchpoints in digital retail.

Real World Application with DOVE
Dove as a well-established brand under the umbrella of Unilever beauty and wellbeing products it targets all women in each age category above than the 18 years old. Dove specially focus women who are in middle class and upper middle class and want feel confidant through the beautiful in their bodies. Also they target the female who valuate the beauty and wellbeing products. In order to achieve the better return through reducing the friction, it is necessary to mapping customer journey as the first step and thereby should identify the critical issues where need the more attention. 
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Figure 2 - Dove
Table 2 – Journey - Dove
	
	Awareness 
	Research
	Purchase
	OOBE

	Activities
	Offline adds (Tv, Magazine,)
Online adds (Banner, Display)

Word of mouth (Friends, Professionals)

Sponsorships (Logo Display)
	Ask for friend and beautician 
Visit super market and retail stores (Saloon)

Ask for free samples 

Visit the online community 
	Shopping malls, E –commerce sites, retail stores, Online platform 
	Gift cards, Games, Quizzes, Online contests, Special offers: free samples for loyalty customers 

	Motivations
	Compelling ads (Products for natural beauty, feelings elegant
, classy)

Impressive stories
	Sound understanding about the product (wide selection, affordability, benefits)

Current trending to purchase best products
	Additional Information

Loyalty plans
	Being a part of community through campaign

Contest prices

	 Questions
	Are these products good in quality?

How much does it cost?
	Greenwashing or Oil care?

Is there any side effects?
	Does it really work for me?

Is it really worth?

Do I need it?
	Is it an exciting experience?

What is the value of this?

	Barriers
	Limited digital access 

Blocked media 
	Expensive price
Missing product for specific needs. Ex. Oily hair bad reviews online
	Not satisfied.

Bad buying experience

Bad packaging

Not enough information

Don’t like the product

Don’t feel comfortable
	Waste of time: not interesting
Reward is not enough



Table 3 - Dove touch points of Digital Channel
	
	Awareness
	Research
	Purchase
	OOBE

	Website
	In store promotions
Coupons
Magazines 
Amazon, Ebay
	Dove science: 
dermatologists advice
Rating & Reviews 
Videos
Ability to compare
	Redirect to retailers
Promotions: 
latest offers and insider programs
	Games and quizzes
Tips
Contests: 
Caring coach award
Stake your claim in the shower

	Mobile
	Link the mobile version on the website
Partnerships with other apps (beauty care)
QR codes
	Info
Reviews
Articles
Videos
	Redirect to retailers
Dove insider program
	Social community
Real beauty
Dove messenger 

	Social, email, chat
	Twitter and FB:
Feel beautiful for
One shower challenge
You tube 
Dove legacy
Self-esteem videos
Pinterest & Instagram
	Ask questions on Facebook
Sharing thoughts and opinions
Commenting on videos and promotions
	Influences people to buy certain products based on comments and reviews they see online
Link to a retail website 
	Real beauty
Self-esteem projects
Sharing experiences
Campaigns 
No mere bad hair days

	Non official chat
	Online blogs
Word of mouth (gossips)
	Forum community:
Additional insights
Reviews 
Compare
Professional options 
	Can potentially influence the purchasing process and the buyers decisions
	People are able to independently share their experiences (good or bad) with each other



Through the better understanding of Dove Customer Journey, it can be highlighted some special points. The Most Important Stage of Dove Journey – phase of post – purchase is most important in the journey since it is about the customer opinion about the product quality. Once they satisfied with Dove they tend to start make others aware about the brand.
Least Important Stage of Dove Journey – as the Dove is well established brand all over the world, it is not much necessary for Dove than effort required by promoting a new product (Rodgers, 2020). Stage Where the Customer Get Stuck -  Pre purchased stage is about the customer opinion about Dove. Once customers satisfied with Dove they tend to make other aware about the brand quality. This stage is highly critical since there are high potentials to get lost the customers as they have variety of choices and prices (Rodgers, 2020). Accordingly, it is essential to understand why people select other brand over the Dove and how do Dove establish the brand loyalty. Promotional campaign, discounted price, free sample are some possible solution that can be used to reduce the friction. further, dove can develop innovative product for various types of natural skin, hair and for hair with treatment.  
[bookmark: _Toc120734913]3.2 Rethink About the Customer’s Journey
This aspect allows companies to reach the customers and ensure the make their product available everywhere which consumer expect to reach the product. There are numerous ways to meet customers like offline advertisement: billboard, radio, television, and mobile search, mobile app, social media, adding items in to online carts, paid advertisement, live chat, phone calls, promotional events, conference, trade shows, in store visits and loyalty programs etc. As many ways available to reach customers, it is possible to missing some touchpoints. Look at the touchpoints in costumer’s perspective help to control up to certain level (Halvorsrud et al., 2016).
Real World Application PONDS
The market was acquainted with PONDS since 1846. Initially Pond was popular for “Ponds Clod Cream” which focused on deep cleansing. With the time Ponds innovated several products with altered concept of “Everlasting Beauty”.  In 1950 they have introduced the “7’ Day Beauty Plan” to delight their customers. Ponds has not limited with those and investigated the consumer needs deeply (Tran and Seleznyov, 2008). Also, Ponds has identified their success in marketing program through consumer behavior. Thereby they found the upcoming consumer trends in the product. As a result of that, Ponds move beyond their initial products of all skin care, fairness and beauty and developed product which aiming the anti-aging, oil control, ache control and lightening products for their customers. Accordingly, Ponds proven that they always ready to change as they prioritize the consumer needs and wants. Further it proves that Ponds revisit the customer need time to time.
As example “Ponds Age Miracle Cream” is a product of Unilever family which focus middle and high class females who cannot afford expensive medi - care treatments during the adulthood. During 2008 to 10 Ponds were targeting to impress husbands and promise to deliver result within 7 days. The product promises to offer 10 year’s younger look to woman who crossed 35 years old. As Ponds need to maximize the satisfaction of customer journey they offer few other products which compatible with age miracle cream. They as Pond’s age miracle daily regenerating facial foam, Age miracle cleansing tonner, concentrated resurfacing serum, Dual eye therapy UV, Resurfacing day cream and Age miracle overnight repair cream.
With the anti-aging miracle, Ponds highlighted the importance of attain a high self-esteem and empowered women. Globally it is recognized that economically empowering women makes progressively influence on families and their surroundings.  
When considering the expenses of marketing Pond used the computerized battle to create buzz about the Ponds age miracle since high expenses in conventional media. Further implemented a visually impaired trials among ladies to make them aware about the product. Unilever has used the Facebook as a marketing instrument in Asia. As example, nearly 10,000 of women followers are there in the city of Bandung in Indonesia and Unilever used the area to create dandy and tailor made Facebooks activities like entreating, recreation, conjuring and to achieve more young Asian ladies (Summaya, 2017).
Further, Ponds can grab customers through awareness campaign another social media like Twitter, Instagram etc. Focusing on the women empowerment by advertisement can be suggested as better solution than promoting the product directly. Addition, Ponds initiated a creative marketing strategies to catch customers during their journey.as example spouses were invited to submit affection stories and advertise them in weekly in a neighborhood magazine. It indicates women became more flawless and shine with the use of age miracle. Also it highlighted that the product helps to enhance confident in their professional careers by being more energetic and looking younger.
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Figure 3 - Ponds age miracle
[bookmark: _Toc120734914]3.3 Develop Data Strategy 
Maintain a data set which directly relate to the costumer journey helps to take understand about potential interactions and friction points.as an example collecting data on customer survey, social media engagement, keyword search is most valuable for the customer awareness. Moreover, understanding about the consumer interaction with the brand allows more opportunities to invest on most trackable strategies. 
Real World Application WALL’S 
Unilever is one of largest Ice cream manufacture in the world as they hold about the 18% of market shares. In such case Wall’s is the famous ice cream brand owned by Unilever. To have sound understanding about the Wall’s market SWOT analysis is a best tool. 
Table 4 - Wall's Ice Cream SWOT
	STRENGTHS
· Financial Stability 
· Superior Quality
· Wide Distributed Marketing Channels 
· High Consumer Demand
	WEAKNESSES
· Perishable in Nature 
· Not use the Pure Milk for Production
· Less variation in Taste

	OPPORTUNITIES
· Can Come up with Various Taste 
· Can Develop Luxury Brand Available in Their Parlous 
· Expand the Market and Product Line to Fill the Market Gap in Diet Ice Cream

	THREATS
· Competitors with
· Lower Price
· High Market Share
· Various Flavors
(Ex: Gourmet, Ormore, Nestle)



To get sound understanding about the target market Wall’s cornetto has segmented the market in to several parts (Ardiansyah, 2014). Accordingly, they set off the customers according to their common needs. Commonly, Walls target the mass market since ice cream will always be a mass market. They have categorized the Ice cream products in to three main categories as impulse items, In home, and bulk pack. Impulse items mainly focus teenagers and kids while bulk pack focus the hotels. Liter and half liter packs specially produce for the home consumptions. Beside of those strategies Wall’s have wide range of products from the lower price to higher price. As example they introduce dessert like “Magnum” and Cornetto for premium prices while “Rainbow” for lower prices. Unilever is the world’s largest manufacturer of ice cream which in fact holds almost18% of the global market share.  Wall’s is an ice cream brand owned by the Anglo- Dutch food and personal care conglomerate Unilever.
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Figure 4 - Wall's Ice Cream
[bookmark: _Toc120734915]3.4 Personalize
According to the literature about 80% of consumers tend to buy a product or service which offers personalized experience in their end to end journey (Pappas, 2014). Once the company can understand the customer’s routine it is easy to personalized the experience.  Artificial intelligence, IT devices and web content management can use to offer personalized customer experience while giving many benefits for the company. It enables to automate the basic without human intervention within short period of time, provide quick response to fast customers, tract important metrics for long-term sustainability, understanding about why customers leave the product or brand, identify the consequences in key customer activities and so on.
Real World Application L’OREAL
L’Oréal is a one of luxury brand in the top cosmetic brands. It focuses skin care, haircare, hair color, self-tanning, makeup and styling. Product rage which targeting men is small in L’Oréal.  
Though the L’Oréal is a luxury brand, it has become a household name due to the high quality and give results that its range of promises. When some brands get started their promotion through mobile, L’Oréal has stepped on to the next phase. They believe the product personalization. According to the studies conducted by researchers found out that more than 110% of consumer willingness to pay for additional items when they experience the personalized shopping (Pappas,201). In addition, retailers couldn’t personalize the market communication since they poor in consumer data management. 
But it is easy to personalized the product for market leaders like L’Oréal and already they have move to it. L’Oréal has introduced “Perso” as the beauty giant for home Consumer in electronics show. Further, they use app for face scanning and thereby L’Oréal analyze their consumers’ skin and environmental where they lived. “Perso” blends personalized products for skin care through robotics and it is highly demanded. It uses artificial intelligence to decide the formula according to the skin characters and environmental factors. In addition, L’Oréal has introduced the personalized lipsticks, foundations by allowing women to design several shades of lipstick as per their skin color. It is trending on social media like Facebook and Instagram these days.  
L’Oréal as one of most successful brand coming under the Unilever products they always be with their customers by being a partner in each steps. They push customers to maximize their satisfaction through “Sailthru” instead of push them to buy. Accordingly, L’Oréal use smartest technology to offer highly personalized products to their customers through different touchpoints and different channels. 
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Figure 5 - L’Oréal
[bookmark: _Toc120734916]3.5 Enables All Teams
Some organization maintain separate department for customer experience and serving customers separately since they have barriers in effective collaboration. It may vary within the company or between different companies as they have different policies.it may lead to scattered interactions, increase friction for consumer, disconnected process and for the repeating the task.
It is a negative point for offering a customer end to journey. Dedicated customer experience team is best solution to reduce relevant bottlenecks. Further it allows to obtain more value for company without having additional works for employees.
Real World Application with food and beverages marketing of Unilever to children 
Though advertisement and other marketing strategies help to inform people about the product, brand and their innovations, it is necessary to follow international standards and recommendations to build brand loyalty in long-term. It is only tiny part of the marketing strategies used by the Unilever to touch their customers as whole group. Unilever Proudly stated that they were the first team who applied the principles for the foods and beverages marketing to children and they have updated it over the years. Unilever published their latest context about obesity of children, the impact of social media in April 2022.
The main evolution being that it takes account of an increased age threshold use to define a child, i.e. 16 years. They not targeting any paid marketing communications to children less than 16 years old. As example there is no any marketing communications for targeting children via the television or other measurable   mass media. Though children under 16 years old represent more than 25% of the audience.  Although they will plan to target demographic based on the media plan along with digital platform policies. All foods and beverages product brands under Unilever group which responsibly made for children follows the highest nutritional standards of Unilever. As example, total sugar level of ice cream limit under 12grams per portion produce for kids. Further, it maintains the 110 of kilocalories or less per portion.
[bookmark: _Toc120734917]4.0 Conclusion
When companies put their concern on customer experience, they highly believe the touchpoints in customer’s end to end journey. Addition to that, majority of customers believe that the brand provides a great experience it is necessary as same as the product. As a result of that, companies always try to ensure the customer happiness with their product, customer service, marketing materials or sales staff. Unfortunately, some companies lose their profit shares in customer churn since they neglect the issues related to customer experiences in every year. Accordingly, companies measure their performance through isolated metrics or touchpoints rather having an understanding about it as whole. Though some business highly relies on metrics, it is difficult to derive strong justification for critical issues since data is insufficient to understand about their customers.  In such case, it is necessary to examine customers individually and investigate the root causes of the various products markets. The Unilever as a company, which holding many well-established brand, they have taken the strategies to entertain the customers in long term. Within the Unilever group some brands like L’Oreal is highly personalized while some products are not. which deeply focus on their customers’ expectations. Thus brands should review their own channel strategies to ensure that their products are compatible with the needs of the customers since it is not possible to apply strategies in same way for different brands and products.
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