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[bookmark: _Toc212165922]Introduction 
Unilever can be regarded as one of the most efficient multinationals in the consumer goods industry and is active in over 190 jurisdictions (Murphy and Murphy, 2017). The company was established in 1930 and produces many products, including food and beverages, personal care, household care and health and wellness products. Some of the famous brands within the company's portfolio are Dove, Ben and Jerry, Lipton and Hellmann. Having more than 160 years of experience, Unilever's products have become part of the everyday lives of a significant percentage of the world’s consumers (Tien, 2019). 
[image: Unilever Tree Chart]
Figure 1: Unilever Business segments
Source: (Market, 2022).
The corporation has gradually incorporated digital changes and innovations, which are based on artificial intelligence, into its operational systems, and this has made it an appropriate topic as an object of study in the context of design thinking and innovation processes. The fact that it diversified its product line makes it easier to conduct thorough consumer experience analyses in its various segments, including personal care (e.g., Dove), food (e.g., Hellmann’s), and health and wellness (Iglesias et al., 2023). With a keen attention to consumer needs and the alignment of its products and services with the overall society requirements, including climate-related concerns and social justice, Unilever aims to establish consumer loyalty and persistently work towards the maximisation of operational efficiency.
This report will include the examination of the current innovation strategies at Unilever alongside relevant models like the Innovation Ambition Matrix and the existing consumer flow. Moreover, it will suggest a digital transformation project aimed at improving user experience, as well as the competitive advantage of the firm in the market. With a deep understanding of central and peripheral innovations, this paper seeks to shed light on how the Unilever company has incorporated the concept of design thinking in its operational processes, thus adjusting to the changing consumer demands and technological advances.
[bookmark: _Toc212165923]Key consumer trends and industry trends impacting Unilever
Unilever does business in the consumer goods industry, exists in a dynamic environment that involves fast-changing consumer behaviour and business conditions (Tien 2019). The trends that have a significant impact on Unilever's strategic path are outlined in the following analysis.
[bookmark: _Toc212165924]Consumer Trends
[bookmark: _Toc212165925]Sustainable and Reliable Consumption.
Modern buyers are more concerned with the sustainability of products; they choose those that are environmentally neutral and manufactured in the spirit of ethical standards. According to Helinski et al. (2025), 73 percent of consumers will hypothetically pay a higher price for a product offered by a company that focuses on environmentally friendly work. Unilever has ensured that at least 100 per cent of the Lipton tea brands are sourced sustainably, cutting down on plastic and implementing refillable packaging systems like the ones done by Dove (Lawrence et al., 2018). Sustainability has therefore ceased being a consumer craze and has become a strategic mandate.
[bookmark: _Toc212165926]Health and Wellness
The growing focus on health and well-being has prompted a significant movement towards the healthier, more natural and plant-based products. According to this trend, Unilever has purchased The Vegetarian Butcher to harness the increasing popularity of plant-based proteins and has reorganised its line of products to cut down on the level of sugar and fat (Chandra and Jatmika, 2023). Such a change of strategy is slowly transforming what Unilever offers as people are now demanding foods and personal-care products that provide holistic support for their health.
[bookmark: _Toc212165927]Individualisation and Customer Experience.
The current customers want personalised products that can be provided via advanced digital media. Unilever has incorporated big data analytics and artificial intelligence to offer product recommendations and marketing messages on a personalised basis. For example, Dove's customisable online campaigns provide a feeling of personal identity (Unilever, 2024). With the increasing pressure on demand for customisable products and services, Unilever's ability to deliver these experiences is a key point of difference in retaining customers.
[bookmark: _Toc212165928]Industry Trends
[bookmark: _Toc212165929]Digital Revolution in the FMCG.
Gallo et al. (2020) explained that the COVID-19 pandemic has increased the pace of e-commerce, radically changing the fast-moving consumer goods industry. Buyers digitally prefer shopping and interactions. To increase its coverage, Unilever has adopted this change and increased its direct-to-consumer (D2C) sales by involving e-commerce sites like Amazon. At the same time, to increase operational efficiency and customer experience, the company is investing in AI-based demand forecasting and supply-chain optimisation solutions (George and George, 2023).
[bookmark: _Toc212165930]Sustainability and Circular Economy.
Reckoning of the environment has been the driving force behind a shift to a circular economy. The fact that Unilever is determined to reach its goal of zero waste in landfills and switch to 100 percent recyclable packaging by 2035 is proof of its compliance with this macro-trend (Unilever, 2024). Furthermore, the company uses circularity in its business by creating products with reuse or give-back features, including refillable bottles, that reduce garbage and are attractive to a different consumer segment, the environmentally conscious ones.
[bookmark: _Toc212165931]Supply Chain Technological Innovation.
Natarajan et al. (2021) explained that artificial intelligence, blockchain, and the Internet of Things are revolutionising supply-chain paradigms. Unilever can use these technologies to streamline product traceability, responsible sourcing, and product inventories. For example, end-to-end provenance transparency of raw material through blockchain can solve the issues of responsible sourcing that both consumers and corporations are concerned about (Lieu et al., 2021). Such technological developments also improve supply-chain efficiencies across the world and reduce wastage.
[bookmark: _Toc212165932]Regulatory and Policy Changes.
The world's governments enforce strict policies regarding packaging, sustainability and food making. The sugar tax policy and plastic ban are part of the policies in the United Kingdom and the European Union that require firms, including Unilever, to redesign their products and become more environmentally conscious. Unilever, in turn, has lowered the sugar levels in some of its food lines and has introduced packaging technologies, which help to reduce the adverse impact towards the environment (Unilever PLC, 2023).
[bookmark: _Toc212165933]Part 1: Analysis of the organisation’s approach to innovation 
The Unilever innovation strategy is based on sustainability, digitalization, and consumer-focused product development. Sustainability is one of the key pillars of the innovation at Unilever, where its targets include zero waste, carbon neutrality, and 100 percent recyclable packs (Laursen and Andersen, 2023). The company is also targeted to achieve eco-packaging and sustainable sourcing in its product lines including Dove, Hellmanns and Ben and Jerrys. 
Online marketing is a vital element in Unilever's innovation. The company applies AI to serve or target ads, including the example of Dove, which targets ads depending on customer information (Hu, 2023). This artificial intelligence and data mining can assist Unilever to be more personalised in its campaigns, which would result in more customer loyalty. The existing innovation practice at Unilever portrays its resilience to operational efficiency, customer satisfaction, and the environment, which is necessary for the assertion of market leadership.
[bookmark: _Toc212165934]Innovation Ambition Matrix
A framework that groups and evaluates the innovation activity based on its degree of novelty and impact is the Innovation Ambition Matrix (IAM), an invention of Govindarajan and Trimble (Pichler, 2025). The matrix divides the innovation into three levels: This part applies the Innovation Ambition Matrix to the innovation strategies of Unilever; it presents the way the company manages to maintain a balance between core, adjacent and transformational innovations in its product lines and business operations of the company.
[image: ambition matrix original]
Figure 2: Innovation Ambition Matrix
Source: (Pichler, 2025).
[bookmark: _Toc212165935]Core Innovations
Core innovations work to improve existing products, optimize existing operations, and add value to consumers in existing markets. Innovations play a critical role in enhancing market leadership, operational efficiency, and staying in line with consumers' evolving tastes, which is the case in Unilever. Product reformulation, sustainability, and digital marketing enhancement would be the significant product innovations at Unilever (Tien, 2019).
Sustainable Packaging: Unilever is also making major efforts to promote sustainable packaging, as it is one of the key elements of the core innovation strategy. The company has ensured that its plastic packaging materials can be recycled, reused or composted by the year 2035. Dove, Hellmann's, and Ben & Jerry's companies are changing to refillable packaging and considering adopting plastic options, including plants (Unilever, 2024). This not only meets the requirements of consumers who want less environmentally unfriendly products, but it also contributes towards Unilever keeping pace with the increasing environmental regulations in the world. In other cases, such a concept as Dove transitioning to refillable deodorant containers can be regarded as a solution to the necessity to create a sustainable personal care product and allow the brand to maintain its reputation while also introducing a circular economy (Lieu et al., 2021).
Product Reformulations: Unilever has also concentrated on product reformulations to meet consumers' changing preferences, especially with the increasing concern regarding health and wellness. Such brands as Hellmann's and Knorr made their products less sodium and sugar-rich (Nacchia and Massaro, 2017). This will accompany the growing need for healthier food products with a higher nutritional value. For example, Knorr has promised to provide more plant-based and organic products that serve the needs of health-aware and environmentally conscious consumers. These innovations in the current lines of products enable Unilever to respond to changes in consumer demand without necessarily having to be radically innovative (Reza, 2020).
AI-based Marketing: The second core area of innovation is digital marketing, which Unilever has incorporated AI and machine learning to improve consumer interaction. For example, Dove is adopting personalised advertising, which is recommended by consumer information, to establish emotional connections with its customers (Dove, 2022). Through AI-driven insights, Unilever can make its campaigns specific to each person, enhancing consumer loyalty and brand equity.
[bookmark: _Toc212165936]Adjacent Innovations
Adjacent innovations build on current capabilities and make them available in new markets, product lines, or customer segments (Pichler, 2025). These innovations will help fill the gap between Unilever's core business and more radical, transformational innovations that have the potential to redefine industries. The adjacent innovations of Unilever focus on new product categories and expansion into unexploited markets, specifically in plant-based foods, health and wellness, and direct-to-consumer (D2C) models.
Plant-Based and Health-Based Products: The plant-based food market is one of Unilever's major adjacent innovations of Uni18. The company became the target owner of The Vegetarian Butcher, a step into the new market of plant-based meat substitutes (Hu and Zeng, 2024). The acquisition allowed Unilever to access the growing demand for vegan and vegetarian products. Ben and Jerry also introduced non-dairy ice creams, which serve a larger range of health-conscious consumers. Diversifying its products into new ones means that Unilever is responding to consumer demand and winning a competitive edge within the plant-based foods industry (Davids and Frenken, 2018).
Unilever and Direct-to-Consumer (D2C) Model: Another related innovation Unilever could develop is the creation of direct-to-consumer (D2C) strategies. Unilever has been investing more in online platforms and digital technology to use them to interact with customers. The company's collaboration with Amazon and other online retailers allows customers to shop for products through the platform (Anand, 2021).
Sustainability and Circular Business Models: Unilever has engaged in sustainability, which has seen it apply the concepts of circular business models in several product lines. For example, the company's Sustainable Living Plan is dedicated to enhancing the sites' brands' sustainability as Dove, Hellmann's, and Knorr (Murphy and Murphy, 2017). Refillable packaging or recycled materials are now used in these brands in reaction to consumers' increasing worries about waste and the environmental effects of packaging. By incorporating the principles of the circular economy into its business processes, Unilever is making sure that its goods will not become irrelevant when people are paying more attention to sustainability (Sabtika and Marlapa, 2024).
[bookmark: _Toc212165937]Transformational Innovations
Transformational innovations are radical, disruptive innovations that change the business model or markets. In the case of Unilever, one of the transformational innovations that should be considered salient is the creation of an AI-based Sustainable Product Customisation Platform. This platform would allow consumers to customise their products according to personal preferences and sustainability goals (Bashynska and Prokopenko, 2024). Though the idea of personalisation is already widespread in industries like fashion and beauty, Unilever's platform would incorporate the elements of sustainability, such as plant-based products, recyclable packaging, and ethical sources, at the point of purchase.
The platform will utilise AI and machine learning to provide personalised product recommendations and, therefore, generate a personalised and smooth shopping experience. It would also include real-time sustainability monitoring, which would enable the customers to understand the carbon footprint and environmental impact of their desired products (Chikwendu and Emeka, 2025). This transparency would promote more environmentally friendly decision-making, which is becoming an important factor for the modern conscious consumer. This innovation would also bring in new business modalities that include subscription to the daily purchases of products, dynamic pricing, and real-time demand predictions to optimise supply-chain performance and alleviate wastage (Ghaith, 2025).
Unilever can become the pioneer of sustainable e-commerce by providing personalised and sustainable products and creating a more committed customer base. Finally, the AI-assisted Sustainable Product Customisation Platform would not only become an agent of innovation but also make Unilever amongst the first companies to undergo a complete digital transformation and set a trend of being more digitally oriented and environmentally conscious, thus attracting more people to the digital world, yet conscious of the environment.
[bookmark: _Toc212165938]Customer Journey Mapping 
The Customer Journey Map describes the traditional customer experience with Unilever products, starting with the first exposure and continuing with the second engagement after the purchase. It emphasises the main steps of the process during which Unilever interacts with its customers and reveals possible ways of improving it.
The first point of contact between customers and Unilever products is social media, conventional advertising, and in-store demonstrations. During this phase, the major issues are an overcrowding of generic advertisements that are not always specific to a particular person's preferences, whereas the positive changes are an increase in brand awareness and a clear understanding of sustainability (Ahad et al., 2025).
The customer would then work with the e-commerce company or the physical stores of Unilever for the purchasing process. Difficulty navigating a large product catalogue and a lack of personalisation are some of the challenges that are presented in this regard (Tariq et al., 2025). On the other hand, knowledge of well-established brands is a relevant benefit to the consumer, and the benefits are expressed in terms of the quality of a product and its being environmentally friendly.
At the stage of product utilisation (such as Dove soap or Ben and Jerry ice cream), consumers might have problems with the lack of instructions on how to use it, or the lack of contact after sale; however, the level of satisfaction with the product effectiveness is high.
Customers who have purchased a product normally have contact with the customer service or loyalty programs. The constraints are seen as a lack of post-purchase interaction, yet the possibility of feedback and incentives concerning a repeat purchase is an important advantage.

Figure 3: Customer journey map (Self-made) 
[bookmark: _Toc212165942]Part 2: Proposed new digital transformation initiative 
A new digital transformation project to be offered to Unilever is that of coming up with an AI-based Sustainable Product Customization Platform. This platform would enable the consumers to tailor the products of Unilever according to their own tastes, requirements, and environmental friendliness, providing sustainable shopping experience on a personal level (Akhtar et al., 2025).
Presently, Unilever sells products in a vast collection, yet there is no platform where a person can customise each product individually among various brands and implement sustainability at each level as a part of the digital ecosystem of the company (Tien, 2019). This project would allow customers to customise their products according to their own needs (e.g. skin type, dietary preferences, product ingredients), as well as environmental friendliness (e.g. recyclable packaging, sustainable sourcing).
As an example, a customer can design a Dove body wash, choosing the smell, ingredients (organic, vegan, or cruelty-free), and packaging (e.g., a refillable or plant-based bottle). The platform would have AI algorithms to suggest the most appropriate product formulations depending on consumer input, which would have a very personalised approach.
The Sustainable Product Customization Platform built on the AI would also be integrated with the real-time sustainability tracking, to enable consumers to see the effect of their customizations on the environment, including the carbon footprint of the chosen ingredients and packaging options (Ahad et al., 2025). By making this information available initially, the platform will enable consumers to make better decisions that are more sustainable during shopping.
The platform can be implemented in various groups of Unilever products, e.g., personal care (e.g., Dove, Sunsilk), food and beverage (e.g., Knorr, Lipton), and home care (e.g., Seventh Generation). Such an initiative would position Unilever at an even higher level in terms of brand image as customers will be able to customise products in a manner that resonates with its sustainability ideologies.
[bookmark: _Toc212165943]Digital tools and technologies
The AI-based Sustainable Product Customization Platform will be implemented with the help of a range of advanced digital technologies that will provide a high level of convenience, customization, and environmental friendliness of the shopping experience.
Machine Learning (ML) and Artificial Intelligence (AI): The core of the platform will be AI algorithms that will analyse the input and give prescriptions of the product that will satisfy customer preferences (e.g., skin type, dietary needs) and the requirements of sustainability (e.g., organic ingredients, recyclable packages). Machine learning will assist in the optimization of the product recommendations, according to the previous customer activities and the tendencies in the personalization and sustainability worldwide (Ramachandran, 2024).
Augmented Reality (AR): The platform can connect AR tools, which will enable consumers to see and touch their customised product virtually and then buy it. As an example, through AR, customers would be able to see, touch, and smell the product, and make sure it meets their expectations (Jayawardana, 2025).
Blockchain: Blockchain technology will make the supply chain transparent, and customers will have access to information about the origin of ingredients and the sustainability of the sourcing process (Igwe et al., 2024). Recyclability of the packaging and carbon footprint of the whole customisation process will also be followed by blockchain.
Internet of Things (IoT): Product packaging can also apply IoT sensors to get real-time data regarding the sustainability level of the product once it is received by the consumer. As an illustration, the smart packaging may inform the customers that their product container is empty and has to be refilled to eliminate wastage.
Big Data Analytics: The use of Big Data will be instrumental in gathering the user preference, trends, and information on product customizations (Ghaith, 2025). The data will assist Unilever in its unceasing optimization of products, customer demand anticipation on customizations to optimize inventory management and supply chain.
[bookmark: _Toc212165944]Strategic fit
The Sustainable Product Customization Platform, powered by AI, fits perfectly the main values of sustainability, innovation, and consumer engagement of Unilever. Unilever has gone a long way in the direction of fostering sustainability and offering more environmentally friendly products to the consumers, yet this platform would push this to a higher level by combining the factors of personalization with the sustainability indicators.
Sustainability Goals: Unilever is already determined to reach net-zero emission and 100 percent recyclable packaging in 2035 (Unilever, 2024). This platform would support those objectives as it would provide consumers with the opportunity to choose sustainable packaging options and ingredients. The real-time sustainability feature would also enable consumers to make sustainable decisions, which would contribute directly to the environmental impact objectives of Unilever.
Customer-Centric Strategy: Unilever has always been keen on the experience of the consumer, and this platform is taking it a step further. Unilever offers a custom-tailored experience by enabling its consumers to design their products, which creates brand loyalty (Iglesias et al., 2023). The combination of AI, AR, and IoT will guarantee that customers can have the most informed and relevant experience and increase their attachment to the brand.
Competitive Advantage: Although, there are many companies that provide sustainable products, it is the opportunity to personalize the products with considering individual needs and environmental friendliness that makes Unilever stand out. This project will make Unilever a sustainable and innovative leader in the consumer goods market.
[bookmark: _Toc212165945]Enhanced consumer journey map
The Sustainable Product Customisation Platform based on AI is a fundamental change to Unilever's long-standing customer journey, as it offers an unparalleled, personalised, sustainable, and user-focused shopping experience. This digitalisation project would combine the leverage of artificial intelligence, machine learning, and sustainability indicators throughout the customer experience, thus making sure that Unilever not only meet but exceeds the modern consumer expectations (Akhtar et al., 2025).
At the stage of Awareness, the platform is presented to consumers with personalised digital marketing, targeted social media placement, and planned influencer partnerships. In contrast to traditional advertisements, these projects utilise AI-generated data to ensure that the message complies with the preferences of consumers who are oriented towards sustainable and customizable products (Wan et al., 2020). Unilever successfully targets environmentally conscious and health-conscious consumer groups in the earliest stage of its engagement by providing relevant product advice at the point of entry.
During the Purchase stage, the AI-based platform will allow potential buyers to customise their items on the spot. Consumers engage with Unilever in a way that extends beyond the normal transactional interaction by choosing the ingredients, packaging, and sustainability options, including recyclable packaging or vegan formulations. Integrating the concept of real-time sustainability monitoring will enable customers to make better purchases, cement Unilever's sustainable approach, and enable consumers to see how their choices would affect the environment.
The Usage phase gives consumers access to customised usage instructions and sustainability information. They can also access consumption tips provided on the best methods of utilising the products while remaining environmentally friendly. The resulting interaction through the platform increases the consumer's attachment to the Unilever brand values and interest in sustainability.
The Post-Purchase stage also enhances customer loyalty by introducing reward schemes that appreciate environmentally friendly actions like recycling, reusing, or buying environmentally friendly goods. A combination of loyalty programmes and feedback loops also ensures that Unilever constantly acquires insights that it continually uses to improve, thus spearheading product innovation and customer retention (Bu et al., 2021).

Figure 4: Customer journey map (Self-made)
[bookmark: _Toc212165946]Impact on Unilever
The platform's main asset is its ability to offer customers the most individualised experiences. The system uses artificial intelligence and machine learning to make personal product recommendations based on customers' preferences, purchase history, and sustainability interests. This leads to the belief that customers not only have their needs addressed but also in an interesting and contextually minded way (Wan et al., 2020). The hyper-personalised strategy generates a more emotional connection between the consumers and the brand.
Efficiency is a main factor in customer satisfaction in the dynamic online market. The platform makes the shopping experience an easy-to-use channel through dynamic customisation. Dynamic pricing and options such as auto-renewal, subscriptions, and accelerated checkout can significantly reduce the friction in the purchasing process (Lawrence et al., 2018). This will result in a smoother and faster shopping experience, which is crucial in retaining customers and raising conversion rates.
The consumers are putting pressure on the need to have brands that reflect their values regarding the environmental values (Prashar, 2023). The way in which the site fits this trend is through the ability to ensure the real-time sustainability of every product. Users can also trace carbon footprints, packaging waste, and ethical sourcing and make their decisions more consciously regarding environmentally friendly options. The opportunity to use free will, refillable packaging, organic ingredients, and sustainable lines of products enables consumers to harmonise their buying behaviour and sustainability goals, raising purpose and satisfaction. Customer data is constantly being collected and processed in real-time on the platform, which helps Unilever optimise its product propositions and marketing strategies. These can be used to make marketing more individual, predict new trends in the market, such as green buying behaviour and healthy consumption, and make marketing more effective.
[bookmark: _Toc212165947]Conclusion 
In conclusion, the AI-based sustainable product customisation platform is an important venture in Unilever's digitalisation. It goes in tandem with the company's sustainability objectives and complements consumer experiences with customised, open, and green purchasing experiences. The fact that consumers can tailor the products to their personal needs and degree of sustainability increases the effectiveness of product differentiation at Unilever in a more competitive environment where personalisation and environmental friendliness are key determinants in the consumer decision-making. The site offers various benefits, including customised product recommendations, live sustainability, and a frictionless purchasing experience. Customers have been empowered to make better choices on what they purchase, hence creating a better and sustainable future. In addition, AI, machine learning, and blockchain technologies in unison ensure the flexibility and efficiency of the platform functioning and ensure the increased productivity of Unilever and consumer loyalty.
Through the tactical application of this digital endeavour, the overall sustainability aim, and the consumer-centric approach, Unilever will be able to satisfy the needs of the new consumer segments and be the first to initiate a shift in the consumer-related goods market. This online revolution will thus assist Unilever in attaining a competitive advantage in innovation, sustainability, and personalisation to make it successful in the dynamic market environment. Finally, the proposed digital change will alter the customer experience model of Unilever and develop more active, committed and conscious customers. This, consequently, will cause the company to grow and become a digital innovation and sustainability leader in the industry.
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Stage


Touch points 


Pain points 


Awareness stage 


Overwhelming choice with limited personalisationLack of direct information


Purchase stage 


Online e-commerce platforms 
Physical stores


Difficulty in navigating product choices, Limited personalization during purchase.


Usage stage 


Product use, Instructional content (how-to guides, recipes, usage tips).


Lack of guidance on how to use products efficiently, Minimal post-purchase engagement.


Gain points 


Opportunities for innovation


Traditional and digital ads, Sustainability messaging


AI-driven targeted advertising, eco-friendly story telling


Brand loyalty and familiarity , Sustanability messaging


Introduce customization features or tools on the e-commerce platform.


High-quality products that meet consumer needs, Brand reputation


Product usage tips through email, or on-package instructions, Enhanced post-purchase engagement to guide the consumer.


Post-purchase stage


Customer service (via phone, email), Loyalty programs or social media engagement.


Limited engagement after purchase, Difficulty in returning/exchanging products.


Customer feedback loop (e.g., surveys, reviews), Loyalty rewards for repeat purchases.


Expand loyalty programs with more rewards for eco-friendly actions, Improve post-purchase engagement.


Social media, Traditional media,  Retail displays 



Stage


Touch points 


Pain points 


Awareness stage 


Over-saturation of generic ads, Difficulty finding eco-friendly or personalized products.


Purchase stage 


Unilever’s AI-powered e-commerce platform, mobile apps, dyncamic pricing models 


Decision fatigue from customization options, Difficulty navigating between personalization and sustainability choices.


Usage stage 


Product use, post-purchase usage tips


Not enough engagement after purchase regarding customization features, Lack of awareness


Gain points 


Opportunities for innovation


Targeted personalized ads based on the consumer’s preferences, Instant awareness of sustainability options through clear communication


Personalized messagingeco-centric storytelling


Seamless purchase process, Instant sustainability feedback


AI-driven suggestions, Real-time sustainability tracking


Custom usage guides, Real-tim feedback


Provide post-purchase guidance on eco-friendly actions, Product care tips based on consumer needs


Post-purchase stage


Customer engagement via the app, Social media interaction to share their customized product experiences


Lack of continued engagement, Limited rewards for sustainable behaviors


Personalized loyalty rewards, Feedback loops


Expand loyalty programs, Use social media to engage with sustainability-driven customers


AI-driven ads on social media, Influencer partnerships, sustainability-focused ads with a focus on the new customization platform.
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Skin care products, Hair care
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Powders, Liquids and
capsules, Soap bars,
Cleaning products.
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