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1. My name is Alexandra Douglas. I chose Unilever for my Business Impact Project because I’m a loyal customer of the Dove brand. Additionally I follow the company on social media because I respect their commitment to, and actions related to corporate social responsibility and the UN Sustainable Development Goals.
2. This presentation has been divided into six sections representing the building blocks of a business: “The Offering,” “Markets & Customers,” “Structure & Purpose”, “People Inside the Business”, “Performance”, “and Relevant SDGs”. Each cell in the chart above provides a high-level summary of what will be addressed in each section. 
3. Three traits that primarily define Unilever as a corporation are its large size, consisting of about 149,000 employees across 67 countries. Unilever sells consumer goods within the Beauty & Personal Care Industry, Foods & Refreshment Industry, and Home Care Industry. The company has over 400 brands and receives sales from over 190 countries.[endnoteRef:1] A large share of Unilever’s sales come from their high performing personal care brands: Axe, Clear, Dove & Vaseline to name a few.[endnoteRef:2] Unilever’s top competitors are L’Oreal, P&G, and Shiseido, but oftentimes the Unilever’s brands and the products within the brands will have their own separate set of competitors.[endnoteRef:3] [1:  Unilever. (2021). At a glance. Unilever. https://www.unilever.com/our-company/at-a-glance/]  [2:  Beauty & Personal Care Report 2020 | Statista. (2020). Statista; Statista. https://www-statista-com.ezproxy.babson.edu/study/55499/cosmetics-and-personal-care/‌]  [3:  lbid.] 

Unilever has dedicated a lot of time and resources towards becoming a leader in producing environmentally-conscious products and supply-chain processes. They’ve identified that minimizing their ecological footprint within all of their operations has become very important to their future success. As will be unpacked later in this presentation, it is clear that Unilever wants to leave the spaces they take up better than when they entered it. Given the size of Unilever, it’s impossible to cover everything with any depth in this presentation. As a result, I’ve chosen to focus and do a deep dive on one of Unilever's highest-performing brands and its top-selling products. This is the Dove brand.
4. I’ll walk through each of the building blocks with an emphasis on the Dove brand but also talking more generally about Unilever where appropriate. I begin with the Dove offering.
5. Dove products generate a significant number of sales for Unilever. Personal care products account for 35% of total Unilever Revenue. Dove is also one of Unilever’s more prominent personal care brands and has acted as an advocate for promoting self-esteem and authenticity in women of all ages. Unilever has a brand value of $4.23 billion[endnoteRef:4], its products are oftentimes highly-rated within their product categories. The consistent high performance of their products has placed them within the top 10 leading personal care brands worldwide.[endnoteRef:5] [4:  Unilever: brand value worldwide 2012-2020 | Statista. (2012). Statista; Statista. https://www.statista.com/statistics/984317/brand-value-of-unilever-worldwide/]  [5:  Unilever | Statista. (2021). Statista; Statista. https://www-statista-com.ezproxy.babson.edu/study/14152/unilever-statista-dossier/] 

6. Dove’s differentiation strategy is focused on four main components: the moisture content in their products, being leaders in social change, having sustainable packaging, and their credibility to develop safe products that perform as they’re supposed to and often exceed customer expectations.. 
7. Three of Dove’s top selling products include deodorant, body wash, and shampoo.[endnoteRef:6] Each Dove product is carefully formulated to maximize moisture, which is one of Dove’s primary differentiators from other brands. The deodorant is high-performing at masking both every day odors as well as more strong odors. The shampoo and body wash were created with the goal to maximize moisture and leave the skin feeling soft and smelling good. In order to precisely compare Dove products with competing products within the same category, I chose a specific product from within each Dove product line.  For the Deodorant,  we will look into Dove Advanced Care. For Body Wash, we will look into Renewing Body Wash with Peony & Rose Oil. For the Shampoo, we will be looking into Dove Men + Care. [6:  Dove: leading products in the UK 2020 | Statista. (2020). Statista; Statista. https://www-statista-com.ezproxy.babson.edu/statistics/311881/dove-leading-products-in-the-uk/] 

8. The following slides will examine the marketing mix, buyer personas, and competitive positioning of Dove’s deodorant, body wash, and shampoo products.
9. The most important features of Dove’s deodorant are its natural oils, long-lasting protection, and its PETA certification. The price for a deodorant ranges between $2.00 - $6.00, dependent on the retailer. The products are not sold through Dove’s website, but are promoted throughout several multi-media channels. Dove products are only sold business to business, meaning that consumers cannot buy Dove products directly from Dove. They can only be purchased through the retailers Dove works with.[endnoteRef:7]  [7:  Advanced Care Nourished Beauty Antiperspirant. (2018). Advanced Care Nourished Beauty Antiperspirant. Dove US. https://www.dove.com/us/en/deodorants/stick/advanced-care-nourished-beauty-antiperspirant.html] 

10. We will be examining Kanishka Tulsian’s feelings about Dove’s deodorant for our buyer persona. This buyer persona is based on talking to five customers that are currently using Dove deodorant. Kanishka is in her mid-20s, located in a major city in Massachusetts, and has an active lifestyle. Her busy lifestyle includes getting up early to walk her dog, constantly walking around her office building, exercising after-work, and occasionally being a volunteer dance instructor at her local boys and girls club. What’s most important to her is that her deodorant is private label, but still easy to find at stores close to her. She also likes deodorant with a scent, so it simply does more than just mask the odor, it also keeps her smelling great throughout the day. She feels even more strongly about the packaging her products come in. She will not buy things that she cannot recycle. Knowing that Dove products are easily found in convenience stores, have recyclable packaging, and are high performing anti-perspirants. 
11. As Dove deodorant compares to its competitors, it is clear that it has the highest perceived quality. The highest perceived quality was determined by the number of annual sales generated by Dove deodorant versus its most prominent competitors Degree, Secret, and Old Spice.[endnoteRef:8] The prices of these products were all compared using the prices they are sold at by the same retailer, Target. [8:  Leading U.S. deodorant brands 2019 | Statista. (2019). Statista; Statista. https://www-statista-com.ezproxy.babson.edu/statistics/194809/leading-us-deodorant-brands-in-2013-based-on-sales/] 

It seems that Dove’s price is on the more expensive side of these products, but Dove’s differentiator is the perceived quality. It is unknown what exactly contributes towards Dove’s higher perceived quality. However it is likely that brand recognition, sustainable packaging, and the moisture content in my estimation all likely contribute to Dove’s perceived quality.
Oddly enough, Old Spice has the highest price, but the lowest perceived quality amongst consumers. The price may be higher because of the ingredients or manufacturing processes that go into producing Old Spice. It should also be noted that the lower perceived quality doesn’t necessarily indicate a disinterest in Old Spice by consumers. Considering that the perceived quality is based on annual sales in the US overall, the difference in perceived quality may be due simply to differences in circumstance such as the number of locations each product is sold at.
12. Another popular Dove product is their body wash. Some key features of the body wash are its sustainable packaging that is large enough to contain a substantial amount of the product, the large number of different scent options within each body-wash product line, and its approval from dermatologists.
Dove body wash is for the most part promoted through several multi-media channels, but the product most prominently features in television commercials and online ads.
Depending on the retailer, Dove products typically cost between $5.00 - $9.00 and are exclusively sold through retailers.[endnoteRef:9] [9:  Oil, R. (2021). Renewing Body Wash with Peony and Rose Oil. Dove US. https://www.dove.com/us/en/washing-and-bathing/body-wash/renewing-body-wash-with-peony-and-rose-oil.html] 

13. For the Dove body wash buyer persona, we will be examining the needs of Samantha Williams, who is a 36-year-old married woman from Oregon with a mostly sedentary lifestyle. This buyer persona is based on talking to five customers that are currently using Dove body wash.
Each day, she follows the same regimen: preparing breakfast, getting kids ready for school, then managing her own classroom of very active young children.
It is important to her that her body washes are proven to be healthy for the skin, and have a smell she can enjoy and find relaxing. She expresses that she really values her time in the shower after work, and sees it as an opportunity to distress after having a long day of managing high-maintenance students. Not only is the in-shower experience important, but also the way her skin feels after leaving the shower is just as important. It is clear that Samantha would benefit from the use of Dove body wash because there are many different aromatic scent options, the product is formulated to penetrate the skin with moisture, and because the bottle is sized to last.  
14. As compared to its competitors, Dove body wash has the highest perceived quality but is also one of the more costly ones. In this map, perceived quality is based on the estimated frequency that each brand is used annually, instead of on annual sales.[endnoteRef:10] Second to Dove in perceived quality is Bath and Body Works. Bath and Body Works product are not distributed as widely as Dove, Olay, and Suave, but Bath and Body Works still manages to have the second most amount of familiarity of all of these brands. Since the perceived quality is only based on consumer awareness, it is hard to say whether Bath & Body works is experiencing higher amounts of sales relative to its competitors. It begs us to ask the question, ‘how much does brand awareness contribute to a consumer’s likelihood of buying the product?,” because if high-brand awareness causes a higher volume of purchases, then it is likely that Dove and Bath & Body Works have the highest number of sales as compared to their competitors as well.  [10:  U.S.: brands of body wash used in households 2020 | Statista. (2020). Statista; Statista. https://www-statista-com.ezproxy.babson.edu/statistics/275452/us-households-brands-of-body-wash-used-in-households/] 

15. The third Dove product that we will be examining is their shampoo. Some of the key differentiators of Dove shampoo are its natural ingredients, protection from sun exposure, and its design to permit daily usage without drying out the hair. The typical price range for Dove products is $4.00-$10.00, depending on both the retailer and the size of the bottle.
Similar to the first two Dove products, the shampoo is promoted through multi-media advertising channels, but could benefit from in-store displays and being placed at eye-level on product shelves because Dove shampoo is not as popular as other Dove products.[endnoteRef:11] [11:  Men+Care Fresh & Clean Fortifying 2-in-1 Shampoo + Conditioner. (2016). Men+Care Fresh & Clean Fortifying 2-in-1 Shampoo + Conditioner. Dove US. https://www.dove.com/us/en/men-care/hair-care/shampoo/men-care-fresh-clean-fortifying-2-in-1-shampoo-conditioner.html] 

Dove shampoos are also sold exclusively through retailers. 
16. For this buyer persona, we will be examining the lifestyle and needs of De’Andre Smith, who is a 28-year-old stay at home dad living in Louisiana with an active lifestyle. This buyer persona is based on talking to five customers that are currently using Dove men’s shampoo. Each day, he spends a lot of time gardening, cooking, cleaning, and working out in his gym’s swimming pool. The humidity in Lake Charles, Louisiana along with his active lifestyle make him feel the need to wash his hair much more frequently than most people would. Knowing that Dove’s shampoo is formulated to be soft enough to permit him to wash his hair daily, we know that it would be an ideal option. 
17. Because we are comparing the Dove Men + Care shampoo to its competitors, it should be noted that the shampoos shown on the map above have a primarily male consumer base. This positioning is based on the annual estimated number of users for each brand.[endnoteRef:12] [12:  Leading shampoo and conditioner brands for men in the UK 2020 | Statista. (2020). Statista; Statista. https://www.statista.com/statistics/305198/leading-shampoo-and-conditioner-brands-for-men-in-the-uk/] 

On this map, we can see that Head & Shoulders has generated more sales than Dove Men + Care, but also has a higher price. Another interesting observation is that although L’Oreal Elvive has the lowest price amongst its competitors, it has generated the least number of sales.
This calls into question what qualities men find most important in their shampoos. Looking at this map, we might assume that men see the higher-costing options as having higher value. However, it could also be said that the price of the products is directly related to the quality. For this assumption to be true, each one of these brands would have to have a pricing strategy that is primarily based on reducing the COGS of their products. 
18. In this portion of the presentation, we will be discussing the Structure & Strategy of Unilever. 
19. Unilever is divided into three divisions: Foods & Refreshment, Beauty & Personal Care, and Home Care. The products that Unilever sells within these divisions are as listed.[endnoteRef:13] The Dove brand, for example, is part of Beauty and Personal Care. [13:  Unilever PLC. (2021, April 20). At a glance. Unilever.com; Unilever PLC. https://www.unilever.com/our-company/at-a-glance/] 

20. Although Unilever doesn’t have an official stated mission on its website, it does have a stated strategy. There are six core parts to Unilever’s strategy for creating their future:
The first part is sustainable growth. Fostering sustainable growth means that Unilever wants each and every one of their 400 brands to feel purposeful and have products developed with a human-centered approach so that consumers are able to connect to them on a more personal level. On the company’s strategy website, it states “We want to do good for our planet and our society- not just less harm. We want to act on the environmental issues facing the world and we want to enhance people’s lives with our products.” Unilever wants their consumers to feel understood and heard, which is why Unilever has undertaken several initiatives that are meant to increase social good or advocate for environmental health. Incorporating eco-friendly packaging and more sustainable supply-chain processes is Unilever’s way of setting a new standard for sustainable practices within the consumer goods industry.
The second part is developing in high growth spaces. Unilever has a focus on hygiene, skin care, premium beauty, plant-based foods, and functional nutrition such as vitamins, minerals, and supplements. Within these areas, Unilever uses data to identify new trends and areas of opportunity to create new products and experiences for their consumers.
The third part is using their brands as a force for good. Unilever wants to use their marketing power to better the world in as many ways as they are able to identify. Typically the issues Unilever takes on through campaigns are relevant to the products within a brand or a brand’s typical consumer base. For example, Dove has led several campaigns to advocate for women’s  self-esteem, confidence, and right to be their most authentic selves. More recently, Dove helped advocate for the “Crown Act,” which stands for “Create a Respectful and Open World for Natural Hair.” This act prohibits discrimination based on hair style and texture, especially in workplaces. The act was first passed in California and is slowly but surely making its way through the US thanks to Dove’s funding and advertising of the campaign.[endnoteRef:14] [14:  The CROWN Act: Working to eradicate race-based discrimination. (2016, June 10). The CROWN Act: Working to eradicate race-based discrimination. Dove US. https://www.dove.com/us/en/stories/campaigns/the-crown-act.html?gclid=CjwKCAjwmqKJBhAWEiwAMvGt6KicUVZhE7PxuVPH1644QEB2M1cXAQGIzXToJj1k0lQ7cvys5HS_dxoCLCUQAvD_BwE&gclsrc=aw.ds] 

The fourth part of Unilever’s strategy plan is accelerating growth in key markets. Unilever has identified these key markets to be the United States of America, India, and China. The company hopes to increase both their sales and operations within these countries.
The fifth part of the plan is leading in the channels of the future. This means allocating more funds towards the development of innovative and engaging eCommerce and eB2B platforms that increase engagement and allow Unilever to gather more insight into both their consumers and the retailers they work with.
The last part of the future strategy plan is to build a purpose-led future-first organization. This part of the strategy plan references Unilever’s initiatives to foster an internal culture of curiosity, authenticity, equity, and a strong sense of duty to make the world a better place.[endnoteRef:15]  [15:  Unilever PLC. (2021, April 20). Strategy. Unilever.com; Unilever PLC. https://www.unilever.com/our-company/strategy/] 

21. The structure and organization creates a foundation for its culture. It’s hard to describe organizational culture from looking at a company’s website or reading articles.  I interviewed a former employee of Unilever to better understand the culture and four characteristics were uncovered. Unilever prides itself on being a company that demonstrates high integrity both internally with their corporate processes and communications and externally in their product development and marketing initiatives. An interview I had with a former employee, Stephanie Santa Olalla Estrada, sheds light onto what aspects of Unilever most reflect the company’s values of integrity, creativity, and innovation.
One quality that is important for Unilever employees to have is being a life-long learner. Unilever tries to facilitate a culture of curiosity and exploration by providing both online and in-person learning opportunities. In her interview, Stephanie explained how Unilever’s overall culture is more influenced by the company’s defined values as outlined in their “Code of Business Principles.”
However, each brand has its own subculture which comes with its own set of norms and traditions. These norms and traditions build trust and camaraderie among the employees.
An excitement and passion for community service is prominent throughout the company at every level. Unilever often provides service opportunities for the employees to engage in. This ‘culture of caring’ spans beyond external corporate responsibility initiatives. The company also encourages employees to take care of their mental health. 
22. This section will examine two of Unilever’s key players as well as the overall internal culture of the firm. I chose to discuss the Chief Executive Officer, Alan Jope, as well as Dove’s Senior Global Brand Manager, Jeffrey Lavine. I chose the CEO because I wanted a better understanding of the person leading such a large organization. I chose Alan Jope given that a large portion of this presentation is devoted to the Dove brand. 
23. Unilever’s Chief Executive Officer, Alan Jope, stepped into the position in 2019 after maintaining a successful career with Unilever for over 30 years. Some highlighted parts of his career include attending Harvard Business School, becoming the President of Unilever Home & Personal Care, then later rising to Global President of Beauty and Personal Care. He held several more global positions with Unilever before becoming the Chief Executive Officer. Currently, he acts as an Executive Committee Member for the World Business Council for Sustainable Development, which really speaks to his dedication to using Unilever’s global presence and economies of scale towards creating a more equitable, socially-conscious, and sustainability-focused world.[endnoteRef:16]  [16:  LinkedIn. (2011). Linkedin.com. https://www.linkedin.com/in/alanjope/?originalSubdomain=uk] 

24. Dove Brand’s Senior Global Brand Manager, Jeffrey Lavine has risen the ranks quickly within the Dove brand. After studying at the University of Michigan, he became Brand Management Marketing Analyst for another one of Unilever’s products, Ragu. After moving between marketing positions within different Unilever brands, Lavine landed a role as Senior Assistant Customer Channel & Development Sales Manager for the brands Dove, Suave Men, and Axe, which are all very prominent brands within Unilever’s personal care portfolio. After going through a Management Training program, Lavine held two more senior-level positions for two of Unilever’s top personal care brands before finally landing a position with Dove as a Global Brand Manager. Three years after, he was promoted to Senior Global Brand Manager. It is clear that Lavine’s consistent good work demonstrated that he had high growth potential and strong leadership skills that fit within the culture of both Unilever and the Dove brand.[endnoteRef:17]  [17:  LinkedIn. (2014). Linkedin.com. https://www.linkedin.com/in/jeffreylavine/] 

25. Unilever is on a mission to attract and maintain talent through creating a culture that encourages curiosity, teamwork, and flexible work practices. Through their “Future of Work” initiative, Unilever plans to “prepare (their) workforce for a digitalized and highly automated era.” Summarized, the initiative will not only produce highly skilled, cross-functional workers, but also prepare their employees for the integration of new technological tools within their roles.
Unilever’s Future of Work Framework features 3 primary pillars. Under each pillar is a summary of how each goal is to be executed.
The first pillar is Change the Way We Change. In order to execute this goal, Unilever intends to encourage transparency within its internal communications, drive collaboration amongst different facets of the business, and increase co-creation through this collaboration.
The second pillar, “Ignite Lifelong Learning and Critical Skills,” requires that Unilever continue to promote and reward upskilling, provide cross-functional training to, and build expertise within employees. In return, Unilever will have highly-skilled, confident, and versatile staff in every part of the business. 
The final pillar is “Redefine the Unilever System of Work.” Accomplishing the final pillar requires sending employees on short-term engagement to enhance their interdisciplinary knowledge and promote innovative thinking, crowd-sourcing ideas through their consumers and the public to create more user-centered decisions, and incorporating more short-term contracts from external talent with the needed experience such as freelancers and company alumni. 
26. This section will address Unilever’s operations, finance, and the use of data-analytics. 
27. Dove makes a point to be careful and conscious in each step. When sourcing natural ingredients for their soap, it is important that their supplies are using ethical and eco-friendly practices and that the farmers growing these ingredients are paid a live-able wage and provided with any other resources they might need to maintain a good quality of life.[endnoteRef:18] During the manufacturing process, the Dove bar likely goes through the same process that most soap bars go through. This process requires splitting the natural fat of the product into fatty acids and glycerin, then distilling the fatty acids separately. Afterwards, the rest of the Dove soap ingredients are mixed with the fatty acids over heat.[endnoteRef:19] Lastly, they are cooled, shaped into an oval, and branded with the Dove logo. [18:  Sourcing. (2020, March 2). Sourcing. Dove US. https://www.dove.com/us/en/stories/about-dove/sourcing.html]  [19:  How soap is made - material, manufacture, making, used, processing, components, procedure, steps. (2014). Madehow.com. http://www.madehow.com/Volume-2/Soap.html] 

One of the ways in which Unilever has been attempting to decrease their carbon footprint is in how they transport their products. Unilever has for the most part been focusing on the usage of trucks and trains to transport their products. They ensure that their trucks are running on liquid nitrogen gas, which produces significantly lower emissions than petroleum gas, which is typically used to power trucks.[endnoteRef:20] Unilever has also been participating in a program that allows them to share space with other companies’ trucks transporting products in order to further minimize the emissions coming from using more trucks than what is necessary.[endnoteRef:21] [20:  Greener logistics – the world has a lot further to travel. (2019). Unilever Global Company Website. https://www.unilever.com/news/news-and-features/Feature-article/2019/greener-logistics-the-world-has-a-lot-further-to-travel.html]  [21:  How Unilever is part of a trucking industry revolution. (2017). Unilever Global Company Website. https://www.unilever.com/news/news-and-features/Feature-article/2017/how-unilever-is-part-of-a-trucking-industry-revolution.html] 

The Dove bar is most often used in the same way that liquid body wash is used: in the shower. The Dove bar is considered to be a ‘disappearing product’ because of how the physical product gets smaller in size overtime when being used consistently. This makes it a more sustainable option than using bottles of liquid soap. Another alternative to the use of the Dove bar is to melt it to create other products such as shampoo or a milder liquid shower soap. After purchasing the Dove soap bar, a consumer can simply recycle the cardboard packaging that it came in, then begin using the soap. 
28. Financial ratios only make sense when either compared year over year or when compared to the competition. Here I chose to compare some of Unilever’s key financial ratios to its primary competitor, Procter & Gamble. 
Our first ratio is the Gross Margin Percentage, which is calculated as gross profit divided by sales. Unilever’s Gross Margin Percentage is equal to 43.5%, which means that they are making approximately 43.5% profit on each unit of product sold. Procter & Gamble’s is 51.4%, so they are making 7.9% more on each unit of product sold. This may be likely because Proctor and Gamble only has 65 brands, whereas Unilever has 400, causing a higher total cost of goods sold, which contributes to a lower gross profit. This percentage likely varies from brand to brand and even product to product, so it is safe to say that this 43.5% as pulled from Unilever’s financial statement amounts to be an average of all of the brand-level gross margin percentages.
Our second ratio is Profit Margin, which is the net income divided by the total revenue. Unilever’s Profit Margin is 10.7%, meaning that 10.7% of their total revenue is pure profit after accounting for all of the expenses. Procter and Gamble has a profit margin of 18.8%. It’s hard to detail the exact differences between all of the expenses that contribute to Unilever and Procter & Gamble/s bottom line, but it should be noted that Unilever has more offices, employees, and expenses coming from each brand.
Our third ratio is return on equity, which is net income divided by shareholder’s equity. Unilever’s Return on Equity is equal to 31.5%, which means that Unilever’s investors are getting 31.5% of their initial investment in return. Proctor and Gamble’s Return on Equity is 30.7%
29. Our fourth ratio is the Debt-to-Equity ratio, which is total liabilities divided by total equity. Typically, companies try to lessen the amount of debt they use to finance their business because acquiring more debt typically amounts to taking on more financial risk. Financing their company with equity, however, lowers the amount of risk they take on. It is clear that Unilever has decided to take on more debt financing than Procter and Gamble has utilized. The reason Unilever decided to do so is in question, but one thing to consider is that investors who have a large amount of equity invested into a company may have influence over how the company is run, so companies that do not have these large investors do not need to worry about investor input when making big decisions. Although Unilever has taken on significantly more risk to finance the company, the company’s leadership likely has more autonomy to make decisions as they see fit.
Our fifth ratio is the quick ratio, which is equal to the liquid assets divided by current liabilities. With the quick ratio, we are assessing how well the business can pay off current liabilities within 90 days. With both companies having a quick ratio of .5, it is safe to say that both Unilever and Procter and Gamble would be able to pay off their current liabilities within 90 days if necessary.
Our sixth and last ratio is the current ratio, which is equal to current assets divided by current liabilities. This ratio assesses whether a company in its current state is able to pay off its current liabilities. Both companies appear to have the same current ratio as well: 0.7. 
After having examined both the quick ratio and the current ratio, I can come to the conclusion that Unilever would be able to pay off its current liabilities with ease at any time.[endnoteRef:22]  [22:  Financial information was gathered from the following sources: Unilever. (2021b, March 10). Unilever Annual Report and Accounts 2020. https://www.unilever.com/Images/annual-report-and-accounts-2020_tcm244-559824_en.pdf; Unilever Net Income (TTM) | UNLYF. (2021). Ycharts.com; YCharts. https://ycharts.com/companies/UNLYF/net_income_ttm; Annual Report Downloads | Procter & Gamble. (2020). Pg.com. https://us.pg.com/annualreport2020/annual-report-downloads/.] 

30. Typically, the amount companies spend on Research & Development (R&D) serves as a primary indicator of how much companies are investing in ways to innovate their company. It may be confusing as to why Unilever seems to have spent the least amount on R&D in the past year as compared to its competitors. A huge part of Unilever’s strategy is innovating their product design and supply chain processes to be significantly more sustainable. Knowing this, we can assume that Unilever is funneling a lot of money towards innovating their product packaging design and new supply chain processes. It just seems as if this investment is not being reflected in their R&D expense in their income statement and is likely appearing in other accounts.[endnoteRef:23] [23:  Information on this slide is sourced from the following: Unilever PLC (UL) Income Statement - Yahoo Finance. (2017). @YahooFinance. https://finance.yahoo.com/quote/UL/financials/; 2020 Annual Results. (2020). L’Oréal Finance; L’Oréal Finance. https://www.loreal-finance.com/eng/news-release/2020-annual-results; Procter & Gamble Co. (2021). Wsj.com. https://www.wsj.com/market-data/quotes/PG/financials/annual/income-statement.] 

31. Though a company like Unilever uses all types of data for decision-making purposes, I’ve chosen four uses of data that I believe are most relevant to this presentation. Unilever uses data for customer retention, product development, talent acquisition, and customer acquisition..
For customer retention, Unilever uses the data gathered on products to predict their customer’s future behavior. They also use inventory and product turnover information at each retail location to ensure that their product is always available when a consumer wants to purchase them.
They use current consumer data as well as the data of non-consumers who still reside within their target market to anticipate customer pain-points and develop products that address the needs that come from those pain-points.
Unilever also uses data to grow and maintain their employee base. Using external data on new graduates and experienced professionals looking for new employment opportunities allows Unilever to find and attract these potential new hires. They also use internal employee data (both qualitative and quantitative) to assess employee satisfaction, manage more effectively, and provide employee support. For customer acquisition, they can use data gathered on how their current consumers use the products to better identify other audiences who might also be attracted to the product for similar reasons. After having identified a new potential target audience, the company would gather data on this audience to create a customized marketing strategy with targeted, impactful messages in their media. 
32. This section of the presentation will be focused on how Unilever’s initiatives to become a leader in creating positive social, economic, and environmental change align with the United Nations Sustainable Development Goals (SDGs) 
33. Although Unilever has created initiatives that could apply to many of the UN SDGs, most of their corporate responsibility projects fall into one of these categories: Climate Action, Responsible Consumption & Production, Decent Economic Growth, Gender Equality, and Partnerships for the Goals. 
34. One of the largest initiatives that Unilever has put in place to minimize their economic footprint is making product packaging as sustainable as possible. Currently, a large portion of the products produced by Unilever throughout all three divisions use a significant amount of plastic in their packaging.
Unilever hopes to reduce the amount of plastic used in packaging by at least 50%, and incorporate 100% recyclable, reusable, or compostable plastic packaging into all of their product lines. They also plan to implement initiatives that encourage their consumers to recycle the packaging of their products and ‘collect and process’ more plastic packaging than they sell. [endnoteRef:24] [24:  Unilever PLC. (2021, March 16). Unilever NA Investment Will Recover Half of Plastic Packaging Footprint. Unileverusa.com; Unilever PLC. https://www.unileverusa.com/news/press-releases/2021/unilever-na-investment-will-recover-half-of-plastic-packaging-footprint/] 

35. Another way that Unilever is trying to lower their ecological footprint is by making their manufacturing processes more environmentally friendly. They will reformat their factories in a way that maximizes usage of natural light, uses 100% renewable energy, and supplements most of their water supply with purified rainwater, They also plan to send only non-hazardous wastes to landfills, use lower-emission fuels in their transportation, and prioritize the use of trains over trucks.[endnoteRef:25]  [25:  How we built sustainability into our manufacturing DNA. (2020, September 11). Unilever Global Company Website. https://www.unilever.com/news/news-and-features/Feature-article/2020/how-we-built-sustainability-into-our-manufacturing-dna.html] 

36. Another significant initiative that Unilever has developed within their Dove brand specifically is their “Self-Esteem Project.” In this initiative, Dove worked with teachers, researchers, and mental health experts to develop a curriculum for teachers, parents, and youth leaders to educate young women about the importance of being confident and taking care of their mental health in order to lead happy, authentic, and successful lives.[endnoteRef:26]  [26:  Dove and UNICEF to bring self-esteem education to millions. (2019, July 6). Unilever Global Company Website. https://www.unilever.com/news/news-and-features/Feature-article/2019/dove-partners-with-unicef-to-bring-self-esteem-education-to-millions.html
] 

37. Based on what I’ve learned in studying Unilever, I offer three entrepreneurial opportunities for the company relating to their marketing strategy, corporate responsibility initiatives, and Dove brand product development. 
38. By creating a marketing and sales curriculum for small business owners, Unilever will be contributing to the United Nation Sustainable Development Goal of supporting “Decent Work and Economic Growth.” This curriculum could be delivered in multiple ways. Unilever could take a similar approach as the Small Business Administration and have online courses and resources available for free as well as offer the support of employees who volunteer to be an entrepreneurial mentor or small business coach. In addition to this, Unilever could run a small business marketing blog and have pop-up office hours in participating office locations. Whether or not a Unilever office wants to offer pop-up hours in this small business coaching program is up to the office manager, however all employees will have the chance to volunteer their time outside of work hours to act as coaches or mentors for these small businesses. At the start of the program, Unilever could facilitate a business plan competition for small business owners to win funding to put towards business development. This will spread awareness about the new small business resources that they have available. 
39. As the pandemic is reaching an end, an increasing amount of people are seeking experiences to participate in with their friends, and will often pay a premium for those experiences. This is why experiential marketing is going to be very important for Unilever in the near future. By integrating more experiences into the brand-level marketing strategies, Unilever will increase consumer loyalty and experience an increase in sales. One way for Unilever to do this with their Ben & Jerry’s brand is to have a pop-up vintage ice cream shop. It is clear that millennials and the Gen-Z population have begun to take interest in older trends and aesthetics from the 1930s through the 1990s. Building pop-up ice cream stores with a 1950s “soda-shoppe” aesthetic will be sure to attract these populations. The optimal location for these shops to be placed is on populated beach areas, major cities, and smaller, but well-traveled vacation spots. There will likely be a large amount of foot traffic in these areas where families and friends will see the shop as an opportunity to relax, take photos, and enjoy one another’s company over an ice cream. Those who take interest in the pop-ups are also likely to share about them on social media, attracting more attention towards the Ben & Jerry’s brand. 
40. By creating a product line for spas, Dove will have another consistent source of income and inexpensive marketing. The income will come from the spas re-ordering products in bulk on a schedule, and the marketing will come from the estheticians who work at the spas. Estheticians often sell the spa’s products directly to their clients. The only expense involved in this ‘word of mouth’ marketing is the commission that estheticians receive for each product sold. This way, Dove will reach clients that they may not have before through their other marketing efforts and benefit from selling large quantities of product directly to spas.
To develop this spa-specific product line, I’d recommend working directly with estheticians in order to create a product that they feel would be welcomed by the spa communities. They should also work with dermatologists and run clinicals in order to build trust in the new products.  These products may also need to be branded differently than the typical Dove products, as this is an unconventional audience for Dove. Spa owners may not respond to the product when it’s in the same packaging as the Dove products sold at their local convenience stores. 
41. After having analyzed Unilever’s product offerings, marketing strategies, structure, strategy, performance, and corporate responsibility initiatives, I feel very appreciative of Unilever as a consumer because knowing that they are a company that operates with both people and planet in mind. Something that surprised me about Unilever is how the different brands have different norms, behaviors, and communication styles that influence the development of a unique subculture. Something I’d like to learn more about is how innovation is actually measured and portrayed in financial statements. As mentioned before, it doesn’t seem that Unilever’s research & development spending covers all of the money that they have invested in innovating their products and supply chain processes, so figuring out how exactly they reflect that in their accounting would make for an incredibly interesting exercise. 
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