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Unilever 
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· Unilever was arguably the world's first packaged goods manufacturer, and is still one of its biggest companies with operations in every corner of the globe. "Meeting the everyday needs of people everywhere" is how the group describes itself. It is the world #1 in personal wash, prestige fragrances and deodorants, with brands including Dove, Omo and Axe/Lynx. Following a series of high-profile acquisitions, including US-based Bestfoods, Unilever's foods business is the world's third largest after Nestle and Kraft. It is a global leader in culinary foods, ice cream, margarine and tea-based beverages. Brands include Knorr, Lipton and Magnum. In the late 1990s, the group initiated a strategy to prune its vast portfolio which then numbered literally thousands of different brands, disposing of regional products and rebadging others in order to concentrate on a smaller roster of global power brands. Advertising Age estimated global measured advertising expenditure of $4.5bn in 2006, making Unilever the world's #2 advertiser.

As you all know our company is the leading Multinational Company in the World. You can see the brands of the company in all parts of the world. In every part of your life you can use the products no matter you are a girl or boy, or man or woman. The products help your skin and care it and give you some tips to save your skin from the Rays of the Sun which are very harmful to the skin. The products help you to clean your hair.  The products help you to clean your clothes, It gives up the long wash time, now you can wash your clothes easily and remove the stains.

You can active yourself by tea of the company.





Helping people get more out of life

In the 1890s, William Hesketh Lever, founder of Lever Bros, wrote down his ideas for Sunlight Soap – his revolutionary new product that helped popularize cleanliness and hygiene in Victorian England. It was 'to make cleanliness commonplace; to lessen work for women; to foster health and contribute to personal attractiveness, that life may be more enjoyable and rewarding for the people who use our products'. 

This was long before the phrase 'Corporate Mission' had been invented, but these ideas have stayed at the heart of our business. Even if their language - and the notion of only women doing housework – has become outdated. 

In a history that now crosses three centuries, Unilever's success has been influenced by the major events of the day – economic boom, depression, world wars, changing consumer lifestyles and advances in technology. And throughout we've created products that help people get more out of life – cutting the time spent on household chores, improving nutrition, enabling people to enjoy food and take care of their homes, their clothes and themselves.

Balancing profit with responsible corporate behavior

In the late 19th century the businesses that would later become Unilever were among the most philanthropic of their time. They set up projects to improve the lot of their workers and created products with a positive social impact, making hygiene and personal care commonplace and improving nutrition through adding vitamins to foods that were already daily staples. 

Today, Unilever still believes that success means acting with 'the highest standards of corporate behavior towards our employees, consumers and the societies and world in which we live'. Over the years we've launched or participated in an ever-growing range of initiatives to source sustainable supplies of raw materials, protect environments, support local communities and much more. 

Through this timeline you'll see how our brand portfolio has evolved. At the beginning of the 21st century, our Path to Growth strategy focused us on global high-potential brands and our Vitality mission is taking us into a new phase of development. More than ever, our brands are helping people 'feel good, look good and get more out of life' – a sentiment close to Lord Leverhulme's heart over a hundred years ago.

Time line

19th century:

                                                  Although Unilever wasn't formed until 1930, the companies that joined forces to create the business we know today were already well established before the start of the 20th century.

1900s:

         Unilever's founding companies produced products made of oils and fats, principally soap and margarine. At the beginning of the 20th century their expansion nearly outstrips the supply of raw materials.
1910s:

        Tough economic conditions and the First World War make trading difficult for everyone, so many businesses form trade associations to protect their shared interests.
1920s:


  With businesses expanding fast, companies set up negotiations intending to stop others producing the same types of products. But instead they agree to merge - and so Unilever is created

1930s:


   Unilever's first decade is no easy ride: it starts with the Great Depression and ends with the Second World War. But while the business rationalizes operations, it also continues to diversify
1940s:


  Unilever's operations around the world begin to fragment, but the business continues to expand further into the foods market and increase investment in research and development.
1950s:


   Business booms as new technology and the European Economic Community lead to rising standards of living in the West, while new markets open up in emerging economies around the globe

1960s:

         As the world economy expands, so does Unilever and it sets about developing new products, entering new markets and running a highly ambitious acquisition programme.
1970s:


  Hard economic conditions and high inflation make the '70s a tough time for everyone, but things are particularly difficult in the Fast Moving Consumer Goods (FMCG) sector as the big retailers start to flex their muscles.

1980s:


   Unilever is now one of the world's biggest companies, but takes the decision to focus its portfolio, and rationalise its businesses to focus on core products and brands.
1990s:

          The business expands into Central and Eastern Europe and further sharpens its focus on fewer product categories, leading to the sale or withdrawal of two-thirds of its brands
21st Century:

                      The decade starts with the launch of Path to Growth, a five-year strategic plan, and in 2004 further sharpens its focus on the needs of 21st century-consumers with its Vitality mission.




It is the leading Multinational Company. In every part of the World you can find the products of the company.

Here are the features of the company

Unilever (Argentina)

[image: image4.wmf]Unilever Australia
· Unilever Austria
· [image: image5.wmf]Unilever (Belgium)
· Unilever (Brazil)
· Unilever (Canada)
· Unilever (Canada)
· [image: image6.wmf]Unilever (Chile)
· [image: image7.wmf]Unilever (Chile)
· [image: image8.wmf]Unilever (Czech Republic)
· Unilever (Denmark)
· Unilever (Finland)
· Unilever (France)
· Unilever (Germany)
· Unilever Hungary
· [image: image9.wmf]Unilever (Israel)
· Hindustan Lever (India)
· Unilever (Korea)
· [image: image10.wmf]Unilever (Mexico)
· Unilever Malaysia
· Unilever Netherlands
· Unilever Philippines
· [image: image11.wmf]Unilever Poland
· Unilever Portugal
· Unilever (Romania)
· Unilever (Russia)
· Unilever South Africa
· Unilever Spain
· Unilever Sweden
· [image: image12.wmf]Unilever Switzerland
· Unilever (Turkey)
· Unilever UK
· Unilever (USA)




   Our adopted values were the result of a company-wide project, which used focus       groups across the board to identify the values that were most important, for both   sustained company growth, and development on a personal level.

Living our values

The Values Launch marked the culmination of a team journey to identifying the values we want to live by. Even more importantly however, it heralds a Cultural Revolution for Unilever Pakistan, marking the beginning of a new journey towards truly ‘Living our values.’

Impeccable integrity

We are honest, transparent and ethical in our dealings at all times.

Demonstrating a passion for winning

We deliver what we promise.

Wowing our consumers & customers

We win the hearts and minds of our consumers and customers.

Bringing out the best in all of us

We are empowered leaders who are inspired by new challenges and have a bias for action.

Living an enterprise culture

We believe in trust, truth and outstanding teamwork. 
We value a creative and fun environment.

Making a better world

We care about and actively contribute to the community in which we live
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Fair & Lovely’s unique fairness system
The colour pigment in the skin is hidden in the lower layers of the skin. Direct sunlight on the unprotected skin penetrates to these lower layers causing this pigment to move to the top most layers, resulting in a darkening of your skin tone.

All Fair & Lovely creams have a special fairness system that protects your skin, preventing it from becoming darker and working from within to actually lighten your skin tone!

Vitamin B3

Lightens your complexion by reducing the colour pigment in your skin. It absorbs in to the top layer of your skin and actually dissolves the existing colour pigment by reducing its concentration, making you fairer from within.

Triple Sunscreen

Protects your skin from the harmful rays of the sun by creating a protective coating to cover it.

Natural Milk proteins

Makes your skin soft, supple and glowing with health

.

Fairness for all skin types

Herbal

For those who believe in herbal solution, Fair and Lovely herbal provides natural fairness through Honey, lemon and rosewater.

Antimarks

For those who have blemished skin, Fair and Lovely provides a new one stop formula which effectively reduces dark spots from pimples, dark circles, lessens stretch marks and lighten pigmentation marks.

Oil Control

For those who feel that their oily skin is a barrier to beautiful fair skin, Fair and Lovely presents the Oil Control Fairness Gel. Unlike creams, the gel is non sticky and easily absorbed. Its unique formulation of Papaya and Watermelon extracts leaves your skin feeling fresh, cool and glowing.

Did you know?

· Fair & Lovely is a totally safe Unilever product which is ISO certified, meeting the highest standards in skin care and safety 

· Fair & Lovely does not contain bleach. It is a patented vitamin formulation who’s continuous usage is totally safe for the skin 

· The fairness from Fair & Lovely is reversible, and discontinued usage restores the original skin tone. 
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Does your skin...

· Sunburn easily? 

· Go red when you touch it or after drying it with a towel? 

· Break out in blemishes when you're stressed? 

· Get red, irritated and dry when the temperature changes? 

· Feel tight and itchy after cleansing? 

· React to sunscreens or other skincare products? 

If you answer 'yes' to two or more of these questions, you have sensitive skin and should treat it with care. Our guide below can tell you how to do just that.

Feed your skin

Cleansing with a mild, PH-neutral soap, ideally an isethionate-based product such as Dove that's light on lipid- and protein-damaging alkaline and rich in moisturizers will prevent your skin dehydrating and cracking.

Hydrate your skin with a moisturizer once or twice a day, depending on the weather. During the winter, when the air humidity tends to be lowest, you should bump up your moisturizing regime.

Use a toning product to kill bacteria and remove any residual make-up. Natural ones such as tea tree oil and witch hazel are good – they have antiseptic and astringent properties. 

Exfoliate: get rid of those dead skin cells that stubbornly cling to your skin and stimulate the production of fresher, younger cells. Make sure you don't exfoliate too harshly, for instance with a pumice stone or products with ingredients such as glycolic acid, as this could damage your skin's underlying structure. 

Don't forget your sunscreen!

Avoid polluted environments; pollution is packed with damaging free radicals.

Eat foods rich in anti-oxidants; anti-oxidants zap those nasty little free radicals and can be found in a variety of foods, including fruit and nuts. 

Washing your clothes in non-biological detergents that include skin-friendly ingredients such as aloe Vera will help you to cut down on your skin's exposure to potentially irritating chemicals.
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At the sharp end of the retail business, C&CD Management involves managing our relationships with retailers and wholesalers - building business in the long term and dealing with day-to-day issues as they arise.

Managing our relationships 

with retailers and wholesalers. It's fast moving and exciting, demanding outstanding negotiation skills and the ability to think on your feet. C&CD Management professionals are passionate about ensuring our brands are always visible and available to consumers, wherever people choose to shop. Their role involves working closely with customers in retail, wholesale, rural and Ary cash & carry businesses, developing a sound understanding of their strategies, shoppers and business plans

Responsibilities include

· Improving our turnover, profit and market-share through negotiating prices and margins 

· Ensuring customers have the right products in the right place in sufficient quantities 

· Persuading retailers to carry new products and in-store promotions 

· Working with colleagues in Marketing to develop promotions, and with Supply Chain to create product supply efficiencies. 

· Developing expertise in merchandising, consumer understanding and communication. 

Category Management

A category is a portfolio of products irrespective of brand, for example, the hair-care category includes all our shampoos and conditioners. Some aspects of category management are Marketing's responsibility, but C&CD Management also plays a vital role by working with customers and being responsible for:

· Maximising the sales and profitability of a category for the customer 

· Advising customers which products they should stock considering the location of their store and the demographics of its shoppers 

· Developing in-depth knowledge of the category, its consumers, marketplace and competitors 

Understanding consumers' purchasing habits and making sure they are reflected in our product range. As a part of this team you have to be fully aware of your brands, its markets and the demands of these markets. 





Here are some our brands,

Blue Band

Brook Bond A1

Brook Bond Supreme

Clear

Close Up

Lifebuoy Shampoo

Lifebuoy Soap

Lipton 

Lux

Pond's

Rexona

Sunsilk

Surf excel
Wall's

Wheel

[image: image16.wmf][image: image17.wmf]
