
We are embracing a new era of beauty, one 
that’s: Inclusive. Equitable. Regenerative. 
Positive. So that people and the planet can 
thrive together.

Our Positive Beauty Growth Platform’s first 
area of focus will be social commerce. We 
recognise the huge strategic importance 
of social commerce and want to further 
advance our capabilities to give us a  
unique edge.

Through a pitch competition, we are looking 
to partner with the very best scaleups and 
startups operating in the world of social 

commerce. Our ambition is to engage 
everyone from late stage (pre-IPO) scaleups 
through to seed startups. Join us if you 
want to partner with Unilever and have 
a killer unique selling point (USP) that 
tackles anything from shoppable media to 
livestreams and in-game commerce. 

Our Beauty & Personal Care business is a 
€20 billion division, operating some of the 
world’s most loved brands such as Dove, 
Axe, TRESemmé and Love Beauty & Planet. 
This competition will be spearheaded by our 
Beauty & Personal Care President,  
Sunny Jain, and his leadership team.
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Unilever’s Positive Beauty Growth Platform: 
Social Commerce Pitch Competition

Unilever wants to meet the very best scaleups and startups 
operating in the world of social commerce. 



To bring this to life we will focus on three 
main social commerce models and an 
emerging model:

1. LIVESTREAM COMMERCE i.e: ecommerce or
social media platforms running live stream
shows that enable consumers to purchase
goods. Transaction may occur within
platform or on a third-party site
(e.g: DTC, retailer).

2. SHOPPABLE MEDIA i.e: influencers or
brands leveraging social media to allow

consumers to transact on ecommerce or 
social platforms. Media may be short-form 
video or static assets with tagged products 
that link to a native ‘shop’ or third-party site 
(e.g: DTC, retailer).

3. GROUP BUYING i.e: consumers’ harnessing
the power of collective buying by purchasing
as a group to access greater discounts.

4. GAMING COMMERCE i.e: products and
services enabling direct sales on gaming
platforms.
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Irrespective of the social commerce model we’re using, there are common 
challenges we think could be solved or managed differently. Here are a few areas 
we see potential to optimise (see appendix for more details): 

Influencer management 
Influencer performance tracking and optimisation 
Regional warehousing, logistics and fulfilment to enable last-mile delivery 
and order management 
Technology to enhance the shopper experience and real-time conversion 

What do we mean  by social commerce?
In its broadest form we’re leveraging social networks and  

community/livestreaming platforms to promote and sell products or services.



Where we’ll use these and 
our assessment criteria 

In essence, we’d love to hear from scaleups or startups 
that are rocking it in social commerce. 

See appendix for more details

Support our core brands: where we 
don’t have a DTC capability and   

 infrastructure.

Support our direct-to-consumer  
(DTC) brands: where we can help 
accelerate growth.

Bring radical horizon 2-3 innovations: 
the unknown unknowns to keep us  
ahead of the competition.

Support our ‘Positive Beauty for 
People and Planet’ mission: solutions 
to help end discrimination in beauty 
and champion inclusion or help   
reduce environmental impact via   
social commerce.
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1. Help us to move fast and with
impact (e.g: plug and play solutions,
maximise sales conversions,
optimise touchpoints, increase
consumer understanding).

2. Bring ease and simplicity (e.g:
create a seamless and wonderful
consumer experience or the creation
of assets and campaigns).

3. Support our key markets (e.g:
ability to deliver in one or more of
our key markets – USA, India, China,
UK, Brazil, and Indonesia).

4. Have a killer USP (e.g: have
genuine differentiation in what
you do).

5. Traction (e.g: evidence that you
can deliver on your intention – either
as an early startup or
pre-IPO scaleup).

What we’re looking for in our scaleups and startups collaboration:

We will be considering applicants against any one or more of the 
following categories, businesses that can:



What’s next…
If you want an opportunity to start a conversation, meet our senior leadership  

and business operators and potentially partner with us, the key steps are: 

Submissions Open 28 Sept, Tues (midday BST)

6 Oct, Wed (10:00 and 16:00 BST)

19 Oct, Tue (23:59 BST)

3 Nov, Wed

18 Nov, Thurs 

Q4-21

Unilever Open Forum  
(we present our ask and Q&A)

Submissions Close

Shortlist Announced

Virtual Live Pitch Competition 
(for the six best aligned)

Commercial Discussions

To apply please visit:
https://www.f6s.com/unilever-social-commerce-pitch
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https://www.f6s.com/unilever-social-commerce-pitch


Appendix A: Some things our teams  
are looking to optimise today

1. Influencer management 
Today, individual brands work with 
agencies to source and contract macro 
influencers and social campaigns; 
objective is awareness rather than 
conversion.

The opportunity is… 
a) Greater access to the talent pool to 
expand choices in influencer recruitment 
and increase performance.
b) Increase influencer capability and image 
building (e.g: superior brand knowledge, 
live selling skills, holding attention of an 
audience).
c) Commercial-based contracts to  
drive stronger ROI versus service based 
(fixed fee). 

2. Influencer performance tracking and 
optimisation 
Today, we collate performance data 
from social platforms, media agencies 
and retailers and review post-campaign 
performance.

The opportunity is… 
a) Increase ability and agility to make 
live optimisations and review real-time 
performance of influencers.
b) Drive comparable data sources, 
trackable metrics and attribution windows 
which vary by platform.

3. Regional warehousing, logistics & 
fulfilment to enable last-mile delivery 
and order management 
Today, we work with multiple 3PLs across 
markets to manage pick, pack and 
dispatch on small consumer orders.

The opportunity is…  
a) Unify RTM models across markets in the 
same region.
b) Enable end-to-end management with 
high-quality customer service.
c) Tech integrations or API connections to 
receive orders, take payment and track 
shipments.

4. Technology to enhance shopper 
experience and real-time conversion  
(e.g: chatbots, voice, coupons/promotions)
Ecommerce tech capabilities are evolving 
quickly and consumers expect a seamless 
connected shopping experience.

The opportunity is… 
a) Search and selection of products to 
be hyper-simple, taking into account the 
fact the functionality of social commerce 
platforms is constantly evolving. 
b) Consumers want a delightful experience 
to engage with chatbots that enable 1:1 
consumer communication, sales advice, 
recommendations and order support.
c) Deliver great value to consumers  
with the ability to access personalised 
promotional discounts via  
social commerce.
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Appendix B: The four categories  
applicants should apply against

(Pick one or more areas that apply to your business/proposition when applying) 

Businesses that can support our core 
brands without a DTC site: 
We have a large portfolio of brands that 
consumers love. These are sold through 
multiple channels – retail, ecommerce, 
omni-channel, grocery, department stores, 
specialist stores, beauty salons etc. These 
are not sold as DTC products.  We would 
love to hear of solutions or ideas that can 
accelerate the social commerce play for 
these leading brands.  Examples of some 
questions that we aim to answer:
  How can Unilever brands measure and
  track the performance of social   
 commerce/influencers on conversion  
 metrics (from event to basket) for  
 non-DTC brands?
  How can Unilever brands use social  
 commerce and live shopping to drive  
 better collaboration with retailers  
 (e.g: the events enable data   
 partnerships)?
  How can social commerce support  
 brands in encouraging users to trade up  
 to more premium products?
  How can social commerce increase  
 basket size and enable product   
 bundling?
Example brands: Dove, Clear, Ponds, Lux, 
Axe, Rexona, Lifebuoy, Vaseline, Nexxus

Businesses that can support our direct-to 
consumer (DTC) brands:  
We have an array of brands which have 
a strong DTC presence. We would love 
to hear solutions or ideas that can 
accelerate the social commerce play 
for these leading brands. The support/
solution could be across or for any part 
of the social commerce value chain 
(e.g: core technology, content creation, 
data acquisition, supply chain and 
logistics, analytics and ROI/business case 
modelling). 
Example brands: The Dollar Shave Club, 
Paula’s Choice, Shea Moisture  

Businesses that bring radical horizon  
2 -3 Innovations:
The unknown unknown – AKA what insight 
do you have about this industry that will 
change the way people shop? We welcome 
bold, brave, new ideas. We want to hear 
from startups that are challenging what 
social commerce is today and could 
become in the future.  We’re interested 
in new technologies, business models or 
innovations that could totally transform 
the way we buy. We don’t know what’s 
around the corner, but we encourage those 
of you taking big bets on the future.
 
Businesses that can support our ‘Positive 
Beauty for People and Planet’ mission:
Unilever is inviting you to partner with us in 
accelerating our Positive Beauty vision; and 
in driving the continued transformation of 
how our Beauty & Personal Care products 
are designed and made – as well as how 
our brand experiences are created.
Unilever is taking action to help improve 
health and wellbeing and advance equity 
and inclusion, reaching 1 billion people 
per year by 2030. We’ll do so by helping 
to end discrimination in beauty and by 
championing inclusion, challenging 
narrow beauty ideals and building an 
inclusive portfolio of products which cater 
to a greater diversity of beauty.  
We welcome:
 Solutions that will help reduce and  
 remove people bias from social   
 commerce (e.g: race, gender, sexual  
 orientation, age etc). 
 Sustainability solutions to reduce  
 environmental impacts end to end  
 (e.g: carbon emissions, last mile 
 logistics, personalisation, virtual  
 influencers, packaging etc).


