
case study

Building a video-sharing platform for the one of the 
world’s biggest and most varied organisations. 



With over 174,000 people working on over 
400 brands, Unilever has to communicate 
to hundreds of thousands of its employees 
every day. Across household names and 
across sectors, every one of its employees 
has to be at the top of their game and firmly 
on the pulse.

All of these individual brands were doing 
great work and producing great nuggets of 
content. But it was all staying in silos. Lots of 
great work wasn’t being shared.

The problem was that Unilever didn’t have a 
common platform to help them broadcast 
beyond the borders of their individual brands. 

What’s relevant for one market would certainly 
be relevant for many more, and this information 
needed to be accessible to the whole company, 
available on everyone’s various gadgets and 
gizmos. 

We needed to build a stage for smart, savvy 
people to share. It didn’t need to be too tailored 
or tricksy. Just a powerful, open creative platform 
that they could shape as they saw fit.

Unilever is a multinational consumer goods company co-headquartered in London &  
Netherlands. Their products include food, beverages, cleaning agents and personal care products.

the challenge: 
Help people share beyond 
their silos

the approach:
Four hundred brands.  
One place to share.

the results:
UView – open, easy  
and powerful

UView is a video platform that we think is the best 
in the business. (Yes, even better than that THAT 
one.)

Unilever can bolt on sub-channels, stream live 
events and use the content in new exciting ways 
across the whole company.

Within the first hour, 400 videos were uploaded. 
These were pieces of valuable work that had 
been hidden away on a hard drive for too long. 
Within seconds, their audience went from a few 
dozen to over 174,000.


