
 

 

Marketing Sunsilk:  

How Unilever Launched its Global Hair Care Brand in the US 

Introduction: 

Launching a brand in a new international market is no easy feat. It requires careful research, strategic 

planning, and innovative promotional strategies. In this blog post, we will delve into the fascinating 

journey of Unilever's brand, Sunsilk, and how it successfully entered the competitive hair care market in 

the United States. We will explore the challenges faced, the promotional strategies employed, and the 

future prospects of Sunsilk in the US market. 

Background Note: 

Before we dive into the specifics of Sunsilk's entry into the US, let's take a moment to understand the brand 

itself. Sunsilk, a global hair care brand owned by Unilever, has a rich history dating back to the 1950s. 

Originally launched in the United Kingdom, it quickly gained popularity for its innovative hair care 

solutions and became a household name in many countries. 

Sunsilk - The Brand: 

Sunsilk has always been synonymous with quality and innovation. The brand offers a wide range of hair 

care products tailored to meet the diverse needs of consumers. With a strong focus on research and 

development, Sunsilk continuously introduces new and improved formulations, staying ahead of the 

evolving hair care trends. 

Sunsilk in The USA: 

Entering the US market, known for its discerning consumers and fierce competition, was a significant 

challenge for Sunsilk. Extensive market research was conducted to understand the preferences and 

expectations of American consumers. This helped Unilever tailor the products and marketing strategies 

specifically for the US market, ensuring they catered to the unique needs and demands of the American 

audience. 

Sunsilk Promotional Strategies: 

One of the key promotional strategies employed by Unilever to promote Sunsilk in the US was the 

'Hairapy' campaign. This campaign aimed to position Sunsilk as a brand that not only provides effective 

hair care solutions but also understands and empathizes with the emotional connection people have with 

their hair. By tapping into the emotional aspect, Sunsilk struck a chord with consumers, creating a strong 

brand identity and loyalty. 

Another successful global campaign that played a crucial role in Sunsilk's entry into the US was the 'Life 

Can't Wait' campaign. This campaign focused on empowering individuals to embrace their unique hair and 

live life to the fullest. Through powerful storytelling and relatable narratives, Sunsilk connected with 

consumers on a deeper level, fostering brand loyalty and advocacy. 

Outlook: 

Looking ahead, the future prospects of Sunsilk in the US market are promising. With its innovative 

products, targeted marketing strategies, and strong brand presence, Sunsilk has carved a niche for itself in 

the competitive hair care industry. To further enhance its position, the company can explore strategies such 

as expanding its product line, collaborating with influencers and salons, and leveraging digital platforms to 

engage with consumers. 



 

 

Conclusion: 

In conclusion, Unilever's successful launch of Sunsilk in the US market serves as a testament to the brand's 

resilience and adaptability. By understanding the market, tailoring products and marketing strategies 

accordingly, and connecting with consumers on an emotional level, Sunsilk managed to make a mark in the 

highly competitive hair care industry. With a bright future ahead, Sunsilk is poised to continue captivating 

the hearts and hair of American consumers. 

 


