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[bookmark: _Toc191537969]Executive Summary
With a focus on innovation and sustainability, Unilever controls the fast-moving consumer goods (FMCG) market in over 190 countries. Environmental consciousness and efficient business operations are propelled by the Sustainable Living Plan of the organisation. Improving supply chain operations and ensuring they fulfil Unilever's sustainability criteria are my responsibilities as Senior Operations Manager. Creativity and innovation are the keys to Unilever's success and growth. Constant innovation is essential in the fast-moving consumer goods (FMCG) industry because of the ever-changing demands of customers, new technologies, and environmental regulations. Both Clayton Christensen's disruptive innovation theory and Tidd and Bessant's Four Ps paradigm place a focus on originality in product development, management of the supply chain, and placement in the market. Examples of Unilever's inventiveness include the Dove Real Beauty commercial and the Lifebuoy handwashing campaigns. 
Adopting biodegradable packaging for Unilever's personal care items should be a major advance. The company's environmental aims are supported by process innovations like this one, which decrease waste plastic without harming product quality. This concept was refined with the help of Design Thinking and the Osborn-Parnes Creative Problem-Solving Process. The idea's viability, cost-effectiveness, and scalability within the corporation were confirmed by this. Using Lewin's Force, we used field analysis to see if the idea was feasible. Influencing factors include developments in technology, the viability of the market, the boundaries imposed by regulations, and Unilever's strategic objectives. However, there are still cultural hurdles, stakeholder opposition, and budgetary restrictions. To use biodegradable packaging, Unilever need collaborations in research and development, education of customers, and compliance with regulations. 
Despite financial and administrative restraints, Unilever's leadership and culture encourage creativity. Sustainability, cross-functional cooperation, and employee involvement should be prioritised by the organisation at all levels. By switching to biodegradable packaging, Unilever can increase its market share, satisfy its customers, and solidify its position as an industry leader in sustainable development.

[bookmark: _Toc191537970]1. Introduction
Unilever, is a global leader in consumer goods, with operations in more than 190 countries (binti Tsuraya et al., 2023). Among its many business lines are those dealing with nutrition, personal care, and housekeeping. Dove, Lipton tea, Ben & Jerry's ice cream, and Hellmann's are just a few of Unilever's many brands that reach billions of people every day. Because of its worldwide reach, the company can cater to a diverse clientele and benefit from economies of scale. Unilever places a premium on sustainability. To improve consumer health while reducing its negative effect on the environment, the company took the lead in sustainability initiatives.
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Figure 1: Unilever's Multi Brand Strategy









 Innovation is key for Unilever in responding to shifting consumer preferences, new technological developments, and global challenges (Chepkorir, 2023). To secure long-term success and fulfil social responsibilities, Unilever's Sustainable Living Plan encourages forward-thinking operations. I oversee the supply chain and work to enhance operational efficiency in one of Unilever's major product categories as the Senior Operations Manager. I oversee manufacturing, make sure resources are being used efficiently, and check that operational goals align with the company's sustainability targets. I collaborate with teams from different departments to find innovative ways to improve our business processes. Successful resolution of operational difficulties is crucial to Unilever's future. To remain competitive in the consumer products market while still reaching sustainability targets, the business must identify inefficiencies and develop new solutions.
[bookmark: _Toc191537971]2. An Examination of the Importance of Creativity and Innovation from a Critical Perspective
[bookmark: _Toc191537972]2.1 Relevance of Creativity and Innovation to Unilever’s Sector
Market dynamics change in the fast-moving consumer goods (FMCG) business, making innovation crucial. The FMCG industry has high competition, rapid product turnover, and changing consumer preferences. Technological advances, environmental concerns, and social movements affect consumer expectations (Prashar, 2023). This industry requires constant innovation to suit customer needs and guarantee corporate viability. As an industry leader, Unilever must improve its products, operational efficiency, costs, and global issues like climate change, health, and wellness. Innovation is essential for survival and growth. Innovation is vital to Unilever's FMCG market leadership, whether it's inventing new product formulas, enhancing supply chain efficiency, or infusing sustainability into every area of its operations. Clayton Christensen's disruptive innovation theory applies to FMCG. Innovation changes market dynamics and creates new markets and value networks under this paradigm. FMCG firms like Unilever face ongoing challenges from smaller, more nimble competitors (Kang et al., 2023). Thus, promoting innovation allows Unilever to respond to market changes and create disruptive goods.
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Figure 2: FMCG (fast-moving consumer goods)

[bookmark: _Toc191537973]2.2 The Role of Creativity
Innovation requires creativity. Innovation is the execution of creative ideas, but creativity creates new possibilities. Creativity is essential to all innovation and should be fostered at every organisational level. In huge companies like Unilever, creative thinking must be integrated into culture and operations, not only R&D (Tidd and Bessant, 2018). Tidd and Bessant's Four Ps Framework of Innovation illuminate organisational creativity. This framework says creativity affects a business's Product, Process, Position, and Paradigm. In the context of Unilever, creativity could manifest in the development of new products (such as Dove's commitment to natural beauty), new operational processes (innovative supply chain practices), new positioning in the marketplace (as seen with the "Sustainable Living" campaign), and new paradigms (such as transforming how the company views its relationship with the environment and consumers). Creativity, therefore, is crucial to every facet of Unilever's business strategy. Furthermore, supporting creativity at every organizational level be it senior leadership, operational personnel, or R&D teams encourages a flow of creative ideas (Jain et al., 2021). This boosts innovation and the company's capacity to solve complicated problems. Unilever's cross-functional teams allow different personnel to interact and generate fresh ideas that would not have developed in isolated teams.
[bookmark: _Toc191537974]2.3 Examples from Unilever
Unilever's sustainable product lines and socially conscious advertising are examples of its ingenuity and innovation. Dove, for instance, has changed the cosmetics business by questioning beauty norms. In 2004, Dove introduced the breakthrough "Real Beauty" ad, which embraced varied body forms and natural beauty. This campaign changed beauty marketing and supported body positivity and self-esteem movements. Dove became a symbol of empowerment and inclusion, winning over people worldwide. Another example of socially impactful innovation is Unilever's Lifebuoy handwashing program. The Lifebuoy campaign encouraged children in underdeveloped nations to wash their hands through advertising and education to minimise avoidable illnesses. This campaign's messaging, internet strategy, and grassroots attempts to influence society are innovative. Both instances show Unilever's capacity to incorporate innovation into its products and marketing, boosting commercial and social good (Narayanan, S. and Das, 2022).
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Figure 3: Unilever's Products Examples





[bookmark: _Toc191537975]2.4 Broader Industry Context
Comparing Unilever's innovation processes to those of other FMCG businesses shows that many are spending extensively on sustainability and social responsibility. Procter & Gamble (P&G) has supported environmental innovation with products like Tide Coldwater detergent, which cleans clothing at lower temperatures and saves energy. The Unilever Sustainable Living Plan shows how Unilever integrates sustainability into its corporate operations. This initiative seeks to half the company's goods' environmental impact and improve one billion people's health. Open innovation platforms, where external partners create sustainable products and services, have also shown Unilever's creativity. FMCG innovation is also influenced by industry trends like plastic reduction, plant-based products, and transparent supply chains. Studies show that companies like Unilever are ahead of the curve in developing sustainable packaging, expanding their plant-based product portfolio, and ensuring supply chain traceability. Many FMCG firms are following suit, but Unilever has led the way with its dedication to innovation that benefits customers and the world. Finally, creativity and innovation are crucial in FMCG, especially for Unilever. A strong culture of innovation, helps Unilever advance product development, marketing, and social responsibility (Kusuma et al., 2024). Creative thinking keeps the organisation competitive in a fast-changing sector with rising consumer expectations. Innovation and sustainability set Unilever apart in a saturated market and set best practices for FMCG companies.
[bookmark: _Toc191537976]3. Analysis of the ‘4 P’s of Innovation 
[bookmark: _Toc191537977]3.1. Overview of the 4 P’s of Innovation
A framework for categorising innovations inside an organisation is the "4 P's of innovation," which stand for products, procedures, positions, and paradigms. Companies can use these categories to discover new avenues for innovation. Commodities, operations, market positioning, and business strategy may all be enhanced to achieve this goal (Attah et al., 2024). 
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Figure 4: 4 P’s of Innovation

· Product Innovation: 
The term "product innovation" describes the process of developing upgraded or brand-new versions of existing products and services (Adilah et al., 2023). Improving the product's features, functionality, or design to fulfil customer wants or set the brand apart is the key objective. 
· Process Innovation: 
Betterment of a company's production, supply chain, or service delivery methods is achieved by "process innovation." Increasing productivity, decreasing expenses, or bettering operations are the goals of this project (Piyatilake et al., 2022). 
· Position Innovation: 
Position Innovation is about changing the way a product or service is perceived by the market (Zuhroh and Rini, 2024). This may involve repositioning the product in the market, modifying its branding, or aiming it at a different demographic of consumers. 
· Paradigm Innovation: 
Paradigm shifts also impact organisational structures and business models. Something fresh in business, technology, or industry strategy might be at the heart of this innovation. 
[bookmark: _Toc191537978]3.2. Idea’s Categorization
Potentially groundbreaking new packaging for Unilever's personal care products might be biodegradable. This solution addresses the issue of plastic waste without sacrificing product performance or quality. According to the results of the investigation, this idea is closely related to it. The goal of this classification is to facilitate better production and packaging operations for Unilever. Transitioning to biodegradable packaging would necessitate adjustments to Unilever's sustainability requirements in supply chain management, production procedures, and quality control (Patel, 2023).
[bookmark: _Toc191537979]3.3. Justification 
The key change is in the organization's operating techniques, not the product, hence this notion is considered a process invention. The new packaging is primarily designed to make the production process more environmentally friendly; it would be utilised for Dove and Lifebuoy products. For the biodegradable packaging material to remain cost-effective, Unilever would have to negotiate new supplier contracts, modify its manufacturing capacities, and ensure mass production. Take a look at the process innovation history of Unilever to back up this categorisation. Significant improvements in plant energy efficiency and water utilisation have been achieved by the firm. One way Unilever is working to improve its operations and lessen its impact on the environment is by using biodegradable packaging (Hu and Zeng, 2024). Changes to biodegradable packaging are in line with Process Innovation and the company's environmental initiatives. To achieve its aim of reducing environmental impact without compromising product quality, Unilever has made a fundamental change to packaging and distribution across its supply chain. As a result of this technological advancement, Unilever can run more efficiently and more competitively in the more sustainable fast-moving consumer products market (Kpoku, 2021).
[bookmark: _Toc191537980]4. The Creative Process in Developing Your Idea
[bookmark: _Toc191537981]4.1. Overview of Creativity Models
Through the provision of formal frameworks, creativity models assist people and teams in the process of generating, refining, and putting into action unique ideas. The Osborn-Parnes Creative Problem-Solving Process is a well-known model of creativity that is frequently utilised to assist the development of ideas and enable individuals to overcome obstacles that stand in the way of their creative potential.
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Figure 5: The Osborn-Parnes Creative Problem-Solving Process

This model involves several stages:
· Objective Finding: Clarifying the problem or goal.
· Fact Finding: Gathering information and exploring existing knowledge.
· Problem Finding: Defining the exact problem or challenge in a way that opens up potential solutions.
· Idea Finding: Brainstorming and generating creative ideas without judgment.
· Solution Finding: Refining and selecting the most practical and viable ideas.
· Acceptance Finding: Determining how to implement the solution and gaining buy-in from stakeholders.
Design Thinking emphasises empathy, problem-defining, ideating, prototyping, and testing and is another popular approach. Understanding consumer requirements and iterating on feedback are its goals (Kim and Park, 2021). Both strategies encourage methodical innovation while fostering creativity and adaptability.
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Figure 6: Design Thinking Process

[bookmark: _Toc191537982]4.2. Step-by-Step Application
My unique proposal, a sustainable packaging solution for Unilever's personal care products, used the Osborn-Parnes Creative Problem-Solving Process and Design Thinking. This is how I implemented this process:
i. Objective Finding: 
Define the problem as the first phase. Like many FMCG firms, Unilever confronts growing demand from customers, authorities, and stakeholders to decrease environmental impact. Eco-friendly alternatives are in demand due to plastic waste. A sustainable packaging solution that decreases plastic use and maintains product quality was the goal (Ibrahim et al., 2022).
ii. Fact Finding:
In the fact-finding phase, I collected data on packaging practices in Unilever and the FMCG industry. I studied biodegradable material research, customer demands for sustainable packaging, and competitor plastic reduction initiatives. Considering Unilever's "Sustainable Living Plan" and the technological challenges of altering container materials was also necessary.
iii. Problem Finding: 
I analysed the challenge more thoroughly. It wasn't enough to reduce plastic—Unilever needed a cost-effective, high-quality substitute. It was necessary to address the material's durability, manufacturability, pricing, and brand image and consumer acceptance. These limits helped concentrate and define the innovation process (Javaid et al., 2021).
iv. Idea Finding:
After defining the challenge and restrictions, the brainstorming phase began. I came up with various sustainable packaging solutions from the fact-finding process. Biodegradable plastics, plant-based fibres, and edible packaging were used. I investigated adding recyclable materials to current package designs. It was important to think extensively and develop numerous ideas without judgment.

v. Solution Finding:
After brainstorming, we assessed their practicality. Considerations were affordability, scalability, and environmental effect. I worked on biodegradable plastics to replace conventional plastic and meet Unilever's environmental goals. After researching, I chose biodegradable packaging produced from plant-based polymers for its affordability and environmental friendliness. This material balanced environmental advantages and mass production suitability well.
vi. Acceptance Finding: 
The final phase involved conceptualising a presentation for Unilever stakeholders. I proposed the material's advantages, long-term cost reductions, and compatibility with Unilever's sustainability goals. This included designing a plan for the implementation of the new packaging across product lines and determining how to convey this innovation to customers to boost Unilever's sustainability leadership (Arslan et al., 2025).
[bookmark: _Toc191537983]4.3. Personal Reflection
The creative process was difficult yet gratifying. There were so many ways to improve sustainability that it was hard to choose one. Brainstorming generated many ideas, but honing them into something viable and effective was difficult. Consumers are increasingly expecting sustainable products, therefore design thinking helps focus the innovation process on customer demands. I had to make sure the new packaging option met environmental regulations and large manufacturing needs. Many biodegradable materials were either pricey or fragile for daily usage. I found a compromise that fulfilled all criteria through iterative testing and material expert advice. Learning occurred during the creative process. It improved my analytical and iterative thinking, balancing daring ideas with real-world limits. After following a disciplined yet flexible innovation approach, I came up with a proposal that meets Unilever's sustainability goals and helps the firm and its customers.
[bookmark: _Toc191537984]5. Assessing the Feasibility of Your Idea Through Lewin’s Force Field Analysis
[bookmark: _Toc191537985]5.2. Lewin’s Force Field Analysis Model
Kurt Lewin's Force Field Analysis is commonly utilised to study organisational transformation. In any organisational setting, driving forces drive for change while restraining factors resist change, (Kump, 2023). These forces form a "field" where their equilibrium determines the situation. Lewin believed that to transform an organisation, one must boost the driving factors or diminish the restraining forces. This approach helps assess the feasibility of new ideas and innovations by identifying change-promoting and change-preventing elements. Lewin's approach can assist evaluate external and internal influences that may affect creativity. Managers and leaders may build focused change plans and handle difficulties by analysing these influences (Allam et al., 2024).
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Figure 7: Force Field Analysis
[bookmark: _Toc191537986]5.3. Application of the Model
I shall use Lewin's Force Field Analysis to analyse my unique idea: biodegradable packaging for Unilever's personal care items. This proposal supports Unilever's sustainability aims and depends on corporate and market dynamics.
· Driving Forces
Technological Advancements: Biodegradable packaging is now more viable and cost-effective due to material science advances. New materials are being created with plastic-like strength and durability. This technical advancement aids sustainable packaging (Siddiqui et al., 2023).
Market Demand for Sustainability: Earth-friendly products are growing in popularity. Many customers care about the environment and want eco-friendly items. Unilever, a worldwide consumer products giant, can gain from satisfying this demand and improving its sustainable reputation.
Unilever’s Sustainability Goals: The Sustainable Living Plan and Unilever's goal to make all plastic packaging reusable, recyclable, or compostable by 2025 demonstrate their commitment to sustainability. Sustainable packaging becomes a business priority with this initiative's internal alignment.
Regulatory Pressures: Plastic usage and waste rules are tightening worldwide. EU rules prohibit single-use plastics. Unilever is pressured to use sustainable packaging by such requirements.
· Restoring Forces
Financial Constraints: Biodegradable packaging is becoming cheaper, yet it may still cost more than plastic. Funding research, prototyping, and increasing manufacturing may also be costly. Given its profitability needs, Unilever may struggle to devote sufficient resources (Chandratreya, 2025).
Resistance from Employees and Stakeholders: Large organisations can face opposition to change, especially from departments used to processes. Manufacturing, supply chain, and procurement workers may oppose new packaging materials due to the difficulty of switching suppliers and materials.
Cultural Barriers Within Unilever: Unilever has achieved sustainable progress, but its worldwide operations may make it difficult to align all workers, partners, and suppliers with this innovation. Cultural differences or sustainability commitments in different places may limit adoption (Arellano, et al., 2021). 
Consumer Acceptance and Brand Perception: Demand for sustainable products is rising, yet some consumers may not accept biodegradable packaging if it reduces product quality, durability, or aesthetics. Negative opinions about biodegradable materials' trustworthiness might derail the project.
Action Plan
Lewin's Force Field Analysis suggests the following ways for implementing sustainable packaging:
Leverage Driving Forces:
· Work with top material science businesses to keep ahead of advances and provide the finest packaging solutions. Unilever may also spend in R&D to create sustainable, high-performance materials.
· Promote the new packaging's sustainability through vigorous marketing efforts. This can boost consumer loyalty and new product acceptance (Krishnan et al., 2024).
· Position sustainable packaging as a proactive solution to comply with global laws and boost Unilever's sustainability leadership.

Mitigate Restraining Forces:
· Incorporate biodegradable packaging across product lines gradually to control costs. Seek external financing or partner with other organisations to finance innovation.
· Develop internal awareness efforts to promote the innovation and Unilever's environmental aims. Provide training and support to transitioning personnel to enable smooth implementation.
· Make a worldwide task force to standardise sustainable packaging across regions. Adjust messaging and approach to local cultural and business norms to ensure all areas support Unilever's sustainability agenda.
· Promote biodegradable packaging via consumer education efforts. Address issues via product testing, user testimonials, and explicit communication on new material quality and reliability (Fletcher et al., 2021).
Unilever can successfully deploy sustainable packaging throughout its product lines by balancing the driving and restraining factors.
[bookmark: _Toc191537987]6. Discussion of the Organisational Climate’s Support for Innovation 
[bookmark: _Toc191537988]6.1. Organisational Climate and Culture at Unilever
The reputation of Unilever has been enhanced by its progressive culture, which prioritises sustainability, creativity, and innovation. The company's culture encourages innovation by being receptive to new ideas. Interdependent on this ecosystem is Unilever's Sustainable Living Plan, which demonstrates the firm's dedication to sustainability and innovation over the long run. All staff are encouraged to think outside the box and come up with innovative solutions to problems using this framework. To lessen the company's negative effect on the environment or the health of its customers, Unilever encourages its employees to take risks and try new things. Hierarchical organisations, like any huge corporation, can slow the adoption of new ideas in some fields. Especially when contrasted with leaner, more nimble businesses (Bömelburg and Gassmann, 2024).
[bookmark: _Toc191537989]6.2. The Role of Leadership and Management
Inventiveness is fostered by Unilever's management and leadership. There has been continuous top-down support for innovation from the company's worldwide leadership and local management. Sustainability and innovation have been emphasised by Unilever's management team, led by CEO Alan Jope. To them, these traits represent the future of the multinational firm. In order to make creative ideas a reality, the Unilever Foundry links entrepreneurs with the worldwide supply networks of the corporation. Leadership promotes collaboration and creativity across different functions in this way. To foster innovation, Unilever's management structure prioritises cross-level collaboration and empowerment (Swathi and Johnpaul, 2025). Everyone is free to voice their opinions, and there are systems in place to help brainstorm and finance fresh ideas. The incentive programs of Unilever are connected to innovation. These pay structures incentivise groups to come up with novel and significant business concepts. Although the corporation values innovation, it has challenges in providing its staff with the necessary resources, particularly in less obvious areas.
6.3. Barriers to Innovation
The firm nevertheless encounters obstacles, despite its unwavering commitment to innovation. Delays in decision-making and innovation can occur in bureaucratic and hierarchical institutions. Unilever works in a broad variety of nations, each with its own unique culture, laws, and business practices. There may be a holdup in the launch of new projects due to communication issues across areas. When the results of innovation initiatives are unclear in the long run, Unilever's emphasis on short-term profits might come into conflict with these initiatives. Programs like sustainable packaging may need initial investments before producing substantial returns; nevertheless, their adoption may be hindered by the tension between immediate financial gain and more distant environmental objectives (Shehzad and Khan, 2025).
[bookmark: _Toc191537990]6.4. Likelihood of Management Support
Because of Unilever's history of innovation, especially in areas of sustainability, upper management is likely to support a sustainable packaging creation. There will be significant progress towards Unilever's environmental objectives thanks to the company's leadership's 2025 pledge to make all plastic packaging reusable, recyclable, or compostable. In light of the foregoing, the sustainable packaging project may be seen by the company's management as an organic continuation of its current strategy. It is reasonable to assume that the initiative would have the backing of the management team given their clear commitment to sustainability, their encouragement of collaboration across departments, and their use of external partnerships such as the Unilever Foundry. Careful consideration would be required, nevertheless, to incorporate the notion with immediate economic objectives without repressing internal hierarchy and fiscal concerns (Pencle, 2022).
[bookmark: _Toc191537991]7. Conclusion
In view of Unilever's initiatives in sustainability and innovation, this research delves into the fascinating concept of environmentally friendly packaging. This idea was deemed Product Innovation after a thorough examination of the four P's of innovation. In an effort to broaden its customer base, the company is focussing on eco-friendly packaging. This proposal's viability was evaluated using Lewin's Force Field Analysis, which uncovered key motivating factors such as Unilever's sustainability goals and the market's need for environmentally friendly products. But we were cognisant of the fact that there were financial limitations and cultural barriers all through the process. Despite hierarchies and short-term economic constraints, the research concluded that leadership at Unilever encourages innovation. Although Unilever's strategic purpose and internal capabilities are congruent with sustainable packaging, the company will require careful management to overcome internal resistance. 
The research suggests that Unilever should use environmentally friendly packaging as part of its leadership commitment to technological innovation and social responsibility. To make sure that all the major departments, from marketing to product development, are on the same page, the organisation should highlight cross-functional collaboration. To encourage originality and fresh ideas, management should include all employees. While doing so, it is important to break down cultural and financial barriers via open dialogue and a solid network of support. Think about teaming up with innovation hubs or new businesses to integrate fresh ideas. 
We anticipate that Unilever's long-term growth and sustainability will be enhanced by this state-of-the-art technology. Meeting consumer demand for eco-friendly products while conforming to global environmental rules might help Unilever gain market share. Unilever can achieve its environmental aims and establish itself as an ethical leader in the corporate world with this method. In a sustainable market, it promotes growth and strengthens customer attachment to the brand.
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