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[bookmark: _Toc133310860]Executive Summary

The purpose of this report is to develop a leadership strategy that seeks to achieve and demonstrate how Unilever can create an environment in which innovation flourishes. 
The first part of the report describes how successful innovative organisations can identify and focus resources on opportunities and challenges; support and facilitate efforts to find, create, and develop new ideas; devote resources to putting innovative approaches into practise and evaluating them, and have specific processes and resources for diffusing, adopting, and scaling up new ideas. Further is argued that HRM systems can help organisations innovate by drawing on ideas on organisational learning. The report provides an overview on Unilever, the scope, as well as an analysis of UNILEVER’s  business environment.
The second part of the report is critically analysing Unilever’s business environment through the compilation of a Swot and Pestle analysis. Swot analysis outlines several internal and external strategic aspects that managers must consider when developing their strategies, also that product innovation is a chance for Unilever to improve operational performance. It is advised that the business utilise its advantages, such as economies of scale, for product innovation to combat imitation and competition. Pestle analysis highlights that Unilever must prioritise several possibilities and dangers to achieve growth and worldwide expansion in the consumer products sector, and that strategic focus is necessary for business sustainability and global innovation.
The third part of the report provides recommendations for Unilever to create an environment where innovation can flourish, followed by a conclusion affirming that Unilever faces significant challenges from the outside world, but its built-up brand recognition, continuous innovation improvements and consumer base in numerous markets over many years are sufficient to help it get through these issues.
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[bookmark: _Toc133310861]1.0 Introduction

The purpose of this report is to develop a professional understanding of what effective leadership can deliver in terms of sustainable organisation at Unilever, capability and innovation through the development of people. The report focuses on the leadership strategies of the Unilever company , with special focus on creating an environment in which innovation flourishes at Unilever. 
Successful innovative organisations can identify and focus resources on opportunities and challenges; support and facilitate efforts to find, create, and develop new ideas; devote resources to putting innovative approaches into practise and evaluating them; and have specific processes and resources for diffusing, adopting, and scaling up new ideas. Organisations that can pinpoint the precise concerns, issues, problems, and opportunities towards which innovation resources should be directed are successful innovative organisations. This expands on awareness of demands in some contexts based on persistent, frequent, or new problems where conventional solutions fall short. In other situations, the opportunity for innovation may be recognised because of knowledge or discovery of an innovative potential solution. Resources, well-defined problem-analysis procedures, and methods for deciding on priorities and applying them to direct further search and discovery efforts are necessary for problem and opportunity identification ( OECD, 2020).
The practise of human resource management (HRM) is a significant predictor of organisational performance. It is argued that HRM systems can help organisations innovate by drawing on ideas on organisational learning. The study provides longitudinal data to support the idea that efficient HRM systems, which incorporate advanced methods for recruiting and selection, induction, assessment, and training, foretell organisational innovation in goods and production technologies. Further, is demonstrated that Unilever’s organisational innovation is boosted in environments that foster learning and is hampered for production process innovation in environments where there is a connection between evaluation and compensation (Shipton, et al. 2005).








[bookmark: _Toc133310862]1.1 Overview of the company
Unilever Plc (Unilever) is a producer and seller of quickly changing consumer goods. The company's product line includes a variety of foods, beverages, home care items, cosmetics, personal care items, and vitamins, minerals, and dietary supplements. Under the brands Bango, Ben & Jerry's, Hellmann's and Smarty Pants, it sells goods. It offers merchandise for sale to brick-and-mortar store partners, little family-run businesses, online merchants, and discount merchants. The company has business presence across the Americas, Europe, Asia-Pacific, Africa, and the Middle East. Unilever is headquartered in London, UK (Global Data, 2023). (Fig. 1)
[image: ](Fig. 1. Source: Jurevicius, 2023).
The retail company Unilever was established on September 2nd, 1929, and is headquartered in London, United Kingdom. The estimated annual revenue for 2022 was $60.07 billion, up roughly $8 billion from the previous year. It is one of the biggest businesses that delivers items to numerous nations throughout the world. The organisation divides its offerings into three categories: personal care, home care, and food and beverage segments (Petruzzi, 2023).

[bookmark: _Toc133310863]1.2 Scope
The CSR policies of the organisation are notable as the company works to remove harmful environmental impact, reduce carbon intensity, save resources as well as utilize them properly. The organization currently employs about 148,000 people as seen in the year 2021.The company currently possesses an asset of $81.992 billion which has declined about 7.71% from the previous year. The main competitors of this organization include Nestle, “Johnson & Johnson,” “Procter & Gamble,” “Colgate- Palmolive” and many others selling similar products in the global market (Digital Marketing Strategy, 2023).

[bookmark: _Toc133310864]1.3 Analysis of UNILEVER’s  business environment
The retail sector in the UK is one of the largest sectors in the country with a total value of £441 billion as seen in the year 2022. The number of companies within the sector amounts to 317,005, which employs about three million people globally. In 2022, the growth of the sector has increased by 4.7%. The specified sector contributes about 5% to the total GDP (Retail Economics, 2022). 
How to have a competitive edge is one of the biggest difficulties firms confront today since, at Unilever, the idea of competitive advantage has recently taken centre stage in discussions of Unilever’s company strategy. Since products are seen as being both extremely relevant and significant, the capacity for any one product to stand out in a crowded field will ensure the success of such an organisation. In most circumstances, a standout product is a successful innovation strategy. Even though there are many methods to distinguish brands, finding significant product-driven differentiators can be particularly helpful in securing and maintaining a competitive edge (Dirisu, et al. 2013).
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[bookmark: _Toc133310866]2.1 Swot Analysis
Unilever is a global company with operations in close to 190 nations. It has long stood as a symbol of excellence and superiority in the fast-moving consumer goods industry. The company's global presence and track record of increasing value for customers all around the world provide it a competitive advantage. It has continued to grow at a decent rate despite the present economic downturn. Unilever, however, cannot afford to ignore the new dangers posed by numerous local, regional, and international companies. (Management Study Guide, 2023).
Strengths:
· Strong brands;
· Broad product mix;
· Economies of scale;
· Strong global market presence;
· Innovation ( Kissinger, 2017).
Weaknesses:
· Products that are easily copied; 
· Limited business diversification; 
· Dependence on retail 
· Harmful effects on the environment ( Macdonald, 2013).

Opportunities:
· Business diversification;
· Health-related product innovation;
· Business development for environmental preservation;
· Market expansion and sustainability ( Kahungu, 2018). 
Threats:
· Product copying;
· Fierce competition and rising popularity of retailers' house brands ;
· Economic ambiguity (Jurevicius, 2023).

[bookmark: _Toc133310867]2.2 PESTEL  Analysis
The PESTLE analysis that follows explores the challenges Unilever has and the numerous external influences Unilever must respect, but it also identifies expansion prospects in the global consumer products industry. Despite risks the company encounters in its immediate or larger environment, success is still possible by concentrating on product innovation among other strategies ( Smithson, 2017).
Political:
· Governmental stability of most nations (opportunity);
· Governmental concerns in the European Union (threat);
· Increasing free market relationships (opportunity) (Smithson, 2017).
Economic:
· Rising salaries in growing nations (opportunity and threat);
· Great expansion of developing countries (opportunity);
· Financial stability of developed nations (opportunity) (Wolf, 2011) .
Social:
· Increasing health perception (opportunity);
· Rising ecologist conducts (opportunity);
· Gradual undoing of the gender partition (opportunity) (Cheng, 2021).
Technological:
· Rising business computerisation (opportunity and  threat);
· Increasing R&D investing (threat);
· Reducing cost of transportation based on technological competences (opportunity and threat) (Ullah, 2021).
Environmental:
· Rising concentration in business conservationism (opportunity);
· Growing business efforts on sustainability (opportunity);
· Increasing involvedness of environmental systems (opportunity) (Weidinger et al., 2013).
Legal:
· Increasing complexity of environmental regulations (opportunity);
· Strengthening international patent laws (opportunity);
· Strengthening consumer rights laws (opportunity) (Smithson, 2017).

[bookmark: _Toc133310868]2.3 Leadership at Unilever Plc.
One of the key requirements for a successful organization's efficient operation is an effective leader. Strong leadership practises at Unilever contribute to staff retention and the upkeep of a cordial and conflict-free relationship with them (Brabandt, 2016). 
A key function of a leader is to inspire trust by demonstrating competence, capability, experience, and expertise. Because of their extensive knowledge and visionary skills, Unilever's leaders have earned the trust of their workforce. They communicate with them the company's long-term goals of becoming the best consumer brand in the world, and they also serve as an inspiration and role model by visualising the company's future as the top seller of personal care, cosmetics, and consumer goods. Thousands of Unilever employees are motivated by such visionary abilities and expertise. Leaders have been able to develop better strategies than others because of their visionary abilities and capacity to perceive the big picture. The leaders of Unilever compile solutions that are feasible, appropriate, and implementable. Employees are therefore encouraged to put these techniques into practise, make the most of their own potential, and succeed both for the business and for themselves. (Sitapati, 2019).
In the previous 20 years, Unilever's basic leadership philosophy has advanced from conventional leadership development methods to the current complex Standards of Leadership model, and it is still evolving. The Leadership Growth Profile (LGP) developed as the key phase in connecting corporate growth strategy (Path to Growth) with leadership competencies during this transition in the early 2000s. Marketing, supply chain, customer development, and other crucial organisational resources were all incorporated in Unilever's Path to Growth integrated strategy. Effective corporate culture, which encourages employees to exhibit winning behaviours in the marketplace through their mentality, enthusiasm, and motivation, was one of its main aims. Long-term, the organisation was prepared to integrate key initiatives for expansion in global markets with behaviours that support this growth and the utilisation of leadership skill as a key competitive advantage, the most crucial element of Unilever's Leadership Growth Profile's strategy reorientation in the human resources field (Maarten and Mikhail, 2010).(See Fig 2.)
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[bookmark: _Toc133310869]2.4 Performance Management
Unilever use management development (MD) as a tactical tool to assist the company in achieving its immediate and long-term objectives. Unilever has experienced a period of fast transformation in recent years, and MD has played a significant role in conveying that shift throughout the organisation and preparing workers to handle it. For Unilever, the MD program's success was due to its joint ownership and responsibility between the company and the individual, identification of talent at all levels, explicit incorporation of own preferences, ability for company interests to take precedence over group interests, one system globally, performance-development-related pay, and complete transparency. Planning for performance development is also emphasised as a crucial part of the programme (Reitsma, 2001).
[bookmark: _Toc133310870]2.5 Developing People at UNILEVER
Unilever's employees must be developed if the corporation is to succeed in its endeavours. Unilever identifies the needs for learning and development (L&D), creates interventions to close any gaps, and assesses the results. Creating effective learning and development opportunities that fit their organisation's needs is a challenge for practitioners. Consider the range of available learning approaches and successfully implement them as working environments become more complicated and greater agility is required to assure employees' capabilities (CIPD, 2023).
[bookmark: _Toc133310871]2.6 Organisation Design, Culture and Development
The corporate structure of Unilever oversees making sure that product innovation is adequately supported across the company's international operations. The organisational structure of Unilever responds to shifts in the worldwide market and consumer products sector. The corporation currently maintains a system that takes corporate demands into account when handling different product kinds globally. Unilever, a market leader in consumer goods, has an organisational structure that is suitable for supporting its diverse global operations. Unilever maintains its ranking as one of the largest consumer products corporations in the world because to an organisational structure that facilitates efficient product creation. Despite the complexity of its global operations, Unilever's continued success is ensured by such organisational structural design. Product-type divisional organisational structure is used by Unilever (Liao et al. 2011). 
Based on the emphasis on products, Unilever is split into different parts. For instance, the business includes separate divisions for personal care items and home care products. The principal features of Unilever's organisational structure are as follows:
· Corporate management teams;
· Divisions by product type;
· Geographic regions (Markides and Williamson, 1996).
Unilever's organisational structure has benefits for innovation and product development, but it also makes it possible for the company to differentiate its products despite the size of its global operations, which is closely related to innovation. The lack of support for regional strategic implementation in Unilever's organisational structure is a drawback. Although regional divisions are one of its structural aspects, the corporation places more emphasis on divisions based on product category (Young, 2018).
Unilever, which has 400 brands under its control and had revenue of €53.7 billion in 2017, used to innovate mostly by creating fantastic new items for its portfolio of existing brands. However, the creation of new brands has undergone innovation recently. In this new environment, Unilever is being compelled to reconsider its approach to innovation (Laursen and Andersen, 2023).
[bookmark: _Toc133310872]2.7 Unilever’s Vision and Mission statements
The overarching goal of the consumer products industry serves as the foundation for Unilever's corporate mission and vision statements. The company's strategic approaches to achieving and maintaining its position as one of the major makers of consumer products are reflected in these corporate statements. The organisational outputs of the company are characterised by Unilever's corporate mission statement. The mission of Unilever is "to make sustainable living commonplace." This company's mission statement emphasises the significance of sustainability in the daily lives of consumers all around the world who use its products. The corporate aim of Unilever is "to meet every day needs for nutrition, hygiene, and personal care with brands that help people look good, feel good, and get more out of life." The company's mission statement provides information on what the consumer products industry performs and what it must do to achieve its goals (Young, 2023).
[bookmark: _Toc133310873]2.8 Opportunities and challenges
Opportunities and threats for Unilever coexist in the external environment, but within the company, Unilever has excellent management, a stable financial position, a reputation for innovation, and a positive brand. For these reasons, Unilever has consistently been a leader in the consumer products sector. Due to the high demand for consumer goods caused by the Covid-19 epidemic in 2020, Unilever's sales did not decline much in the first half of the year. More significantly, Unilever's products stand out from a variety of other consumer goods, allowing customers to recognise the quality and accept the associated costs (Cheng, 2020). 
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Despite significant managerial time and financial commitments, innovation is still a difficult goal for many businesses to achieve. Innovation endeavours frequently fail, and innovative companies that are successful struggle to maintain their performance, as demonstrated by Polaroid, Nokia, Sun Microsystems, and Yahoo (Pisano, 2015). 
Based on the report findings the following recommendations are made to Unilever for the company to create an environment where innovation can flourish:
1. Product innovation is a chance for Unilever to improve operational performance. To combat competition and the threat of copying, it is advised that the corporation use its advantages, such as economies of scale, for product innovation.;
2. The rise in consumer health consciousness must be factored into Unilever's strategy, and the company must enhance its sustainability initiatives to take advantage of prospects for business sustainability through open innovation;
3. Unilever needs to implement an innovation strategy that will increase employee productivity by building a work environment that values original thought and action. This may encourage staff members to contribute with their expertise, experience, talents, suggestions, and recommendations (Kesavan, 2020).
4. Unilever must adapt and improve their management techniques that promote the development of an innovation culture, allowing flexibility and autonomy in the practise of work, giving demanding work, defining clear strategic goals, and creating work teams made up of persons with a variety of abilities and viewpoints are all specific acts and practises that have an impact on an innovative culture, encourage motivation inside the organisation and support for innovation and provide resources for a culture of innovation (Centre for Creative Leadership, 2023).










[bookmark: _Toc133310875]4.0 Conclusion

Within the North West of England and the UK economy, Unilever is a significant innovation anchor. Unilever operates as a conduit for the movement of new technologies and ideas into and out of the North West thanks to its approach to innovation. The company has a large and positive impact on everyone in its network, including academic and business partners, in terms of their ability to bring inventions to the world stage. Unilever's success is down to its acceptance of, and actions based on the conviction that more advanced information, R&D, and new technologies may be found outside of the company in universities, small businesses, consumers, and through partnerships. The report's findings show that Unilever strives to keep ahead of the competition by entering new markets with new goods more quickly and successfully than its rivals, using innovation (Decter, et al. 2023).
Unilever faces significant challenges from the outside world, but its built-up brand recognition and consumer base in numerous markets over many years are sufficient to help it get through these issues. Like this, Unilever's activities across several nations are a successful strategy to lower risks in the face of worldwide situational uncertainty. Unilever currently faces both known and unknown risks, but there is still reason to be optimistic about its capacity to fend off these dangers. Additionally, Unilever can have a lot of room to grow in the future thanks to its commitment to sustainable development and ongoing innovation (Cheng, 2021).
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