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[bookmark: _Toc101903485]Introduction
Problem-solving and decision making are one of the most critical tasks because it requires critical thinking capability, it requires the power to visualise things and it requires the ability to take responsibility and risks. Problems can arrive in personal, professional and social life. To solve the problem, individuals or organisations make decisions. Sometimes the decisions become fruitful and sometimes it goes in vain. So, the decision-makers whether it is an individual or a company must be careful and consider the pros and cons of decision-making. To simplify the decision making, there have been made different decision-making models; following which people and organisations can make decisions easily and solve their problems (Boyle and Ottensmeyer, 2015).
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[bookmark: _Toc101903486]Defining a Complex Problem in the Workplace
Finding the root problem is not an easy job. Sometimes companies are cooked up with several problems that they could not identify the actual or the root problem (Cole and Hollier, 2017). One of the complex problems in the business organisation is setting the pricing strategy for a new product or launching a new product in the market or expanding the business operation in a new location etc (TRACY, 2019). For instance, Unilever plc is one of the renowned multinational companies originating in the United Kingdom. The company thinks of bringing a new product to the market. The product has been developed. But the pricing strategy has not been set yet. So, Unilever plc’s problem is finding a perfect strategy for pricing a new product.   
[bookmark: _Toc101903487]Scope and Impact of the Problem
Price is the monetary value to exchange the product or service. Setting a price is a difficult task because there is an impact of the price on the market and industry. For example, if the price is less, the consumer might think that the product is made of cheap material and would not increase value. On the contrary, if the price is high, consumers would think that the product is made of quality materials and would add value to their lifestyle. But, the company could not be able to achieve the market share because the mass people could not afford the product for its high price. This is why the pricing strategy makes a huge impact on the future of the business (Albaloula Ali, 2014). 


[bookmark: _Toc101903488]Analysing Information on the Problem for an Informed Decision-making Process
The next step of the decision-making model is gathering the relevant information. Here, the information is about the problem and its impact on that. According to the previous problem of Unilever plc, the company has to find information about the problem. The relevant information for setting pricing strategy might be the listed ones.
· Type of the product
· Product name
· The objective of the product to be sold (Nagle and Müller, 2018)
· Advantages of the product
· Quantity of the product that would be within the single packet
· The packaging of the product
· The manufacturing cost of the product
· The packaging cost of the product
· The advertising cost of the product (Nagle and Müller, 2018)
· The profit margin set by the company for the product
· The targeted customers of the product
· The distribution model of the product
The above-mentioned information is relevant to setting the pricing strategy of a new product by Unilever. Before making any decision, this information must be gathered and analysed. Because these factors are the influencing factors in setting the price.


[bookmark: _Toc101903489]Proposing a Range of Alternative Solutions to the Problem
Finding the source of an issue is a difficult task. Occasionally, businesses are confronted with a slew of issues for which they are unable to pinpoint the actual or core cause. Therefore, it's essential to come up with a solution for the root problem to diminish it. The alternative options of solutions must be identified and evaluated. Finding alternatives is finding options of solutions to the problem. In this case, the problem is with setting the pricing strategy and the different strategies of pricing are the alternatives. There are different alternatives for pricing strategy. For example, cost-based pricing, margin pricing, premium pricing, skimming pricing, penetration pricing, value-based pricing and so on (Nagle and Müller, 2018). The four alternatives are considered in this case.
Skimming pricing: Skimming pricing is for monopoly businesses. The new products enter the market and have no substitutes (Sääskilahti, 2015). For example, when Sony launched LED TV, they applied a skimming pricing strategy because there were no competitors or substitutes in the market.   
Economy pricing: Economy pricing is for the price-sensitive consumers; who would only buy products when they get products at discounts. Walmart and Target apply economy pricing to attract customers (Mahipal, Gupta, Dhaka and Choubey, 2021).
Premium pricing: Premium pricing is for premium products and is targeted at aristocrats customers (Maxwell and Estalami, 2019). Premium pricing can be applied for Apple’s iPhone, Macbook etc. 
Penetration pricing: Penetration pricing follows low pricing and grabs a high customer base. 
Value-based pricing: Value-based pricing is for products that add value to the customer's life (Matsumura and Matsushima, 2015). Customers feel like they have bought the product to increase the value of their lifestyle.
Margin pricing: Adding the profit margin after the manufacturing cost of the product is known as margin pricing (Matsumura and Matsushima, 2015). 
So, these are some alternative pricing strategies generated for Unilever’s pricing strategy for launching a new product. The company must choose one of them as a solution to the problem. These above-mentioned pricing strategies could be a range of possible solutions to the problem of Unilever plc. 


[bookmark: _Toc101903490]Using a Decision-making Technique to find the Solution to the Problem
Decision-making is one of the most critical tasks within an organisation. Individuals and organisations make decisions every time. Sometimes the decisions are very small that the managers think small and make the decisions within the company policy or by his/her knowledge and skills (Hunt, 2018). On the other hand, sometimes the decisions are big and important and the future success or failure depends on the decision. So, the managers or the decision-makers of the organisation have to sit and think more before making any decision for the business (Albaloula Ali, 2014). To make decision-making more easily and more effective, there are different models of decision-making. For example, there are rational decision-making models, creative decision-making models, intuitive decision-making models and so on (Decision-making process, 2013). They are described below.
[bookmark: _Toc101895525][bookmark: _Toc101903491]Rational decision-making model
The reason why the model named at rational decision-making model is because this model considers all factors about the problem and solution. It considers the economic factor, goes into the depth of the problem, analyses the data and finds different alternatives (Cole and Hollier, 2017). 
The below picture is the flowchart of the rational decision-making model.
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[bookmark: _Toc101895526]Figure 01: Flowchart of Rational Decision-making Technique (self-made)
[bookmark: _Toc101903492]Creative decision-making model
The creative decision-making model is for making creative decisions for the company. Companies try to find solutions creatively and uniquely so that they can place a unique image on the customer's mindset (Boyle and Ottensmeyer, 2015).
The picture below is the flowchart of the rational decision-making model.
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Figure 02: Flowchart of Creative Decision-making Technique (self-made)
[bookmark: _Toc101895527][bookmark: _Toc101903493]Intuitive decision-making model
The intuitive model of decision-making model comes from intuition. The solution to the problem is identified with intuition (Boyle and Ottensmeyer, 2015).
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Figure 03: Flowchart of Intuitive Decision-making Technique (self-made)
In this case, Unilever plc can apply the rational decision-making technique. The technique has eight steps. They are:
· Identification of the problem
· Gathering information about the problem
· Establishing decision criteria
· Weighing decision criteria
· Evaluating alternatives
· Choosing the best alternative
· Implanting the solution
· Evaluating the decision
These above-mentioned steps should be followed in Unilever plc chooses to apply the rational decision-making model. The company must choose this because it widely used techniques and is more reliable to make an effective and appropriate decision for the business.


[bookmark: _Toc101903494]Developing an Implementation Plan
After finding all the alternatives, finding the best alternative becomes easier. Because, if the alternatives match the decision criteria, the alternative should be chosen. The best alternative is the decision that would be applied to the company as a solution to the problem (Hunt, 2018). According to the previously mentioned decision criteria, the penetration pricing would be best applicable to Unilever plc for their launching of a new product (Nagle and Müller, 2018). Because this pricing is targeted to capture a large market share, offers justified pricing for the product. Besides, such prices make it affordable to all types of customers regardless of their capacity of earning or purchasing power (Maxwell and Estalami, 2019). Unilever is going to launch a product that can be affordable to all. So, the pricing decision should go with penetration pricing. After that, companies go with the implementation plan. It is the time when the company is confident with its decision and implements it. In this stage, the company predicts solving the problem with the solution (Boyle and Ottensmeyer, 2015).


[bookmark: _Toc101903495]Communicating the Plan with the Stakeholders
One of the key factors in implementing the decision is to communicate the decision with the stakeholders. Stakeholders are those who have an interest in it. For example, Unilever plc’s stakeholders are the employees, marketers, competitors, customers, etc. Employees must know about the decision because they would play the role of implementing the decision made by the higher authority. Competitors would know because they would create their strategy aligning with the company (Hunt, 2018). Communication with stakeholders is one of the most important aspects of putting the decision into action. Stakeholders are those who are interested in something. Consumers would know because consumers would buy the product. For this reason, communicating the decision with the stakeholders is important.
In the scenario of Unilever’s problem solving and decision-making, Unilever plc would announce their new product’s pricing strategy (market penetration pricing strategy) to the employees and the other stakeholders. Thus, the decision would be made following the rational decision-making model. 


[bookmark: _Toc101903496]Assessing the Appropriate Monitoring and Reviewing the Techniques
The final stage is the assessment and review. Some individuals and organisations do not follow this step. They just stop at the implementing stage. But assessing and reviewing are very important. In this stage, companies see whether the applied decision has been able to solve the problem or not. If the problem has been solved with the solutions, it means the company has taken the decision effectively and efficiently (Boyle and Ottensmeyer, 2015). For this reason, the company makes a profit and becomes successful in decision making. On the contrary, if the solution does not be able to solve the problem, it shows that the company has made any mistake in any steps of the decision-making model (Decision-making process, 2013). For that, the company has to repeat the steps of the decision-making. For instance, if Unilever plc introduces their product in the market by offering the penetration pricing strategy and the product got able to capture a large market share quickly where all sorts of people buy the product, the decision of Unilever plc becomes successful (Nagle and Müller, 2018). But if it does not make sales or does not become able to grab market share, Unilever plc has to think that they have taken the wrong decision. Then, they should again review the alternative pricing strategies. Thus, the final step of the rational decision-making model ends.


[bookmark: _Toc101895538][bookmark: _Toc101903497]Conclusion
Problem-solving and decision making can be considered a skill or an art. Because the skill of decision making is not inherent, people must learn it. Also, it can be considered an art because problem-solvers and decision-makers find the solutions uniquely like art. They process the problem in their mind in a unique way and identifies a creative solution. In the job sector or personal life, this skill makes a great impact (Albaloula Ali, 2014). Because not everyone can solve the problem and make decisions. Besides, decision making also requires taking risks and responsibility. 
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