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[bookmark: _Toc119584491]Introduction 
Change is difficult for many business. In this study the global business context will be considered.  In the world of multinational consumer goods companies one company is on top. Unilever holds a pivotal position in the consumer goods competitive environment, which will be considered here. The change management designed for the operating framework that is very fluid takes the top position among the core elements that compose Unilever's management philosophy. Sustainability is a consistent value and innovation a twin backbone of the evolutionary trajectory of organizational change implemented by Unilever with an aim to achieve its set goals. Sustainability, a more substantial question than just a buzzword, permeates through all the undertakings of Unilever (Tien, 2019). This study will explore changes ranging from internal leadership develop, better training and other aspects with total sustainability in focus.
The study will start with the current situation at Unilever and then move on to recent change initiatives, external environment and organizational history, review of different change management models, the importance of organizational culture and the creation of the change management plan to be used when anything like this is needed in the future initiatives. This part is particularly relevant since it will explore different fronts of Unilever's management of change, be it the strategies, bottlenecks, and opportunities for sustainable growth. This report, therefore, not merely presents facts alone but provides essential direction for all stakeholders operating at that production site at Unilever through the confusing maze of enterprise transformation.
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Analysis 
Current State of the Company
Unilever, one of the leading consumer goods companies operates in over the world, and its products are branded among the best in the world. It has almost universal, coverage as it extends to near about every corner of the world, from a big metropolitan cities to hamlets, providing the people with the choice that they wish. Having a global demand that dominates other competitors, Unilever is a powerful entity which is aware of how important its massive distribution network and brand image are so as to retain the high standing position in the market. For the past few years, the activities within Unilever have been of a busy and strategic nature intended for fortifying the markets positioning and seizing greater share by taking advantage of new trends. Product promotion has been one of the fundamental strategies of Unilever. Introducing the innovative items start from the category of personal care and up to the denomination of foods and beverages (Tang and Tang, 2019). These undertakings demonstrate Unilever's readiness to lead and predict the concerns of the customers which will facilitate the acceptance and adoption of their products to meet the current ways of life across the globe.
Beyond being a driver for product innovation, Unilever has also capitalized on a series of strategic acquisitions and partnerships, of which it is hoped will increase its abilities and ranges of business units in the selected markets. Unilever has come up with joint ventures with the start-ups and the industry disruption guerillas that popularised this approach to innovation. By doing this, Unilever has touched new sources of innovation and maintained its presence in niche consumer segments. And the acquisitions done previously have given Unilever access to affluent markets and diversified its collections (Lauer, 2020). Then while the rise of Unilever does not do without the encounter of challenges at all. The consumer horizon is in continuous change guided by trends wears societal habits, technical novelties and psychological challenges. Unilever way forward will be dictated by the undulating terrain which it must negotiate with dynamism, ensuring that its solutions always correspond to the changing values and needs of customers while still being in line with the company's core principles of sustainability and social responsibility.
Regulatory issues as well are a serious source of challenge to Unilever and governments of the general population include stricter control of ingredients per labels and marketing methods. All these laws mean that Unilever is obliged to roll in funding scientific research, product testing, and regulatory affairs, which greatly complicates the effectiveness of the business. Apart from this, the company faces fierce competition from the innovative and responsive small brands and startups that can be pretty lightweight in their achievements and lead in the market by getting the consumer’s attention on specific market opportunities and rising trends (Phillips and Klein, 2023). These players take the stands of using the marketing channels of direct to customer and digital in order to gain the market share which in turn challenges the profitability and market share of Unilever. However, Unilever continues its tow to supporting green economy and creating long-term value for its stakeholders in spite of those challenges. By the way of wise investments, diverse and innovative products, and constant concentration on consumer's requirements Unilever continues to go up through the ladder of consumer goods industry which is changing every time.
Involvement/Relationship with the Company
Having been an external observer and that curiosity having high level of interest in organizational dynamics, the relation between Unilever Company and me can be seen through a lens of investigation. Although it is difficult to get hired by Unilever or to work closely with them, the relationship is one of observation and analysis, giving outsiders a unique view on the firm’s transformation from the standpoint of a casual observer. The role embraced by me in the context of the Unilever can be characterized as that of an interested analyst, entrusted with such a demanding task as to observe the nitty gritty of company's culture transformation and unpack all the implications for organizational culture and operations (Phillips and Klein, 2023). This capability comes with an opportunity to view an inside picture of how Unilever implements its changes management approach and the issues that gives rise to the process, its outputs and the challenges that come with change management.
The experiences during dealings with staff, stakeholders and industry experts incorporate an in-depth knowledge about the way Unilever drew its principles and its modality of operations, thus has the overall picture of it. Day-to-day practices, corporate communications and strategic initiatives are what we can observe to get a better understanding of Unilever’s organizational culture since it provides information about the strength of its culture and the importance it places on its values, norms, and goals. Similarly, by focusing on the engagement with Unilever's products, services, and marketing campaigns, the company's operational nature appears like a window to its customers which can open to public an insight into the company's market strategies, innovation ideas, and customer approach (Rousseau and ten Have, 2022). The Unilever organization may be able to clarify its actual condition by providing its employee with an opportunity to be immersed in the Unilever ecosystem that covers internal factors such as administrative, supervisory, controls, and external factors such as sales, marketing, and technical supports.
Among various tools to comprehend the change initiatives of the Unilever, dialogues at different levels of organization will be the best method to get first-hand inputs to the causes of change, its challenges faced, and realized outcomes. Individual accounts like these provide us with a unique view of the many facets of the whole change process, where leadership, culture and strategy has a mutual influence over one another in the executing change (Dzwigol et al., 2019). It is worth mentioning that Unilever's reaction to external factors like consumers choices fluctuations would make regulatory changes, and market competition gives opportunities for organizations to learn resilience and flexibility. Through Unilever's strategic tactics one is afforded an appreciation of the competence of the company to not only navigate uncertainties, but also to seize emerging opportunities.
Recent/Current Change Initiative
Green lighting of business responsibilities in general, Unilever itself starts a transformative progress striving to rework its agricultural sourcing policy as the craft of this issue. In this case, one of the sustainable sourcing practice changes underway is that different materials are being procured in a more sustainable manner across the whole supply chain, with a particular focus on those ingredients such as palm oil, soy and tea (Tang, 2019). Its implications are far-reaching for the operations of Unilever in various ways, as it is in line with its evergreen goals toward a better society and a healthier planet in particular. Sustainable sourcing of supplying materials is what Unilever targets so trace the environmental effects, use ethical labour practices, and develop the robustness of their supply chain. Thus, through leading this initiative, Unilever will be able to be strategic leader in sustainability and provide highly in demand solutions for environmentally oriented customers.
Projecting the consequences, there is an operational step which is very straightforward using Unilever's story of sustainability in palm oil industry. Traditionally, the numerous relates to forest clear-cutting, habitat and human rights abuses. Nevertheless, the consequences such as deforestation have necessitated Unilever to take definite measures towards responsible sourcing from suppliers who only produce raw materials while complying with stringent environmental and social standards. The outcomes of the actions undertaken are vivid and of broad reach as they have profoundly positive connotations for both operations, staff, and other stakeholders (Jacobsen, 2021). Through their focus on sustainable procurement, Unilever has managed to cut down their carbon footprint, avoiding reputational risk and build links with environmentally conscious consumers who are aware of socially responsible business operations.
The case studies highlight in the hand the effect of Unilever's green and clean sourcing Agenda on their operations and the people involved. Consider tea production, for example. Here Unilever promoted the sustainable farming practices by introducing, among others, the rainforest alliance goods certification and farmer trainings programs which eventually led to increased yields, better lives for farmers and much more biodiversity. Soy business sector also has been the focus of Unilever where sustainable land use guidelines, deforestation, and illegal logging - detection and combating efforts have been undertaken jointly with suppliers (Payne et al., 2023). 
These cases have served not only to reinforce Unilever's sustainable supply chains but also support environment conservation endeavours in soy-producing regions and other social efforts in the same ecosystems. Furthermore, Unilever's sustainable sourcing practice has impacted not only the workers and customers but also the investors as well and it has resulting into higher customer loyalty, more top-level talent and the overall worth of the shareholders. Using clear communication and stakeholder engagement Unilever has been able to build the necessary trust and earns the image of a company that takes the responsibility to the world seriously. As a result, it is seen as a force for positive change around the world.
Analysis of External Environment and Organizational History
U.K.-based Unilever’s growth has been based on strategic shifts and response to changes in the external environment which is manifested in several breakthroughs in its history. Unilever start as small soap company at the end of the 19th century, then it evolves to the largest consumer goods companies in the world. This successful journey lies on stimulus of innovation, expansion and resilience level. Across the years, Unilever has gone through economic slowdowns. It has seen geopolitical shocks, and consumer shifts. This has happened without losing one bit of ground. Instead, it has come out as a stronger and more responsive organization ever after each challenge (Cohen, 2019). There is one meaningful milestone in Unilever’s history which is to be mentioned. This is the merger between Lever Brothers and Margarine Unite in 1929. The strategic merger enabled the unification of complimentary brands and skills that became pillars of Unsilvers' diversification into many ports and its global reach. Later, decades Unilever continued its growth and consolidation buying out or merging with various companies establishing itself as an essential component of people's homes.
Technological advancements have had a determining function in the development of Unilever's business strategy as it made it possible to cover the mentioned directions of the company's development, including product innovation, operations optimization, and consumers' ameliorated reach. The founding of mass production methods in early 20th century placed factory system of Unilever in forefront. It made the production process more streamlined which in turn reduced the cost and offered room for scale. In recent times, the digital technologies and the media have transformed the marketing and distribution operations of the Unilever at every level by engaging them with customers on a more personal level and tuning them to the fast-changing market trends.
Globalisation as well, in addition to the benefits and drawbacks it has provided to Unilever’s corporate planning, has played a profound effect. The increase in globalization and the emergence of new markets have actually helped Unilever to access a market with more consumers in regions including Asia, Africa and Latin America. Although, globalization has resulted in more competition and made international legal framework more complicated, the company must deliberate different political, cultural, and economic regions (Asikhia et al., 2021). Recently, sustainability becomes the dominating motif in Unilever's strategic action, evidence the company’s technique to fulfilling social responsibility obligation and guaranteeing long-term values. With consumers becoming more and more environmentally and socially conscious, Unilever has responded to this shifting trend by incorporating sustainability in its business practices at its core, from sourcing raw material responsibly and developing green product to waste reduction and carbon neutrality. Through working the business goals and objectives with social goal Unilever end up not only the brand reputation is enhanced but also the firm is cultivated customer loyalty apart from having the license to operate in the sustainability focused world.
Sources such as industry reports, academic publications, and writings of Unilever itself offer interesting insights about trend analysis and strategic decision-making conducted by Unilever. These sources could be emphasized to enhance one's knowledge on how Unilever has adapted to the tides of time and implemented strategic changes in response to the altering environment (Fusch et al., 2020). With a thorough study of the organization and the range of opinions, a more than balanced description is generated about the Unilever enterprise, creating a picture of a dynamic and flexible mechanism that may stand various competition and every possible obstacle at its way.
Evaluation of Change Management Models
Scrutinizing if the models of change management in Unilever will work in their context for the company with the dynamic environment is important. ADKAR model, centred on Awareness, Desire, Knowledge, Ability, and Reinforcement, provides a step-by-step blueprint for supporting individuals during change by incorporation of a universal way of thinking and acting practices. While path may suffuse the dynamics of organizational change at Unilever which comprises of people from different stakeholders and who are working together, but its architecture being linear may not cover the total essence of organizational change. Whilst on one hand the framework, McKinsey 7-S, which stresses the connection strategy, structure, systems, common values, style, employees and abilities, is a complex view of organizational change, it is rightly aligned with Unilever’s multi-level collaboration and consolidation approach as its priority (Franklin, 2021).
Determining the effectiveness of leadership styles utilized by executives at Unilever shows a complex appearance that involves all types of leadership styles, from visionary and transformation to cooperative and adaptive styles. Each of these leadership styles is then tuned to address the unique requirements of any particular change initiative, and the executives derive on their technical and interpersonal skills to involve, guide and encourage employees onto a common vision. Likewise, Unilever's pursuit of sustainable sourcing practices witnessed the crucial role of visionary leaders with their faultable vision of the enterprise's sustainability, as well as their ability to unite the stakeholders around a shared objective. Firstly, effective leadership with collaboration body played a major role in these initiatives as it helped to align the interests of the different departments and facilitated sharing of knowledge, thus driving innovation as the organization embraced the wave of technological disruption.
At Unilever many change management implementations are successful, what demonstrates its proficiency towards addressing a complexity and getting the desired results. One illustration of sustainability in business may be Unilever's Sustainable Living Plan formed to set a strict standards for impact to the environment, promotion of social well-being and involvement of others in sustainability revolution, which aims at including employees, suppliers and other members. Last ten years has Unilever decided to use many tools, for example “Unilever Sustainable Agriculture Code” and “Sustainable Sourcing Program”. These mechanisms have introduced what is referred to as a beneficial system along the supply chain where ethical sourcing, human rights respect and above all sustainable and accountable sourcing are promoted (Galli, 2019). While these improvements were notable, the change management area and getting stakeholders involved remained the crucial part of this process. 
Application of theoretical models, e.g. Kotter's 8-Step Process and Lewin's Change Management principles, can be considered by Unilever as a means to optimize its change management techniques, including proper communication, commitment of influencers and participants of the organization and maintaining the menstruum during the change process. Additionally, Unilever may stand to reap the benefits by embracing an iterative and adaptive model when it comes to change management, acknowledging that the change is dynamic and ongoing rather than a one-time event. Providing a creative environment, where learning and improvements are valued and conducted regularly can help Unilever deal with the upstream and downstream problems, and lead the way for the whole company to transform and grow exponentially (Sancak, 2023). Moreover, Unilever can employ data analytics and technology to generate useful data which will further aid the decision-making process as well as allow the continuous monitoring of positive changes without the delay. In that manner, proactive intervention and corrections can be made as need arises.
Impact of Organizational Culture on Change Management
In regard to Unilever’s culture influence on change management assessment, it becomes apparent that culture is a critical factor on the road to a successful change management initiative. The organizational culture of Unilever, which is dominated by teamwork, novelty, and sustainability, acts simultaneously as a facilitator and a deterrent of changes within the company. On one hand, cultural parameters and ethics that promote teamwork and flexibility of policies establish a suitable climate for changes where we can achieve better communication that is based on sharing ownership between all the employees and also solve problems as a group (Coventry and Nutley, 2020). In particular, an organization can find itself encountering strong adherence to obsolete behaviours and resistance to change which can stall progress and, as a result, will decrease the adoption of new techniques and procedures.
Cultural conventions, norms, and standards that enhance or curtail staff conduct within Unilever provide a background to organizational dynamics which should not be ignored. The cultural norms like being inclusive, being open, and being empowered through groups give the employees the courage to see their change as an enterprise of the tribe. That leads to an association of feeling among themselves as well as a sense of sharing a common goal. While on the other hand cultural norms such as hierarchy, order, and rigidity may create obstacles in the transformation process, the lack of vitality and the unwillingness to face challenges may reinforce inertia and resistance against new ideas (Buschow and Suhr, 2022).
Unilever uses a range of techniques for the effective management of cultural change and the promoting of engagement in employees staying in the middle of the transformational projects. Leadership alignment and sponsorship constitute one of the strategies where the top managers serve as active change champions by leading the change while communicating the importance of change, and act modelling the desired behaviour. One of the vital roles of leaders in change management is that they need to make the commitment and take ownership, which lead to the motivation wave among people in organization that provide support and trust the change process (Davis and Rawson, 2024). Moreover, Unilever supports employee engagement and communication through having platform forums, wherein they will exchange information, get feedback, and collaborate. Via town hall sessions, workshops and digital tools employees have the opportunity to raise issues, brainstorm solutions and create new initiatives so as to engender a feeling of being part as a whole and that there is buy-in among the staff for any of the ongoing change initiatives.
Furthermore, the role of the organizational symbol and rituals should not be underestimated. Through these tools, new behaviour would be embedded into the culture of the organization. Examples of celebrating successes, acknowledging milestones, and reinforcing behaviours would be rewards programs, award ceremonies and rituals among others. It creates a sense of continuity from one to another and gives an impression that the organization is heading for the right direction (Wahren, 2023). Unilever leadership development and capacity building activities are also part of the improvement measures offered to the organization. These activities are intended to provide managers with the ability to deal with change, motivate others and instil resilience and adaptability in the team.
Moreover, the organization believes that organizational resilience is a key factor to changing management, which should lead to an innovative culture, oriented towards experimenting, learning, and adaptation. Innovation and agility are the key by-products of open mindedness of employees who like to think outside the box, take risks, and gain from failures. They, however, are the culture of Unilever that help the company respond proactively to new market trends and emerging opportunities (Okolie and Memeh, 2022). Furthermore, Unilever uses the perspectives, experience, and background of the diverse workforce as motivators for cultural change, because many believe that the mixture of different people allow better way of thinking and doing things. Through the promotion of an inclusive culture which allows everyone to express their opinion and treat others fairly, Unilever builds its capacity to be progressive so that it succeeds in the market with the high rate of innovation and fast pace of the environment.
Unilever actively embraces strategy while looking for the causes of resistance within its culture, and this strategy stems from the interventions and initiatives that are meant to address cultural concerns associated with change barriers. They execute this by means of conducting change readiness assessments and cultural diagnostics in order to point out key functional units and works that need improvement (Schridde, 2019). The study of the mechanism of resistance gives Unilever the opportunity to mitigate the cultural contradictions hindering organizational change by customizing the approach, which in the end contributes to the successful development of a highly skilled and capacitated workforce.
Development of Change Management Plan
Proposed Changes:
Unilever has to focus on sustainable sourcing practices and has to adopt the digital technologies for the optimization of the supply chain to process in future. Sustainable sourcing strategies cover establishing strict rules of raw materials sourcing, confirming the resources meets environment sustainability and labour ethics requirements (Rothaermel, 2019). Unilever may digitalize its supply chain processes through the application of technologies such as blockchain, IoT, and data analytics to strengthen visibility, traceability, and efficiency. The transformation process of Unilever will include modifications that relate to the company's sustainability goals, adding environmental consciousness and social services to the mix, which will, in turn, lead to improved operations.
Training and Development Plan:
To make sure shift suggested in the proposed plan work properly, Unilever staff training and developing program must allocated for employees to gain necessary knowledge and experience. These comprise of tagging key competencies e.g. sustainability principles, digital literacy skills, and change management among others. Unilever could roll out a contextualized training programs, workshops, and online courses to work on the aforementioned skill-set shortages. Regular support and follow-up will additionally Mold the grasping of the subject and the use of the new knowledge in business processes (Fuertes et al., 2020).
Communication Plan:
This comprehensible and open dialogue is needed for mobilizing and retention of stakeholders during the change process. The company should to be certain to establish strong reporting channels and ways to spread the information about proposed modifications, the reasons for those changes and the hoped-for outcomes. It can be an exercise of such that involving arranging town hall meetings, making use of newsletters, employing intranet portals, and organizing workshops in an interactive fashion. Engaging in dialogue freely, which also involves openness and reviews by the employees, suppliers, customers, and other parties creates a clear picture and setting up a culture that is transparent, inclusive as well as collaborative (Hill et al., 2020).
Evaluation Plan:
The evaluation plan is fundamental for the measurement of change effects and the root-cause analysis of what grants room for improvements. Unilever has to create KPIs and metrics in order to evaluate the effectiveness of the approach in the context of business objectives, sustainable development goals and stakeholders' satisfaction. The battle plan will involve periodic tests and surveys to track progress, as well as identification of risks or difficulties (Barney and Hesterly, 2019). The solutions will be rendered where necessary. Collecting information from staff and other stakeholder by means of surveys, focus groups and interviews points to a way of improvement, putting into effect strategies that are under suspicion of failing and bringing continuous improvement.
Change Leadership and Sponsorship:
Powerful leadership and commitment make success possible not only for the transition but also later on in order to keep the self-sustaining momentum going throughout the adoption period. Unilever should choose change champions and sponsors new positions who would guide, support and influence change projects at the lowest organization level. These individuals need to share their reasons for the transformation and enable the community to trust them, together with the general public being fully supported and participating actively (Johnson et al., 2020).
Continuous Monitoring and Adaptation:
Change is largely ongoing and repetitive, which necessitates consistent monitoring of progress and review of strategies to fit adaptive stakeholder contexts. The corporation leaves no choice but to create the mechanisms of continued checking and assessing the process of changes drawing strength from the sources of prompt feedback, trait corrections adapting to new situation. Such examination involves evaluating the progress towards goals, detecting for any new problem, and putting in drastic measures to overcome them. Unilever can be nimbler and more robust by accepting the culture of continuous improvement. Hence, the oldest company in consumer goods can adapt to change easier and thrive in long-term perspective (Grant, 2021).
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Conclusion 
[bookmark: _Toc119584494]In sum, this study examines the major elements of change management at Unilever and draws the main insights throughout sections. The analysis showed strong sustainability, agility, and innovation represented pillars of manoeuvrability in the dynamic marketplace was Unilever’s conduct in that regard. Unilever's evaluation of its history and external environment indicates its strategic flexibility to sagaciously respond to changes in market condition. Moreover, as the assessment of change management models and leadership styles showed the significance of efficient leadership and organized structures in the process of organizational change, it is evident, that leadership contribute in this process. 
The effect of organizational culture on change management explained the importance of cultivating a culture that evoke transparency, teamwork, and continuous progress on the organizational culture. Among the recommendations for Unilever regarding future change management are building sustainable and safe supply chains through improved sourcing practices, digital technologies for supply chain optimization and, last but not the least, focusing on training, communication and risk management strategies. Through this, Unilever might be better preparing to manage change, and founding on growth sustainability and competitive position in the global marketplace.
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