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[bookmark: _Toc224645721]Executive Summary
Artificial intelligence (AI) is changing the business landscape across the world due to its ability to help organisations save time and increase their efficiency, make smarter decisions, and develop a competitive edge. Nonetheless, the thing is that under the intensive propagation of AI, the dangers are also great, especially in such aspects of data regulation, ethical application, and regulatory norms, and client confidence. This report presents a critical assessment of these risks in the framework of Unilever, which is among the multinationals based in the UK.
The report determines the impact of AI on the practise of risk management and the distinction of regulatory environment in the United Kingdom and the European Union (EU). Unlike the UK, which is a more lenient and pro-innovation country, the EU has more regulatory frameworks that encompass frameworks such as the AI Act. This has brought with it certain threats and opportunities to the multinational companies.
The results also result in the fact that the introduction of AI may bring efficiency in functioning, yet the application of AI also opens its path to the organisations, where the threat of data breach, the prejudice of algorithms, the lawsuits, and the bad reputation is. The report suggests the solution of these problems in the form of complete AI governance, the improvement of ethical practises, the improvement of compliance plans, and greater transparency so as to earn the trust of customers.
An elaborate implementation plan is also given so that such recommendations can be put in place and made consistent with the long-term strategic plans.
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1. Introduction
Algorithms are currently one of the forces of change in the contemporary business world. The use of AI technologies is rapidly infiltrating the business operations of organisations dealing with various industries in an effort to help such organisations gain productivity, better customer experiences, and a competitive advantage. Nonetheless, among the advantages, AI also presents problematic threats that should be addressed by new control and regulation mechanisms.
Unilever is an enterprise that produces consumer goods and operates in more than 190 countries throughout the world under a variety of brands. The company has incorporated AI technologies in marketing analytics, supply chain optimisation, and demand forecasting. Although these innovations are associated with enhanced efficiency and growth, they present some threats to data privacy, ethics, and regulations as well.
The author of this report will critically analyse how the Unilever role is played by AI in risk management at Unilever. It is dedicated to such priorities as data governance, ethical AI usage, compliance, and customer trust. Additionally, it will offer a comparison between the macroeconomic and regulatory environment in both the UK and the EU so as to learn about the impact of the external environment on organizational strategies.
There are also good recommendations that can be applied in this report and development plan, which will translate the application of the recommendations at a level of senior management.


[bookmark: _Toc224645723]2. International Economic and Regulatory Environment
[bookmark: _Toc224645724]2.1 Global Economic Transformation through AI
The economy must work in a world that is becoming more technologically dynamic, as is the case with artificial intelligence (AI). AI is one of the primary drivers of productivity, efficiency, and innovation in any business because it is empowering organisations to automate their operations, cut costs, and streamline the decision-making process. AI is assisting the MNCs to achieve a competitive advantage by robotising their processes, predictive analytics, and personalised consumer engagement (Amelia, 2024).
The world governments have discovered the potential AI has in the economy and are putting heavy investments towards its growth in order to make the nation-states more competitive. Another aim of AI is to introduce a new labour market, and organisations must respond to the skill transformation and workforce arrangement alterations. Nevertheless, along with the change, there is also an element of uncertainty, since the benefits of the economy are not spread equally, and there is also the threat of losing a job and the rise of inequality that also follows the change.
[bookmark: _Toc224645725]2.2 UK’s Pro-Innovation Regulatory Approach
The policy-makers in the United Kingdom have resorted to a pro-innovation regulatory model, which is intended to stimulate technological development and attract investment. The UK does not enforce a comprehensive law on AI, but instead chooses a decentralised and sector-based approach, based on which the current authorities (finance, healthcare, and data protection) can control the processes related to AI in their respective domains of control (Yusoff et al., 2020).
This type of soft power would assist businesses to leap forward and test AI without facing significant surveillance, which would stimulate innovations and entrepreneurship. In a multinational company like Unilever, the environment gives a chance to use AI in the supply chain management and marketing analytics within the shortest time.
Nevertheless, no consistent regulatory framework is available, and thus, regulation and enforcement could be biased. This can be confusing on what should be done compliance-wise, and this can put the organisations at risk of being misaligned as well as sued. This renders the need for an internal governance system for uniformity of operations.
[bookmark: _Toc224645726]2.3 European Union’s Risk-Based Regulatory Framework
The European Union has, in its turn, taken a less dangerous and well-organised route with the introduction of the AI Act. According to this bill, AI applications can be classified based on risk levels, in which different levels of AI applications are created, such as minimal risk, limited risk, high risk, etc. The AI risk systems are strict with high demands, including transparency, human control, and effective risk management procedures (Anderson, Bieck and Marshall, 2021).
This governmental system will safeguard the masses of consumers and guarantee the moral application of AI that will generate an even greater trust in AI technologies. Such regulations are necessary in order to prevent legal fines and reputational losses by organisations participating in the EU.
Nevertheless, the rigidity of the EU regulatory thought is also a factor in the complexity of the business and compliance expenses. Companies have to invest in surveillance mechanisms, records, and audit procedures to satisfy the needs of the regulations, and this can lower the level of innovation.
[bookmark: _Toc224645727]2.4 Strategic Implications for Multinational Organisations
This is a major strategic concern to be operating in the UK and the EU, as in the case of Unilever. Although the business is international with standardised standards, the company must perform in two broad regulatory environments.
Such a two-tier regulatory environment makes compliance and risk management more difficult, and organisations ought to implement agile approaches (Cardoso et al., 2025). The former option is to ensure compatibility of the operations with the more stringent EU standards, whereby it would be compliant with all of its markets, and the probability of breaking the rules is lowered.
Meanwhile, the strategic advantage is formed through the differences between the two regions. The flexibility of the UK has also brought in the opportunity to be creative and experimental; however, the EU system has offered clear instructions on the usage of AI. By means of the adequate integration of those strategies, Unilever will be able to boost its risk management capabilities and competitive advantage in the global market.
[bookmark: _Toc224645728]3. AI and Risk Management in Multinational Businesses
[bookmark: _Toc224645729]3.1 Emergence of New Risk Categories
The introduction of artificial intelligence (AI) into business has basically redefined the risk environment of multinational organisations. Compared to the traditional risks, the AI-related risks are very dynamic, interconnected, and in most cases, they are hard to predict. The presence of these risks is dictated by the fact that the AI systems are complex and depend on big data, and are becoming more and more autonomous in decision-making (Sakshi et al., 2020). This, in turn, implies that the archetypal risk management models that are typically created in a stable and foreseeable setting may not always be adequate to provide a solution to such issues.
The situation of multinational companies like Unilever is also augmented in risks, as a result of the global operation. The management of risks is also more multidimensional and complicated in the process of working in various markets, as the nature of regulations that should be followed is different due to cultural needs and technological infrastructure.
[bookmark: _Toc224645730]3.2 Data-Related Risks and Security Challenges
One of the most serious threats of AI is the data-associated one. AI systems are also known to take huge amounts of data to be trained and processed, and any manipulation in the quality, security, and integrity of the data can result in erroneous results and erroneous decision-making. Substandard data quality may lead to substandard predictions, and incomplete data may lead to bias or misleading results.
The security of data is the other issue. Cybercrimes and data leaks are progressive trends, and failure to safeguard sensitive data might lead to a fine amount as a financial punishment, especially where the organisations are not controlled by privacy laws like the General Data Protection Regulation (GDPR) (Chanyasak et al., 2022). Besides the financial losses, a data breach may also affect customer confidence and brand image in a very significant negative way.
To overcome such risks, well-developed data governance and cybersecurity must be able to endure the excessive amount of information chosen by consumers in the instance of organisations that process a large amount of consumer information, such as Unilever.
[bookmark: _Toc224645731]3.3 Algorithmic Bias and Ethical Risks
Another severe ethical and functional issue of AI implementation is algorithm bias. Systems dealing with history have a probability to be exercised on the existing bias based on gender, ethnicity, and socioeconomic backgrounds. The systems will then encourage a discriminative behaviour unknowingly, which will result in injustice in the recruitment process, marketing, and even customer segmentation.
Not only are such prejudices subjecting ethical issues to the stake, but they are also hurting organisations at the wrong end of the law and reputation. The stakeholders of the socially responsible world have become more aware and require businesses to exhibit fairness and inclusiveness in the execution of their activities (Ruel and Njoku, 2021). The inability to overcome the problem of the biased nature of algorithms could be punished by social rejection, loss of clients, and regulatory fines.
To reduce the risks of this type, it is recommended that multinational organisations conduct the most thorough testing and monitoring of their processes, consider ethical AI models, in which fairness, accountability, and transparency are taken into account.
[bookmark: _Toc224645732]3.4 Regulatory and Compliance Risks
The high pace of AI technologies development has increased the demand to create new rules and regulations aimed at governments and other regulating bodies to use them in a smart manner. The regulatory scenario, however, is disjointed and is still in its development phases, especially in various jurisdictions like the UK and the European Union.
This poses the problem of gravitational compliance to the multinational companies. The firms have no alternative but to comply with the change in laws and ensure that their AI platforms are aligned with the different legal levels (Dias et al., 2022). Such deviations will mean massive penalties, prosecution, and interference with operations.
In this case, the active compliance strategies such as continual monitoring, internal audit, and keeping abreast with the international standards are required.
[bookmark: _Toc224645733]3.5 Reputational Risks and Strategic Implications
Reputational risk is also the notion that is closely connected with every single element of AI-based risk. As society grows with awareness and mass media coverage, any laxity in the regulation of AI, be it the misuse of information, the biased approach, or even failure to adhere to rules and regulations, can be easily transformed into a scandal in terms of reputation.
When it comes to any company, such as Unilever, consideration should be made to ensure that the brand is popular enough that the customers will not switch sides and the company will not lose its market share (Eppang et al., 2024). Bad publicity has the consequences of losing consumer loyalty, losing sales in the long term, and losing brand equity.
Within this context, effective management of AI risks should be out of technical solutions but through open communication, ethical conduct, and stakeholder involvement. The holistic approach will enable organisations to reduce risks, and AI will be the source of sustainable competitive advantage.
[bookmark: _Toc224645734]4. Data Governance Challenges
[bookmark: _Toc224645735]4.1 Importance of Data Governance in AI Systems
The basis of effective AI risk management is data governance. AI systems are to a large extent reliant on data for either training, learning, or decision-making. Thus, the quality, integrity, and data security directly depend on the effectiveness of the AI outputs. Inadequate data management may result in inadequate insights, fraud, liabilities in litigation, and poor publicity.
The magnitude and multiplicity of the operations of multinational corporations like Unilever only make the risk of data management in that regard even greater (Rhou and Singal, 2020). Data that is distributed in various geographical locations, platforms, and jurisdictions will have to be systematised and standardised so that they are in compliance and serve to guarantee data quality.
[bookmark: _Toc224645736]4.2 Regulatory Requirements and Compliance Challenges
The ability to comply with rigid data protection regulations and laws, especially the General Data Protection Regulation (GDPR) in the European Union, is one of the largest issues of data governance. The provisions of the collection, storage, processing, and transfer of personal data in organisations, as outlined in GDPR, are extremely stringent (Gigauri, 2021). The said conditions are the explicit customer consent, Minimisation of the data, and the high-quality security systems.
With reference to the example of Unilever, it is critical that the company adheres to the provisions of GDPR to escape the severe consequences of the enforcement of substantial financial fines, not to mention that the trust of consumers is pinned on it. Nevertheless, it may not be that easy to globalise the operation of the company with regional regulations. The various countries might have dissimilar data protection standards, and this becomes a challenge in the aspect of uniformity within the organisation (John and Thakur, 2021).
Besides, there is no compliance with regulations. Rules and legislation keep changing, and the organisations are compelled to restructure their policies and systems. It is a dynamic environment that contributes more to the necessity of active monitoring and adaptable governance approaches.
[bookmark: _Toc224645737]4.3 Challenges of Big Data and Unstructured Data
The rise in the popularity of big data makes the issue of data governance even more problematic. The use of AI systems is usually anchored on large amounts of data, structured or unstructured, which can often be social media, customer, and IoT interactions. Nevertheless, valuable as this information can be, it is also highly threatening.
Text, images, and videos are also unstructured data that are quite hard to organise and are not standardised. In one case, the information on social media can be utilised to provide information on consumer behaviour, but this information can be misleading or inaccurate (Klimanov and Tretyak, 2024). Moreover, such data may be the foundation of them, which provokes the issue of their confidentiality and moral use.
In the case of multinational corporations, it is necessary to have an improved data management system and good governance models that will be employed to integrate and manage these various sources of data. Big data may result in bad decisions and exposure to more data attacks unless it is handled in the appropriate manner.
[bookmark: _Toc224645738]4.4 Strengthening Data Governance Frameworks
The challenges will compel Unilever to invest in general data governance models in order to overcome them. This involves codified policies and procedures in the handling of the data, roles, and responsibilities in the organisation.
In order to make sure that the data utilised in the AI systems is accurate and reliable, data quality controls should be in place. One can perform audits and continuous monitoring to determine the issues and to find ways to address them before they become a significant risk (Modica et al., 2020).
Besides, the organisations must embrace new technologies that are more secure in terms of data, like data encryption, data access controls, and automated data monitoring. Enhancing data governance is one of the ways that Unilever can reduce risks, enhance the quality of decisions, and meet regulatory requirements.
[bookmark: _Toc224645739]5. Ethical AI Use
[bookmark: _Toc224645740]5.1 The Growing Importance of Ethical AI
The question of ethics is now more timely when it comes to the use of AI technologies. With the continued growing autonomy of AI systems and their contribution to the decision-making process, organisations need to make sure that AI systems are implemented in a fair, transparent, and accountable way.
Unilever is one of the cases where AI ethics does not only occur as a compliance requirement, but it is also a strategic necessity (Liutikas et al., 2024). The consumers, investors, and regulators who flout ethical issues are gaining prominence in the corporations, and the tainted image is becoming a burden to be experienced by careless organisations.
[bookmark: _Toc224645741]5.2 Addressing Algorithmic Bias
Algorithm bias is one of the huge ethical issues of AI. The information that was used in the training of AI systems in the past might be biased. Such biases can result in such discrimination as marketing, employment, and parted customers unless they are controlled.
The biased algorithms can be used to discriminate or shun a section of the population; this can lead to legal and ethical concerns through illustration (Hutsaliuk et al., 2024). This has the potential to ruin the credibility and reputation of the organisation.
To eliminate these risks, Unilever ought to strive in the severe testing and verification processes to realise and rectify biases. This involves the use of various and representative information and constant review of the performance of the AI systems.
[bookmark: _Toc224645742]5.3 Transparency and Explainability
The other important element of ethical AI is transparency. Most AI systems are black boxes, and one cannot comprehend how they come up with the decisions they do. Such negligence is capable of reducing the level of trust, and it is hard to discover the mistakes or biases.
The transparency of the case of multinational organisations is fundamental in the process of accountability and the delivery of the regulatory requirements. This question can be answered by the application of explainable (XAI) AI technologies that reveal the data about the process of formation of their output by AI systems (Lin, 2023).
By participating in some practises that are open, Unilever will be more confident and responsible in the application of AI among the stakeholders.
[bookmark: _Toc224645743]5.4 Embedding Ethical Principles into Business Strategy
To overcome the ethical risks, the organisations should consider the incorporation of the ethical principles into the overall business strategy. It is through the establishment of the governance systems in ethics committees, the development of a code of conduct, and the training of the employees.
The stakeholders are also supposed to be brought on board. The presence of customers, regulators, and other interested parties in the discussions related to the use of AI will help organisations to understand the issues and expectations more fully (Nosike et al., 2024).
Not only the mitigation of the risk, but also the development of the competitive advantage, since the ethical issues that are embedded in the AI systems also lead to the enhancement of brand image and consumer loyalty.
[bookmark: _Toc224645744]6. Regulatory Compliance: UK vs EU
[bookmark: _Toc224645745]6.1 Diverging Regulatory Approaches
The AI legislation is defined by a colossal distance between the United Kingdom and the European Union. The expression of these differences presents the conflicting balancing measures of risk management and innovation.
The UK is an open nation with a pro-innovation policy and a flexible stance that promotes the creation and assimilation of AI technologies. This practice is based on the suggestion that it will be dependent on the current regulatory authorities, which will oversee AI in their industries instead of creating an overall structure (Oktriono, 2021).
Instead, the AI Act is more sensible and EU-calculated. This bill provides a model of risk classification on a risk basis and stringent conditions on risky AI applications.
[bookmark: _Toc224645746]6.2 Implications for Multinational Compliance	
The different strategies pose serious compliance problems in the case of Unilever. The company should also make sure that its AI systems are responsive to the expectations in both regulatory environments that might pose conflicting demands and requirements.
The augmented regulations of the EU may be extremely costly to comply with; this may be in terms of the investment in surveillance systems, records, and auditing (Ratković, Jablan and Liješević, 2022). Meanwhile, the spirit of adaptation of the UK can lead to certain questions about its implementation and accountability.
Risk management has become more challenging with the two-regulatory environment, and organisations must be flexible and responsive.
[bookmark: _Toc224645747]6.3 Strategic Alignment and Best Practices
In a bid to address the risk of regulatory environment efficiently, Unilever ought to embrace a single approach to compliance based on the highest regulatory standards, especially the EU regulatory standards. The approach will offer standardisation of processes, and the likelihood of the absence of non-conformity will be decreased.
In addition to that, the company needs to invest in a compliance management system and create special teams to track the changes in regulations (Horngren et al., 2022). Periodic training and awareness programmes should also be performed because they will guarantee that the employees are conscious and compliant with the regulatory requirements.
Unilever can lessen the risk and improve its reputation as a responsible and legal organisation by harmonising its operations and international best practise.
[bookmark: _Toc224645748]6.4 Balancing Innovation and Regulation
Although regulatory compliance is a problematic issue, organisations should strike a balance between regulatory compliance and innovativeness. The situation of tight control can only deter the progress of technologies, and a lack of control can expose a person to a higher risk.
In the case of Unilever, this can be balanced through a strategic approach whereby compliance is the aspect of the innovation process (Vogler and Stoll, 2024). The introduction of flexible but stable governance systems will enable the firm to capitalise on AI technologies and be in control of risks in relation to AI technologies.
[bookmark: _Toc224645749]7. Customer Trust and Reputation Management
[bookmark: _Toc224645750]7.1 Importance of Customer Trust in the AI Era
One of the key long-term success factors of the business is the reputation of the consumers, especially in the increasingly digital and data-oriented world. The implementation of artificial intelligence in the field of marketing, customer analytics, and personalised services has empowered organisational processes, yet it has become a huge issue in the question of data privacy, monitoring, and manipulation (Wafi et al., 2025).
The issue of customer trust is very basic when it comes to multinational organisations such as Unilever, owing to the magnitude of operations and various global markets. Any misuse of the privacy of customer information or the absence of transparency in artificial intelligence will burn trust in no time and harm the brand image.
[bookmark: _Toc224645751]7.2 Transparency and Data Control
The concept of transparency is so crucial in arousing customer confidence and ensuring its continuance. Organisations should articulate the process of gathering, storing, and utilising customer information in the AI systems. This incorporates the existence of the privacy policies, as well as telling the customers about the impact on them associated with the AI-based decisions.
Moreover, the control over the data of the customers should also be provided. This could mean provision of an option of whether to participate or not participate in the data collection, as well as the permission of the users to access their own information, add, and remove (Hán, Petříček and Chalupa, 2020). Such practises, in addition to helping in adhering to the rules, also demonstrate the attitude towards the autonomy of the customers.
[bookmark: _Toc224645752]7.3 Managing Reputation and Stakeholder Engagement
The reactive and proactive approaches are both demanded in reputation management within the framework of AI. Businesses are also expected to be ready in case of any obstacle or problem connected to the usage of AI, such as the breaking of the data, the existence of algorithm bias, or system breakdowns. It will be in a position to address such incidents promptly and with an open mind, and this will help in alleviating the reputational losses (Yudha and Basya, 2024).
The stakeholders, such as the customers, regulatory bodies, and advocacy groups, among others, in the case of Unilever, must be part of the process of developing what is expected and have credibility. This can be done by open communication lines and feedback mechanisms, where any threat can be identified early enough and enhance organisational sensitivity.
[bookmark: _Toc224645753]7.4 Trust as a Source of Competitive Advantage
Trust is not only an element that makes a risk management plan, but it is a competitive advantage as well. Through ethics and transparent AI practises, organisations have a higher chance of attracting their customers and keeping them, ensuring brand loyalty, and becoming distinctive in a competitive marketplace (Eze, 2025).
With trust being among the top priorities, Unilever will be in a position to build its market share and minimise the probability of reputational and regulatory risks in the case of AI use.
[bookmark: _Toc224645754]8. Strategic Analysis Using PESTLE
[bookmark: _Toc224645755]8.1 Overview of PESTLE Framework
The PESTEL framework offers a systematic way of analysing the external environment that has implications for an organisation's strategy. The frames of the AI adoption can be used to determine the vital macro-environmental factors that impact risk management and decision-making.
[bookmark: _Toc224645756]8.2 Political and Economic Factors
The political factors involve the policies of the government, foreign affairs, and control that influence the evolution of AI technologies and their usage. One of these is that the UK and EU policy divergence can influence the utilisation of AI by organisations to a substantial extent (Free, Jones and Tremblay, 2025).
The economic ones include the investment in the AI technology, its effectiveness, efficiency, and competitiveness in the world arena. AI would also be handy to reduce costs and innovate, but it will come at a heavy price of spending financial resources, which can become a restriction for certain organisations.
[bookmark: _Toc224645757]8.3 Social and Technological Factors
The social issues are related to the perception of AI by the population, such as privacy, ethics, and job displacement. The growing feeling of such problems implies that, in order to gain legitimacy and confidence in society, the organisation in question has to make sure that its strategies are in tune with the expectations of society (Lakhno, 2024).
The technological factors involve the fast rate of development of AI, and this demands that organisations keep changing and innovating. Although it is possible that something might develop in technology, there is also the issue of the risk management of the AI systems.
[bookmark: _Toc224645758]8.4 Legal and Environmental Factors
Legal issues include rules and regulations that relate to the use of AI, such as laws on data protection and other legal provisions in the industry. These are the laws that should be adhered to to avoid being subjected to disciplinary measures and still be operational (Montgomery, Lyon and Barg, 2024).
Environmental factors concentrate on the case of AI technologies' sustainability. The processing and data centres of AI are interconnected with the energy consumption that prompts the question of environmental responsibility, which forces organisations to avoid seeking other options that are sustainable.
[bookmark: _Toc224645759]8.5 Strategic Implications
The inter-relationship and complexity of the external environment on the adoption of AI are informative to the PESTLE analysis. The factors will inform the strategies that the business will apply in the instance of Unilever to manage the risks and opportunities appropriately (Nemes et al., 2022).
Once organisations awaken and react to these influences from the macro-environment, then organisations will be in a position to build a more future-oriented and robust approach to strategies in the dynamic AI world.
[bookmark: _Toc224645760]9. Recommendations
[bookmark: _Toc224645761]9.1 Strengthening AI Governance Framework
Based on the analysis, one can suggest that Unilever needs to pursue a holistic AI governance system that has risk management, ethics, and regulatory purposes. There should be clear principles in such a framework that are concerned with how AI systems should be designed, deployed, and monitored. Formal systems of governance, such as special oversight committees, will ensure accountability and consistency in all the operations of the world (Chalupa and Petricek, 2020).
[bookmark: _Toc224645762]9.2 Investment in Ethical AI and Workforce Capability
It will necessitate Unilever to focus on ethical investment of AI systems, which would be fair, open, and responsible in decision-making. This is via the adoption of explainable AI technologies and the adoption of regular bias testing mechanisms. Besides that, the AI risk awareness and the ethical responsibility need to be developed through the introduction of employee training programmes. It will enable the organisation to handle the complex AI systems and adjust to the evolving situation because the internal capabilities will be developed.
[bookmark: _Toc224645763]9.3 Enhancing Data Governance and Compliance
The systems that control the usage of the data must be enhanced so as to provide accuracy, data integrity, and security of the data. Unilever ought to exercise the utilisation of effective data management tools such as data validation, data access management, and periodic data audit (Nygaard, 2023). The alignment of the data governance practises with the global regulations will minimise the non-compliance risk, and the performance of the operations will be improved.
[bookmark: _Toc224645764]9.4 Aligning with Global Regulatory Standards
Since the regulatory procedures in different jurisdictions differ, it is suggested that Unilever employs a single compliance strategy, which should be founded on the strictest standards, mostly European Union standards. This will make the markets consistent and reduce legal risks. It will also be helpful in ensuring that the organisation is able to respond sufficiently to the change in the regulatory environment since the regulatory trends will be observed effectively (Urbański and Ul Haque, 2020).
[bookmark: _Toc224645765]9.5 Building Customer Trust and Transparency
Lastly, the level of transparency must be improved when it comes to the use of AI, so that the trust of the customers is gained. Unilever must also be straightforward on information gathering and use by customers, and give the user more control over his/her information. Opening lines of communication to the customers will also enhance customer interaction, thereby aiding in building trust and reputation of the organisation.
[bookmark: _Toc224645766]10. Implementation Plan
[bookmark: _Toc224645767]10.1 Phase 1: Foundation and Risk Assessment (0–6 Months)
During the first step, Unilever will have to perform an overall AI risk assessment and identify the weak points and gaps in the existing practises. Types of governance structure must be set, definitions and policies of roles and responsibilities. This step is needed to ensure the success of the implementation (Burhan et al., 2021).
[bookmark: _Toc224645768]10.2 Phase 2: System Deployment and Capability Building (6–12 Months)
The second step will be to pay attention to the introduction of the AI governance frameworks and the introduction of the ethical AI systems into the working process. The awareness and the competency of working with AI technologies are the aspects that should be provided by the existing employee training programmes. Simultaneously, need to establish the regulatory measures that will ensure that the regulatory norms are met in various areas.
[bookmark: _Toc224645769]10.3 Phase 3: Monitoring, Evaluation, and Continuous Improvement (12–24 Months)
The concluding measure would mean that Unilever would still keep track of the performance of AI systems through periodic checks and reviews. Feedback systems should also be introduced to determine the areas where they need to improve, and the strategies should be modified according to the changes in risks and regulations (Álvarez et al., 2021). It is a process that can not be terminated and thus has long-term sustainability and effectiveness.
[bookmark: _Toc224645770]10.4 Strategic Outcome
The implementation channel of the application of AI risk management practises is clear and incremental, which makes it a manageable implementation strategy. Using the given plan, Unilever will receive a chance to optimise the efficiency of its operations, the level of compliance, and the competitiveness rates in the global market.


[bookmark: _Toc224645771]11. Conclusion
Artificial intelligence may also be incredibly helpful to multinational organisations in their efficiency, innovativeness, and data-driven decision-making. It, however, is accompanied by intricate data security risks, ethical issues, regulatory, and reputational effects. These concerns are a priori conditions of the need to ensure that organisations have structured and progressive risk management alternatives.
In the case of Unilever, risks associated with AI need to be mitigated to enjoy maximum benefits without compromising the stakeholders. The dynamic character of the technological environment that the company must address can be addressed using the proactive model that entails the adoption of powerful governance systems, a code of conduct, and efficient data management strategies.
Having adjusted its activities to align with the international regulatory practises and transparency in the use of AI, Unilever will be able to both win the trust of the customers and support their brand image. Finally, the innovative strategy, along with the rational risk management, will be a moderate strategy that should contribute to the development of sustainable growth and long-term competitive advantage in the setting of a continuously expanding digital global economy.
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