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[bookmark: _Toc131892678]Introduction
One of the top UK company i.e., Unilever will be chosen for the report. The report aim’s to discuss regarding the current position of Unilever. The organisation's recent past and the effects of changes in the external environment, such as the COVID-19 pandemic and ongoing economic uncertainty, will be discussed in the report. Moreover, models for change management will be presented, taking into account aspects of the organisation's strategic change management and leadership styles will be discussed. The influence that organisational culture has on the program of change management and devise an appropriate strategy for the future of change management will also be discussed in the report.


[bookmark: _Toc131892679]a) A brief summary of the company's current situation
Unilever is a worldwide purchaser merchandise organization that works in more than 190 nations, delivering and selling a great many items like food, drinks, cleaning specialists, and individual consideration items. With a market capitalization of more than €130 billion in 2021, Unilever will be one of the largest consumer goods companies in the world. Unilever's financial performance for 2020 was €50.7 billion in revenue and €6.1 billion in net income. In spite of the difficulties presented by the Coronavirus pandemic, the organization's income expanded by 1.9% contrasted with the earlier year. In addition, Unilever has committed to social responsibility and sustainability, with the goal of becoming a net-zero emissions company by 2039 (Greiner, et. al., 2020). The company has made progress towards this goal by investing in renewable energy, reducing its carbon footprint, and implementing sustainable sourcing practices for its raw materials. As of the current state of Unilever, the company is performing well financially. In its 2021 Q4 financial report, Unilever reported a strong performance, with underlying sales growth of 3.5%. The company also reported a 5.8% increase in operating profit and a 9.1% increase in net profit.
Unilever's focus on sustainability is one of the main drivers of its success. The organization has focused on accomplishing net-no outflows from its items by 2039, among other aggressive objectives for decreasing its effect on the climate. All furthermore, Unilever has put a huge load of cash in environmentally friendly power, like breeze and sun oriented power, and the organization has put forth an objective of getting its energy from sustainable sources by 2030. Unilever aims to make people's lives better all over the world in addition to protecting the environment. The organization has sent off a few drives to advance variety and consideration, including an objective to have half of its administrative positions held by ladies by 2025 (Robert, and Schleyer-Lindenmann, 2021). Additionally, Unilever has pledged to improve the livelihoods of farmers who supply it with raw materials and to promote sustainable agriculture. Another area of focus for Unilever is innovation. The company has a strong track record of developing innovative products and has launched several new products recently. For example, Unilever recently launched a range of plant-based meat alternatives under its Vegetarian Butcher brand, as well as a range of carbon-neutral laundry products under its Omo brand (Shafieezadeh, et. al., 2020). Despite its strong performance and focus on sustainability, Unilever is not without challenges. The organization works in an exceptionally serious industry and countenances extraordinary contest from other purchaser merchandise organizations. Unilever also operates in several emerging markets, which can be challenging due to economic and political instability.
In addition, in recent years, Unilever has faced criticism over its use of palm oil, a major driver of deforestation in Southeast Asia. Even though the business has tried to get sustainable palm oil, some people think that more needs to be done to fix the problem. Unilever has also faced criticism over its marketing practices (Allaoui, et. al., 2019). In 2020, the company was forced to remove the word "normal" from its beauty and personal care products after facing backlash over the term's exclusionary connotations. Despite these challenges, with a strong emphasis on sustainability and innovation, Unilever continues to be a strong performer in the consumer goods sector. The company's commitment to sustainability and social responsibility will likely continue to drive its success in the future.
Additionally, Unilever has been focused on digital transformation and innovation, with a particular emphasis on e-commerce and direct-to-consumer channels. The company has launched new online stores and platforms to reach consumers directly and has invested in technology to enhance its supply chain and data analytics capabilities (Aygün and Baycan, 2020). Overall, Unilever appears to be in a strong position, with a diversified portfolio of products and a focus on sustainability and innovation. However, like any company, it may face challenges and uncertainties in the future, particularly as consumer preferences and market conditions continue to evolve.


[bookmark: _Toc131892680]b) Your involvement /relationship with the Company
I am proud to work for Unilever because the company is committed to sustainability and social responsibility. I have been with the company for several years and have witnessed firsthand the positive impact that Unilever has had on the world. In my role at Unilever, I work in the marketing department, specifically in the development of new products. I am responsible for researching and identifying consumer trends, as well as developing marketing strategies to promote our products (Rabinovici, et. al., 2019). It is a challenging and rewarding job, and I am grateful to be a part of such a dynamic team. One of the things that I appreciate about working for Unilever is the company's commitment to sustainability. We are constantly looking for ways to reduce our environmental impact, whether it is through the use of renewable energy or the development of more sustainable products. Working for a company that is committed to making a positive impact on the world is motivating. 
Another aspect of my job that I find fulfilling is the opportunity to work with a diverse group of people. Unilever is a global company, and I have had the chance to collaborate with colleagues from all over the world. It has broadened my perspective and taught me the value of diversity and inclusion. In addition to my day-to-day responsibilities, Unilever provides ample opportunities for professional development (Tritsch, et. al., 2020). The company offers training programs, mentorship, and networking events to help employees grow and advance in their careers. I have taken advantage of these opportunities and have been able to develop my skills and take on new challenges. One of the things that I admire about Unilever is the company's commitment to making a positive impact on the world. Through initiatives such as the Sustainable Living Plan, Unilever is working to improve the lives of people around the world while reducing its environmental impact. It is inspiring to work for a company that is committed to using its resources to make a positive difference.
Of course, working for a large company like Unilever has its challenges. The fast-paced nature of the industry can be stressful at times, and there are always deadlines to meet and targets to hit. However, I have found that the support of my colleagues and the company's emphasis on work-life balance have helped to mitigate these challenges. In my time at Unilever, I have learned a lot about the importance of teamwork and collaboration. We work in a highly competitive industry, and it is only through working together that we can achieve our goals. I have been fortunate to work with a team of talented and dedicated professionals who are committed to excellence. Another challenge that we face is the need to balance our business goals with our sustainability goals (Naujokaitis‐Lewis, et. al., 2021). While we are committed to reducing our environmental impact, we also need to ensure that we are meeting our financial targets and delivering value to our shareholders. This can sometimes require making difficult decisions and trade-offs. Regardless of these difficulties, I feel lucky to work for an organization that is having a beneficial outcome on the world. I am proud to be a part of a team that is committed to innovation, social responsibility, and sustainability. I feel like my work is meaningful and have a real impact on the world, and I am excited to continue to grow and develop in my role at Unilever.
Looking to the future I can't wait to see what new challenges and opportunities lie ahead. I am proud to be a part of such a dynamic and forward-thinking company, and I am certain that Unilever will continue to be at the forefront of innovation and sustainability. As an employee of Unilever, I feel that I am not just contributing to the success of the company, but also to the betterment of the world. 
[bookmark: _Toc131892681]c) A brief description of a recent or ongoing change initiative that you will investigate for the report.
For this report, an investigation will be conducted on Unilever's recent change initiative toward more sustainable and regenerative agricultural practices. Food, personal care, and home care are just a few of the products manufactured by Unilever, a large multinational consumer goods company. As a means of lessening its impact on the environment, the company has set lofty goals like becoming carbon neutral by 2039 and eliminating all waste from landfills worldwide by 2025 (Kafy, et. al., 2021). The company has a strong commitment to sustainability. As part of this commitment, Unilever has been working to promote more sustainable and regenerative agriculture practices. Agriculture is a key part of the company's supply chain, as many of its products contain agricultural ingredients such as palm oil, soy, and tea.
Goals:
Unilever's change initiative's primary objective is to cut greenhouse gas emissions by 50% by 2030. The company's overall commitment to sustainability and its desire to lead the fight against climate change is in line with this objective. As well as diminishing its discharges, the organization additionally means to further develop its energy productivity, increment its utilization of environmentally friendly power sources, and advance reasonable practices all through its worth chain.
Strategies:
To achieve its emissions reduction goals, Unilever has developed a series of strategies focused on different areas of its business. These strategies include:
Improving energy efficiency: Investing in more energy-efficient equipment, optimizing production processes, and reducing energy waste are some of Unilever's energy efficiency initiatives.
Switching to renewable energy: The Company is increasing its use of renewable energy sources like wind and solar power to reduce its reliance on fossil fuels and greenhouse gas emissions.
Promoting sustainable agriculture: Unilever is working with its suppliers to promote sustainable agricultural practices, such as reducing water use, reducing greenhouse gas emissions from livestock, and using sustainable fertilizers and pesticides (Read, et. al., 2019).
Reducing waste: The Company is implementing a range of measures to reduce waste across its value chain, including reducing packaging waste, promoting recycling, and reducing food waste.
The Change Initiative:
In 2020, Unilever announced a new initiative called the Regenerative Agriculture Principles (RAP), which aims to transform the way the company sources its agricultural raw materials. The RAP initiative is based on a set of guiding principles that encourage farmers to adopt regenerative practices that can improve soil health, increase biodiversity, and reduce greenhouse gas emissions (Sanchez-Plaza, et. al., 2019). Unilever has committed to sourcing all of its agricultural raw materials from regenerative sources by 2030. This is a significant shift from traditional farming practices, which can be resource-intensive and harm the environment. To achieve this goal, Unilever is working with its suppliers and partners to promote regenerative agriculture practices. The company has set up a training program for farmers to help them learn about these practices and how to implement them. Unilever is also investing in research and development to find new ways to promote regenerative agriculture and improve the sustainability of its supply chain.
Impact:
The shift towards more economical and regenerative farming practices can possibly altogether affect the climate and neighborhood networks. In order to assist in mitigating the effects of climate change, regenerative agriculture practices can improve the health of the soil, increase biodiversity, and decrease emissions of greenhouse gases.
By sourcing its agricultural raw materials from regenerative sources, Unilever is also supporting local farmers and communities. Regenerative agriculture can help farmers improve their yields, reduce their reliance on expensive inputs like fertilizers and pesticides, and create more resilient farming systems.
The shift toward more environmentally and socially responsible farming methods has the potential to be beneficial to businesses as well (Progress, 2020). Companies that are able to demonstrate their commitment to sustainability may have a competitive advantage because consumers are increasingly demanding products that are produced sustainably.
Challenges:
While the shift towards more sustainable and regenerative agriculture practices is a positive development, there are also several challenges that Unilever will need to overcome.
One challenge is the need to scale up regenerative agriculture practices. While these practices are effective on a small scale, it can be more difficult to implement them on a larger scale. This will require significant investment in training, research, and development.
Another challenge is the need to ensure that the shift towards more sustainable and regenerative agriculture practices is economically viable for farmers. Regenerative agriculture practices can be more labour-intensive and require more upfront investment than traditional farming practices. Unilever will need to work with its suppliers and partners to find ways to make regenerative agriculture financially feasible for farmers.
The shift towards more sustainable and regenerative agriculture practices is an important change initiative at Unilever. By sourcing its agricultural raw materials from regenerative sources, the company can help mitigate the effects of climate change, support local farmers and communities, and demonstrate its commitment to sustainability (Kingsford, et. al., 2021). However, there are also significant challenges associated with this shift. Unilever will need to invest in training, research, and development to scale up regenerative agriculture practices and work with its suppliers and partners to make these practices financially feasible for farmers.


[bookmark: _Toc131892682]d) An examination of the organization's most recent history and an explanation of the ways in which changes in the external environment, such as the COVID-19 pandemic, have affected the business
Unilever is one of the largest consumer goods companies in the world, with a history dating back over 100 years. Over this time, the organization has undergone significant changes in response to shifts in the external environment, including changes in consumer preferences, technological advances, and global events such as the COVID-19 pandemic.
Recent history of Unilever
In recent years, Unilever has undergone a series of significant changes aimed at adapting to a changing business landscape and staying ahead of its competitors. In 2017, the company announced a strategic review that resulted in a shift towards a more streamlined and focused portfolio of brands, as well as a greater emphasis on sustainability and social responsibility. As part of this review, Unilever sold off several of its underperforming brands, such as Slim-Fast and Ragu, and invested in higher-growth areas such as plant-based foods and natural beauty products. In addition to these internal changes, Unilever has also had to adapt to a range of external challenges and opportunities (Weiskopf, et. al., 2020). One of the most significant of these has been the rise of e-commerce and digital technology, which has transformed the way consumers shop and interact with brands. To respond to this trend, Unilever has invested heavily in digital marketing and e-commerce capabilities and has also launched several direct-to-consumer initiatives such as Dollar Shave Club and Graze. In the early 2000s, Unilever underwent a major restructuring aimed at simplifying its operations and focusing on its core brands. This included divesting non-core businesses such as the European frozen food business and the Best foods Baking Company and investing in its core brands such as Dove, Lipton, and Hellmann's. In more recent years, Unilever has focused on a sustainability and social responsibility agenda, recognizing the importance of these issues to consumers and investors (Šomplák, et. al., 2019). In 2020, the company announced a new set of sustainability goals, including becoming a net-zero emissions company by 2039 and halving its use of virgin plastic by 2025.
Impact of external environment on Unilever
The external environment has played a significant role in shaping the direction and performance of Unilever in recent years. Below, I will explore some of the key external factors that have impacted the organization, including the COVID-19 pandemic. In recent years, Unilever's external environment has had a significant impact, particularly in the wake of the COVID-19 pandemic. Supply chains and consumer behaviour have been disrupted by this global health crisis, which has had a significant impact on the global economy. In response, Unilever has had to adapt its operations and strategy to address these challenges and take advantage of emerging opportunities. One of the most immediate impacts of the pandemic on Unilever has been a disruption to its supply chain. As lockdowns and travel restrictions have been imposed in many countries, Unilever has faced challenges in sourcing raw materials and transporting products. To mitigate these risks, the company has implemented a range of measures, such as increasing safety stocks, diversifying its supply base, and collaborating with suppliers and customers to manage demand (Ramyar, et. al., 2021). The pandemic has also had a significant impact on consumer behaviour, particularly in terms of shopping habits and preferences. With many consumers spending more time at home and relying on online channels for their shopping needs, Unilever has had to adapt its marketing and sales strategies to reach customers where they are. This has included a greater focus on digital marketing and e-commerce, as well as the launch of new products and services aimed at meeting changing consumer needs.
Changing consumer preferences
One of the most important external factors impacting Unilever has been changing consumer preferences. Consumers have sought out brands that are more environmentally and socially responsible in recent years because they are increasingly concerned about the effects that their purchases have on society and the environment (Orsetti, et. al., 2022). Unilever has responded to this trend by investing in sustainable and socially responsible brands such as Ben & Jerry's and Seventh Generation, and by setting ambitious sustainability goals for the organization as a whole. 
Sales Impact
The pandemic has had a mixed impact on Unilever's sales. On the one hand, as people try to stay away from the virus, the company has noticed an increase in demand for certain products like cleaning and hand sanitisers. On the other hand, the pandemic has also led to reduced demand for other products, as consumers cut back on non-essential purchases and shift their spending towards essential items. To address these challenges, Unilever has focused on adapting its product portfolio and marketing strategy to meet changing consumer needs. For example, the company has launched new products, such as hand sanitisers and hygiene kits, and has adjusted its advertising to reflect the new reality of the pandemic.
Supply Chain Impact
The pandemic has also disrupted Unilever's supply chain, as lockdowns and travel restrictions have made it more difficult to source raw materials and transport products. This has led to several challenges, including shortages of certain products and increased costs associated with logistics and transportation (Dedekorkut-Howes, et. al., 2021). To address these challenges, Unilever has focused on strengthening its supply chain and reducing its dependence on specific suppliers and markets. For example, the company has worked to diversify its sourcing and production operations and has invested in digital technologies to improve supply chain visibility and agility.
Technological advances
Technological advances have also had a significant impact on Unilever, particularly in the area of digital marketing and e-commerce. The rise of social media and e-commerce platforms has fundamentally changed the way that consumers interact with brands, and has created new opportunities for companies to engage with their customers. Unilever has responded to this trend by investing in digital marketing and e-commerce capabilities, and by working to build a stronger online presence for its brands. For example, the company has launched a range of e-commerce sites for its brands and has partnered with social media influencers to promote its products on platforms such as Instagram and YouTube.
Global events
Finally, global events such as the COVID-19 pandemic have had a significant impact on Unilever in recent years. The pandemic has disrupted supply chains, forced companies to close physical stores and offices, and created a volatile economic environment. Unilever has responded to the pandemic in several ways, including by adapting its supply chain to meet changing demand patterns, implementing health and safety measures in its factories and offices, and supporting relief efforts in affected communities. Despite these challenges, the company has remained resilient, reporting strong financial results in 2020.
Overall, the recent history of Unilever has been characterized by a focus on sustainability and social responsibility, as well as a commitment to adapting to changing external environments. The organization has responded to changing consumer preferences by investing in sustainable and socially responsible brands and has adapted to technological changes by building a stronger online presence (Staniuk, et. al., 2022). Finally, Unilever has shown resilience in the face of global events such as the COVID-19 pandemic, demonstrating the importance of adaptability and flexibility in today's business environment.


[bookmark: _Toc131892683]e) Identify and incorporate strategic change-related issues in that organization by critically evaluating various change management models, such as the management of the change and the leadership styles used.
Unilever, a multinational consumer goods company, may face several strategic change-related issues while implementing changes using Lewin's Change Management Model. These may include resistance from employees due to fear of change, lack of communication and engagement, inadequate training and resources, and potential disruptions to existing processes and systems. Effective leadership, clear communication, and stakeholder involvement can help address these challenges and ensure successful change implementation. Forming a coalition of key stakeholders who are aligned with the change vision and can drive the change efforts may be a critical issue for Unilever to overcome (Feldman, et. al., 2021). When evaluating Unilever's strategic change, the following are some important considerations, including the management of the change and the leadership styles utilized.
The Lewin Change Management Model
A popular framework for managing change, the Lewin Change Management Model has three stages: changing, refreezing, and unfreezing Preparing for change by instilling a sense of urgency and gaining support for the change is necessary to unfreeze. Refreezing entails incorporating the change into the organization's culture and systems, whereas changing entails implementing the change itself. 
In the case of Unilever, the company's recent focus on sustainability and social responsibility can be seen as a strategic change that was managed using the Lewin model. The company created a sense of urgency around sustainability issues, both internally and externally, and built support for the change through its sustainability goals and initiatives (Mohammed, et. al., 2020). Unilever has also taken concrete steps to implement the change, such as reducing its use of plastic packaging and investing in sustainable agriculture. Finally, the company has worked to embed sustainability into its culture and systems, such as by integrating sustainability metrics into performance evaluations for employees.
Kotter's 8-Step Change Model
Kotter's 8-Step Change Model is another widely used framework for managing change. It has eight stages: creating a desire to move quickly, forming a strong alliance, articulating a hope for change, communicating the vision, encouraging others to implement it, achieving brief successes, consolidating gains, bringing about additional change, and securing new methods for the association's way of life. 
Unilever's recent strategic changes can also be evaluated using Kotter's model. The company has created a sense of urgency around sustainability and social responsibility and has formed a powerful coalition of stakeholders to support the change. Unilever has also created a vision for change, as evidenced by its sustainability goals, and has communicated this vision both internally and externally (Pieterse, et. al., 2021). The company has empowered employees and other stakeholders to act on the vision, for example by providing training on sustainability issues and by partnering with suppliers to improve sustainability practices. Finally, Unilever has produced short-term wins such as reducing plastic waste, and has worked to consolidate these gains and anchor new approaches in the organization's culture.
Transformational Leadership
Transformational leadership is a style of leadership in which followers are inspired and motivated to achieve a common goal, frequently through a shared vision and values. This style of administration is much of the time utilized with regard to the key change, as it can assist with making a feeling of direction and bearing for the association.
In the case of Unilever, the company has demonstrated elements of transformational leadership in its recent strategic changes. The company's focus on sustainability and social responsibility can be seen as a shared vision and value system, which has been communicated to employees and other stakeholders through various channels (Xiang, et. al., 2021). Unilever's CEO, Alan Jope, has also been vocal about the company's commitment to sustainability and has emphasized the importance of embedding sustainability into the organization's culture and systems.
Situational Leadership
A leadership style known as situational leadership entails adapting one's style to the needs of the situation or followers. Because different phases of the change process may necessitate different leadership approaches, this style of leadership can be especially useful in the context of strategic change. Defining a clear and compelling vision for the desired changes and developing a comprehensive strategy for implementation may pose challenges for Unilever.
In the case of Unilever, the company's management team has likely used situational leadership to manage its recent strategic changes (Napogbong, et. al., 2021). For example, during the unfreezing stage of the Lewin model, the company may have used a directive leadership style to create a sense of urgency.


f) A suitable change management strategy for the future and evaluate how organisational culture affects the change management program.
Organisational culture plays a crucial role in the success of any change management programme. Unilever is a multinational consumer goods company that has a strong culture built on values such as integrity, respect and responsibility. The influence of Unilever's organisational culture on its change management programme and propose an appropriate change management plan for the future will be shown. Unilever has a strong culture that has been developed over many years. This culture promotes teamwork, innovation and a focus on the customer. However, the same culture can also create challenges when implementing change management programmes. The following are some of the ways in which Unilever's culture impacts its change management programme (Ndlela and Du Toit, 2021).
Resistance to change: Unilever's culture values stability and continuity. The company has been successful in the past by maintaining a consistent approach to business. This can make it difficult to implement changes that disrupt the status quo. Workers might be impervious to change since they are OK with the current cycles and are not motivated to learn new ones.
Communication challenges: Unilever is a large and complex organisation with operations in many countries. The culture can make it difficult to communicate changes effectively, as different regions and departments may have different ways of working. Effective communication is essential for change management programmes to be successful.
Lack of alignment: Unilever has a diverse workforce, and the culture can create silos within the organisation. Different departments and regions may have different priorities, which can lead to a lack of alignment when implementing change management programmes (Mirvis et. al., 2019).
Change Management Plan for Unilever 
To address the challenges that Unilever faces with change management, the following change management plan is proposed.
Proposed Change 
The proposed change is to introduce a new performance management system that aligns with Unilever's values and business goals. The new system will provide a more comprehensive and consistent approach to performance management across the organisation.
Staff Training and Development Plan
 To ensure that employees are prepared for the change, a staff training and development plan will be implemented. The plan will include the following elements:
Training on the new performance management system: Unilever will provide training to all employees to ensure that they understand the new performance management system and how it aligns with the company's values and business goals. This training will include both classroom and on-the-job training.
Communication training: To ensure that employees can effectively communicate the changes to customers and other stakeholders, communication training will be provided. This training will focus on actual communication skills, with energetic hearing and strong and brief messaging.
Leadership training: To ensure that managers can effectively lead their teams through the change, leadership training will be provided. This training will focus on change management strategies, communication skills and how to motivate and engage employees.
Communication Plan
To ensure that employees are aware of the changes and understand why they are necessary, a communication plan will be implemented. The plan will include the following elements:
Kick-off meeting: A kick-off meeting will be held to introduce the change and explain why it is necessary. This meeting will be attended by all employees and will provide an opportunity for employees to ask questions and provide feedback.
Regular updates: This will be given to employees to keep them educated regarding the advancement of the change. These updates will be communicated through email, newsletters, and the company's intranet (Boswell et. al., 2021).
Communication portal: A communication portal will be set up where employees can ask questions and get answers. This portal will be accessible through the company's intranet and will provide a centralised location for employees to find information about the change.
Evaluation Plan 
To ensure that the change has been successful, an evaluation plan will be implemented. The evaluation plan will include the following elements:
Metrics: To measure the success of the change, metrics will be established. These metrics will include measures such as employee engagement, customer satisfaction, and business performance.
Surveys: Surveys will be conducted to gather feedback from employees and customers on the effectiveness of the change. These surveys will be designed to measure the impact of the change on employee satisfaction, customer satisfaction, and business performance.
Focus groups: It will be conducted to accumulate additional top to bottom criticism from workers on the effectiveness of the change. These focus groups will be used to recognise regions for development and to foster procedures to address any issues that arise.


[bookmark: _Toc131892684]Conclusion
In conclusion, Unilever has been working to promote more sustainable and regenerative agriculture practices. Unilever has developed a series of strategies focused on improving energy efficiency, switching to renewable energy, and promoting sustainable agriculture. For the report, the writer will investigate Unilever's recent change initiative toward more sustainable and regenerative agricultural practices. The proposed change of introducing a new performance management system that aligns with Unilever's values and business goals is a significant step in the right direction, and the proposed plan will help ensure its success. By focusing on these key areas, Unilever can successfully implement changes that improve business performance, employee satisfaction, and customer satisfaction.
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