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[bookmark: _Toc236153797]Executive Summary
This report builds a stakeholder engagement plan to implement the Unilever Sustainable Connect Platform (USCP), an online project that aims to enhance cooperation between Unilever, consumers, suppliers, retailers and sustainability partners. The platform should enhance transparency, support responsible business practices by communicating with stakeholders and using data-driven insights via digital technologies. The report discusses the significance of having a good stakeholder identification process, engagement planning and relationship management in a multinational fast-moving consumer goods organisation. It considers the roles and responsibilities, benefits and challenges of the main stakeholder groups and implements the accepted stakeholder management strategies to facilitate successful project implementation. Moreover, the report discusses the role of sustainable stakeholder engagement in enhancing business performance in terms of enhanced innovation, consumer trust, supply chain resilience and long-term competitive advantage. Suggestions have been made to enhance communication, decision-making based on ethics and ongoing stakeholder engagement. Overall, the report points out that stakeholder management is critical in striking a balance between commercial goals and social and environmental responsibilities of a global organisation like Unilever.
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[bookmark: _Toc236153798]1.0 Introduction to Unilever UK 
Unilever is a company that belongs to one of the most successful fast-moving consumer goods (FMCG) organisations in the world, present in the sphere of personal care, beauty, nutrition and home care. The organisation was formed in 1929 when Lever Brothers and Margarine Unie merged and has since become a multinational corporation with its products being sold in over 190 countries and consumed by billions of individuals worldwide (Unilever, 2024a). Unilever had a turnover of about 60.8 billion in 2024, which shows that the company makes significant economic contributions and has a high presence in the global consumer markets (Unilever, 2025). However, the global scope of operation poses multifaceted responsibilities for stakeholders since the organisation has to deal with relationships with consumers, suppliers, employees, governments, communities and investors.
In the UK market, Unilever has a presence with known brands such as Dove, Persil, Hellmann’s and Ben and Jerry. However, the shift in consumer demands in terms of sustainability, ethical sourcing and corporate responsibility has put pressure on FMCG organisations to show responsible business conduct instead of concentrating on financial performance (Brydges and Hanlon, 2020). However, this report suggests the creation of the Unilever Sustainable Connect Platform (USCP), an online stakeholder engagement program that will enhance transparency, collaboration and communication among consumers, suppliers, employees, retailers and sustainability partners.
The stakeholder engagement has gained strategic significance in that multinational organisations have to strike a balance between commercial interests and environmental and social responsibilities. Proper stakeholder management allows organisations to detect conflicting interests, enhance strategic decisions and generate shared value among the network of stakeholders (Freeman, 2021). However, the successful execution of USCP needs a systematic approach to engagement that will take into account the stakeholder impact, expectations and possible obstacles during the project life cycle. This can be achieved through enhancing relationships with stakeholders, thus enhancing trust, performance in sustainability, and long-term competitive advantage in a more responsible consumer marketplace.
[bookmark: _Toc236153799]2.0 SMART Objectives
SMART objectives offer an organised way of translating strategic intention into quantifiable project results (Doran, 1981).
[bookmark: _Toc236302148]Table 1: SMART Objectives
	SMART Element
	Objective

	Specific
	Create and introduce the Unilever Sustainable Connect Platform to enhance communication.

	Measurable
	Increase stakeholder participation in engagement by 15% in 12 months.

	Achievable
	Leverage the current digital capabilities of Unilever, sustainability experience and global stakeholder networks to adopt the platform (Unilever, 2024b).

	Relevant
	Make Unilever more sustainable through enhanced collaboration with its stakeholders, responsible sourcing and long-term value creation (Unilever, 2024a).

	Time-bound
	Full platform development, consultation and preliminary implementation to stakeholders in 12 months, then ongoing evaluation.


[bookmark: _Toc236153800]3.0 Stakeholder Identification and Analysis
[bookmark: _Toc236153801]3.1 Stakeholder Identification
Identification of stakeholders is an essential phase in project management as it helps organisations to know the groups of people who may affect or be affected by the project results. In the case of the proposed Unilever Sustainable Connect Platform (USCP), stakeholders need to be identified since the project involves digital transformation, sustainability reporting and collaboration through global supply chains (Ashcroft, 2017). The Stakeholder Theory of sustainable success of the organisations proposed by Freeman (1984) states that organisations can attain sustainable success when they generate value to all the stakeholders and not just shareholders. Therefore, Unilever needs to take into account the demands of consumers, employees, suppliers, regulators and investors in applying USCP (Freeman, 2021). The proper identification will enable Unilever to focus on engagement activities, conflicts, and long-term stakeholder relationships.
[bookmark: _Toc236153802]3.2 Internal Stakeholders
[bookmark: _Toc236153803]3.2.1 Executive Leadership
Executive leadership is also important in giving the go-ahead on investing in the project, setting the strategic path and making sure that the USCP aligns with the corporate goals of Unilever. Senior leaders have power over resource allocation and organisational priorities; hence, they are high-power stakeholders in the project. Yet, such priorities may be financial performance and operational efficiency, which can be incompatible with sustainability goals, which need longer investment horizons (Harrison and Wicks, 2021).
[bookmark: _Toc236153804]3.2.2 Sustainability and Innovation Teams
The responsibility of the sustainability and innovation teams is to incorporate environmental goals, ethical sourcing needs and technological solutions in USCP (Ashcroft, 2017). Their knowledge will enable them to make responsible decisions by making sure that digital interaction is in accordance with the sustainability pledges of Unilever. However, innovation teams can have the problem of balancing the technological possibilities and the cost of implementation and stakeholder expectations (Geissdoerfer et al., 2020).
[bookmark: _Toc236153805]3.2.3 Employees and Operational Teams
The manufacturing, supply chain, marketing and customer service functions, whose employees are vital in the implementation of successful projects, offer operational knowledge and facilitate organisational change. Involvement of employees enhances the acceptance of new systems and leads to the sharing of knowledge. However, resistance can be experienced when workers see digital transformation as a burden or a source of threat to the current working practices (CIPD, 2023).
[bookmark: _Toc236153806]3.3 External Stakeholders
[bookmark: _Toc236153807]3.3.1 Consumers
One of the stakeholders with the greatest influence on the business activities of Unilever is the consumer due to their buying power that directly impacts brand image and sales (Akter, 2025). However, consumers are becoming more demanding of real sustainability promises, which might result in reputational risks in case of false communication in the form of greenwashing (Delmas and Burbano, 2021).
[bookmark: _Toc236153808]3.3.2 Suppliers and Farmers
The suppliers and agricultural producers are the sources of vital resources needed by Unilever in its global product range. The interaction with suppliers facilitates responsible sourcing, supply chain resiliency and sustainability enhancements. However, the imposition of more rigorous sustainability criteria can be a financial burden to smaller suppliers, and Unilever needs to strike a balance between environmental demands and supplier capacity (Busse et al., 2017).
[bookmark: _Toc236153809]3.3.3 Retail Partners
Retail partners like the supermarkets and online platforms determine the availability of the products, accessibility to the customers and the performance in the market (Christopher et al., 2013). Information sharing, demand forecasting and sustainability reporting can be enhanced with the help of collaboration by USCP. However, the discrepancies between the sustainability priorities and Unilever’s commercial objectives can lead to conflicts in terms of pricing, promotions, and product positioning (Gielens and Steenkamp, 2019).
[bookmark: _Toc236153810]3.3.4 Governments, Regulators and Shareholders
Unilever is affected by governments and regulatory agencies in the form of environmental protection legislation, consumer rights legislation, labour and corporate reporting legislation. However, the growing regulatory demands could have a higher cost of operation and demand serious organisational adjustment (European Commission, 2021). Similarly, for shareholders the pressure exerted by investors contributes to enhancing sustainability, and, on the other hand, immediate financial interests may oppose investments in sustainability over the long term (Eccles and Klimenko, 2019).
[bookmark: _Toc236153812]3.4 Critical Stakeholder Analysis (Mendelow Matrix + Stakeholder Theory)
The Power-Interest Matrix by Mendelow (1991) is a helpful instrument that helps to analyse the impact of stakeholders and decide on the strategies to engage them. High-power stakeholders who need close management are executive leadership, investors and regulators, as they can have a great impact on the project’s success (Christopher et al., 2013). Consumers, employees and suppliers have high interest but relatively lower power; hence, they ought to be frequently informed and consulted so as to keep them committed.
[bookmark: _Toc236302149]Table 2: Stakeholder Matrix
	Stakeholder Category
	Power
	Interest
	Engagement Strategy

	Executive Leadership
	High
	High
	Manage closely through strategic meetings

	Regulators
	High
	Medium/High
	Maintain compliance communication

	Investors
	High
	Medium
	Keep satisfied through performance reporting

	Consumers
	Medium
	High
	Keep informed through feedback channels

	Employees
	Medium
	High
	Engage through training and consultation

	Suppliers
	Medium
	High
	Collaborate through sustainability programmes


[bookmark: _Toc236153813]4. Stakeholder Roles, Responsibilities, Benefits and Challenges. 
[bookmark: _Toc236153814]4.1 Executive Leadership
Executive leadership is important in the successful implementation of the Unilever Sustainable Connect Platform (USCP) in that it offers strategic direction, approves the financial investment and aligns with Unilever’s sustainability objectives. Senior leaders play the role of setting project priorities, allocating resources and ensuring that stakeholder engagement aligns with organisational values. Their participation gives them power and enhances the effectiveness of decision-making. However, the overemphasis on short-term financial performance can cause conflict with sustainability, which in most cases involves long-term investment and delayed payoffs (Harrison and Wicks, 2021).
[bookmark: _Toc236153815]4.2 Project Managers and Innovation Teams
The coordination of the development of the USCP is carried out by project managers and innovation teams that control risks associated with the project and include sustainability goals in the digital solutions. Their technical expertise helps them to implement effectively by ensuring that the platform satisfies the requirements of the stakeholders and organisational objectives. The innovation teams also play a role in identifying opportunities to improve stakeholder collaboration and digital engagement. But there are major challenges in dealing with technological constraints, project timeframes, and different stakeholder demands. Therefore, it needs to be planned and communicated to achieve a balance between innovation and the requirements of practical implementation (Geissdoerfer et al., 2020).
[bookmark: _Toc236153816]4.3 Employees and Operational Teams
Workers in the manufacturing, supply chain, marketing and customer service functions provide knowledge in operations and feedback on system adoption and implementation (Akter, 2025). Their participation enhances organisational learning, promotes embracing digital transformation and ensures a successful change management effort. However, resistance can be witnessed when workers lack training, experience confusion or misunderstanding about the change in work practice. Therefore, effective adoption of USCP requires the involvement of employees and the development of their capabilities (CIPD, 2023).
[bookmark: _Toc236153817]4.4 Consumers
Consumers are one of the stakeholders since their participation will define the success of the platform and will impact the Unilever brand reputation. USCP offers advantages such as enhanced transparency, customised communication and increased sustainability information (de Arruda Pollice and Scarcelli, 2024). Feedback on products enables improvement and enhances relationships with consumers. However, rising consumer awareness also puts a strain on the actual sustainability performance because, in case of not meeting the expectations, reputational damage and decreased trust can be expected (Delmas and Burbano, 2021).
[bookmark: _Toc236153818]4.5 Suppliers and Farmers
Responsible sourcing, sustainable production and supply chain resilience are supported by suppliers and farmers. Cooperation with these stakeholders helps Unilever become a better environmental performer and sustain ethical supply networks. However, the introduction of more rigid sustainability requirements can pose higher expenses and business ailments to minor suppliers. Therefore, Unilever ought to offer direction, training and partnership assistance to promote sustainable practices (Busse et al., 2017). There are valuable advantages associated with stakeholder involvement, such as better innovation, better relations, reputation and decision-making. However, the tensions between business interests, sustainability goals and expectations of the stakeholders are inevitable. Hence, to achieve value creation among USCP stakeholders, Unilever needs to uphold open communication, ongoing interaction and joint decision-making (Buri and T Kiss, 2025). It is important to view stakeholder engagement as a strategic process and not a project activity due to the fact that the needs and expectations of a stakeholder are subject to constant changes (Freeman, 2021).
[bookmark: _Toc236153819]5.0 Stakeholder Engagement Strategy as Project Manager
[bookmark: _Toc236153820]5.1 Stakeholder Engagement Process
The stakeholder engagement in the Unilever Sustainable Connect Platform (USCP) as the Project Manager must take a systematic approach in which the stakeholders are identified, analysed, planned, communicated with, engaged and assessed continuously. Proper engagement helps Unilever to know the expectations of the stakeholders, decreases resistance and fosters value creation during the project implementation (Freeman, 2021). To identify appropriate engagement strategies at first, the stakeholders must be evaluated based on their power, interest and potential influence through stakeholder mapping methods (Augusto, 2020). The stakeholders with high power, like executives and regulators, need to be more involved, and the customers, employees and suppliers should be consulted on a constant basis. Regular meetings, feedback, sustainability workshops and online communication channels should be used to engage and promote teamwork (Baragiola and Mauri, 2021). Constant monitoring is necessary since stakeholder expectations evolve based on market conditions, regulatory changes and sustainability issues. Therefore, adaptive engagement initiatives can help Unilever to deal with the risks, build better relationships with the stakeholders, and make sure that USCP brings both organisational and social value (Aakhus and Bzdak, 2015).
[bookmark: _Toc236153821]5.2 Communication Plan
[bookmark: _Toc236302150]Table 3: Communication Plan
	Stakeholder
	Communication Method
	Frequency
	Purpose

	Executive Leadership
	Strategic reports and review meetings
	Monthly
	Monitor project progress, investment and strategic alignment.

	Employees
	Training sessions, workshops and internal platforms
	Monthly
	Improve understanding and encourage participation.

	Consumers
	Website updates, mobile communication and surveys
	Quarterly
	Increase transparency and collect feedback.

	Suppliers/Farmers
	Partnership meetings and sustainability forums
	Quarterly
	Discuss responsible sourcing and operational improvements.

	Regulators
	Compliance reports and formal consultations
	As required
	Ensure legal compliance and maintain trust.


A structured communication approach improves transparency, supports collaboration and reduces stakeholder uncertainty during implementation (Aakhus and Bzdak, 2015).
[bookmark: _Toc236153822]5.3 Stakeholder Engagement Plan
[bookmark: _Toc236302151]Table 4: Stakeholder Engagement Plan
	Stakeholder
	Engagement Activity
	Objective
	Expected Outcome

	Leadership Team
	Strategic review meetings
	Maintain project governance
	Effective decision-making

	Employees
	Training and feedback sessions
	Improve adoption and skills
	Higher commitment

	Consumers
	Surveys and testing programmes
	Understand expectations
	Improved customer experience

	Suppliers
	Sustainability workshops
	Strengthen supply chain collaboration
	Responsible sourcing

	Regulators
	Consultation meetings
	Address compliance issues
	Reduced regulatory risks


The engagement plan will make sure the stakeholder involvement is ongoing and aids in the balanced decision-making process in USCP implementation (Freeman, 2021).
[bookmark: _Toc236153823]5.4 RACI Matrix
The RACI Matrix helps to understand the roles of the stakeholders, as it names those that are in charge, accountable, consulted and informed through the project undertakings. The implementation of this model leads to better accountability, less confusion and enhanced coordination within departments working on the implementation of USCP (Project Management Institute, 2021).
[bookmark: _Toc236302152]Table 5: RACI Matrix
	Activities
	Leadership
	Project Manager
	Innovation Team
	Employees
	Suppliers
	Regulators

	Project Approval
	A
	R
	C
	I
	I
	I

	Platform Development
	I
	A
	R
	C
	I
	I

	Sustainability Integration
	A
	R
	R
	C
	C
	C

	Employee Training
	I
	A
	C
	R
	I
	I

	Consumer Feedback
	I
	R
	C
	C
	I
	I

	Compliance Review
	I
	C
	C
	I
	I
	A/R


Key: R = Responsible, A = Accountable, C = Consulted, I = Informed.
Even though RACI enhances role clarity, it must be revisited on a regular basis since the responsibilities of stakeholders may vary when working on a complicated digital project (Project Management Institute, 2021).
[bookmark: _Toc236153824]5.5 Conflict Management Strategies
USCP needs conflict management since various groups of stakeholders might have incompatible expectations toward sustainability investment, financial priorities and operational change. Shareholders can require quantifiable financial metrics, whereas the sustainability departments and customers can focus on environmental and ethical performance. Likewise, suppliers might face challenges in fulfilling more stringent sustainability standards because of high costs and resource constraints (Busse et al., 2017). Unilever, as the Project Manager, ought to use a collaborative conflict resolution process founded on the Interest-Based Negotiation Theory of Fisher and Ury (1981). In this strategy, the aim is to find out shared interests and not to protect stable positions. For example, the issues of sustainability costs raised by suppliers may be mitigated with training support, joint investment programmes and the implementation of timelines.
There should also be regular stakeholder workshops where the stakeholders get a platform to discuss, negotiate and solve problems together. Open communication is especially crucial since unaddressed conflicts may decrease trust and impact the performance of the project adversely (Aakhus and Bzdak, 2015). However, cooperation can slow down the decision-making process as there are several stakeholder views that should be taken into account. However, Unilever ought to set out clear escalation protocols and accountability in decision-making to ensure efficiency in the project (de Arruda Pollice and Scarcelli, 2024). A balanced approach to conflict management allows the organisation to save the relationships between the stakeholders and realise the sustainability and commercial goals.
[bookmark: _Toc236153825]5.6 Application of Stakeholder Theory, 4Cs Model, SWANS and OWANS
[bookmark: _Toc236153826]5.6.1 Application of Stakeholder Theory (Freeman, 1984)
Creating Stakeholder Value
The Stakeholder Theory states that organisations must generate value for all stakeholders and not just the wealth of shareholders. At USCP, the interests of consumers, employees, suppliers, regulators and investors must be a key factor in decision-making about the project at Unilever. This methodology underlies responsible decision-making since sustainability projects involve collaboration between various stakeholder groups, and should not be based solely on internal resources (Freeman, 2021).
Balancing Stakeholder Expectations
The use of Stakeholder Theory would help Unilever to balance the conflicting demands of commercial performance and sustainability duties. For example, investors might be inclined towards financial returns, whereas consumers and environmental organisations might insist on more robust sustainability pledges. Regardless of the fact that the theory promotes long-term value creation, conflicting stakeholder priorities may further complicate the decision-making process (Harrison and Wicks, 2021).
[bookmark: _Toc236153827]5.6.2 Application of the 4Cs Model
Communication and Cooperation
The 4Cs Model is centred on Communication, Cooperation, Coordination, and Collaboration as the key aspects of effective stakeholder relations. Digital platform communication strategies, sustainability reports, and stakeholder consultations can be used by Unilever to enhance transparency. Collaboration with suppliers and employees may enhance the responsibility shared in the implementation of USCP (Aakhus and Bzdak, 2015).
Coordination and Collaboration
Coordination assures the various departments and external partners that they are moving in the same direction, whereas collaboration promotes collaborative problem solving. However, to establish productive cooperation in an international organisation, it takes considerable resources, constant interaction and active leadership (Freeman, 2021).
[bookmark: _Toc236153828]5.6.3 Application of SWANS Model
The SWANS Model considers the Strengths, Weaknesses, Aspirations, Needs and Solutions of the stakeholders. This strategy will enable Unilever to determine the limitations of suppliers, employee development needs and consumer expectations prior to adopting USCP. For example, training and partnership programmes can help in mitigating supplier weaknesses in terms of sustainable practices (Busse et al., 2017). Despite the fact that SWANS helps in planning for stakeholders proactively, its weakness is that stakeholder needs and aspirations keep on evolving. Hence, Unilever will need to routinely revise stakeholder data to keep engagement strategies pertinent and productive (Aguinis and Glavas, 2020).
[bookmark: _Toc236153829]5.6.4 Application of OWANS Model
Determining Opportunities and Challenges.
OWANS Model is aimed at Opportunities, Weaknesses, Aspirations, Needs and Solutions. It helps Unilever to recognise opportunities that digital sustainability engagement creates and deal with the challenges of communication gaps and pressures within the supply chain (Geissdoerfer et al., 2020).
Strategic Application
Integrating OWANS with other stakeholder models will enhance transparency, collaboration and strategic decision-making at Unilever. But effective implementation will require a proper stakeholder analysis and constant observation, since the influence of stakeholders varies during the project lifecycle (Freeman, 2021).
[bookmark: _Toc236153830]6.0 Impact on Business Performance 
[bookmark: _Toc236153831]6.1 Business Benefits
Stakeholder engagement with Unilever Sustainable Connect Platform (USCP) can greatly affect the performance of the business because it guarantees better relationships with customers, increases innovation and resilience in supply chains (Haryanto, 2025). The trust, transparency and sustainability performance of organisations is becoming a main form of competition in modern FMCG markets instead of just the quality and price of products. Therefore, the participation of stakeholders in the decision-making process helps Unilever to capture the evolving consumer expectations and react better to the market needs (NielsenIQ, 2023). Enhanced customer loyalty is one of the key advantages of sustainable stakeholder engagement. Through increased openness in the practices of sourcing, environmental impact and product information, USCP will be able to enhance consumer trust and brand reputation (Hu and Zeng, 2024). This is especially significant due to the fact that sustainability has emerged as a significant criterion in the purchasing decision-making of consumers (McKinsey and NielsenIQ, 2023). Moreover, feedback from stakeholders enables Unilever to enhance product development, which leads to better innovation performance and competitiveness in the market. The involvement of stakeholders also enhances supply chain performance by establishing better relationships with suppliers and farmers. Responsible sourcing, ethical labour and enhanced sustainability standards in the global supply network of Unilever can be achieved through collaboration. This helps to build operational resilience as suppliers are more aligned with organisational goals and in a position to react to environmental and social problems (Pagell and Shevchenko, 2020). Furthermore, the involvement of employees provides internal gains through enhanced commitment, sharing and acceptance of organisational change (Haryanto, 2025). Individuals who know about sustainability objectives will be more willing to promote change efforts and provide new ideas. Therefore, USCP has an opportunity to generate value outside financial performance by enhancing organisational culture and relationships among the stakeholders (Aguinis and Glavas, 2020).
[bookmark: _Toc236153832]6.2 Ethical Considerations
Despite the great opportunities offered by USCP, ethics should be at the heart of the implementation. The platform gathers information on stakeholders and may include consumer data analytics, causing concerns about privacy, transparency and responsible data management. Unilever is obliged to make sure that the information about stakeholders is gathered in an ethical way and processed in line with current data protection regulations (Augusto, 2020). The other ethical issue is associated with sustainability communication.  The FMCG organisations are becoming more and more criticised on the issue of greenwashing, where the claims of sustainability are seen as far-fetched or a misrepresentation. Therefore, Unilever should be able to supply evidence-based sustainability data and make sure that the information on the platforms correctly reflects the improvement of the environment (Delmas and Burbano, 2021). Fair treatment of suppliers, especially the smaller agricultural producers, is also important in ethical stakeholder engagement. The sustainability expectations need not impose undue financial stress on suppliers that have limited resources (Hong, 2025). However, Unilever needs to support, train and offer partnership opportunities to suppliers to realise sustainability goals.
[bookmark: _Toc236153833]6.3 Challenges in Global Stakeholder Engagement
Stakeholder management in global markets poses a great challenge due to the differences in the cultural, economic and regulatory environments of stakeholders. Unilever is a global supply chain that engages thousands of suppliers and covers various geographical areas, which can be hard to engage with regularly (Unilever, 2024a). One of the main issues is the balancing of competing expectations of the stakeholders. Investors can be interested in financial profits, consumers can insist on sustainable goods at reasonable prices, and suppliers could need extra assistance to reach the environmental goals. Such conflicting interests can lead to conflicts in terms of resource distribution and strategic priorities (Freeman, 2021).
Moreover, online stakeholder engagement can lock out other stakeholders who are less technologically connected or less digitally savvy. Therefore, Unilever should make sure that USCP does not generate inequality by utilising digital communication channels only. The strategic advantages of stakeholder engagement are great, and only constant management and organisational investment can ensure its success. Similarly, the USCP can enhance transparency, innovation and trust; on the other hand, engagement activities demand substantial investments, coordination and time (Baragiola and Mauri, 2021). Lack of engagement that is not dealt with correctly can lead to more complexities and delays in making decisions. These limitations, however, are not as substantial as the long-run advantages since organisations that have close relationships with stakeholders are in a better position to deal with risks, sustain a reputation and attain sustainable competitive advantage. However, stakeholder engagement should be considered as a strategic capacity of Unilever and not a project-based activity. By incorporating the views of stakeholders into decision-making, USCP will be able to contribute to the success of the business and overall sustainability (Aguinis and Glavas, 2020).
[bookmark: _Toc236153834]7.0 Recommendations 
In order to ensure maximum success of the Unilever Sustainable Connect Platform, a number of recommendations are to be put in place. Unilever ought to set up an ongoing stakeholder monitoring process that will consistently review the expectations of the stakeholders, their level of satisfaction and issues arising. This would also allow the organisation to respond to varying market and social environments through engagement strategies. Secondly, Unilever must enhance transparency by reporting accurate information about sustainability performance, supply chain activities and environmental development. The reputational risk related to greenwashing can be mitigated by open communication and enhanced consumer trust (Delmas and Burbano, 2021).
Thirdly, the organisation ought to enhance supplier support via training programmes, sustainability partnerships and financial support as necessary. This would make sustainability standards attainable throughout the whole supply chain instead of putting more pressure on smaller suppliers. Lastly, Unilever needs to invest in employee training by offering digital skills training and promoting cross-functional working. Stakeholder engagement cannot be successful without internal commitment since the employees are the ones who engage with the stakeholders, and external communication is not the key factor.
[bookmark: _Toc236153835]8.0 Conclusion
The implementation of the Unilever Sustainable Connect Platform requires a correct identification, engagement and collaboration of stakeholders to be successful. As shown in this report, stakeholder management has the potential to help Unilever balance commercial interests and sustainability obligations as well as enhance transparency, innovation and organisational performance. The use of stakeholder frameworks, communication strategies and conflict management approaches gives an orderly way of dealing with the various stakeholder expectations. There are challenges associated with global stakeholder engagement, persistence in consultation and strategies of adaptation have the potential to build trust and mitigate risks. However, USCP is a chance for Unilever to generate long-term stakeholder value and increase competitive advantage, as well as contribute to sustainable business development.
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