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[bookmark: _Toc164864115]Executive Summary
This report deals with the concept of change management at Unilever Ltd, a global fast-moving consumer goods firm. Through studying the current stage of Unilever, the recent history, the external environment, and the organizational culture, it has been possible to explore the effects of change initiatives and reveal the role of leadership in scheme execution. The analysis shows that Unilever survives and successfully adapt and overcome challenges including economic uncertainty and digital disruptions. However, there is space for improvement in change management systems. Suggestions comprise the use of Kotter's 8-step change model or Prosci's ADKAR model which is aimed at facilitating a smooth change transition process, inducing a culture of innovation and agility that promotes continuous improvement and investing in the staff training and development to equip them with the digital capabilities and readiness to adjust. Moreover, strategies of communication and careful evaluation of results including indicators are key components of gaining support, increasing involvement of employees, and measuring the outcomes of all change initiatives. Unilever can significantly enhance its future prospects by taking things under control and using a strategic approach to managing change. As a result, the company can position itself for the future, driving sustainable growth and value creation in a highly dynamic consumer products market.
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[bookmark: _Toc164864116]Introduction
The aim of this report is to examine the change management practices which have been used by the consumer goods company, Unilever, in the market environment that is constantly experiencing digital disruptions and commodity shocks. Unilever, being an illustrative case, is unique in terms of the fact that it runs its operations across the globe at the same time it has to adapt to any changes that might affect the market. Through studying fresh examples of change initiatives carried out, external factor influences assessing, and evaluating change management strategies effectiveness, the report aims to give examples to Unilever how organization faces changes. Unilever, with brands that vary from food to home care to personal care products and a presence in over 190 countries is a pretty diverse company (Iglesias et al., 2023). In the midst of a digital revolution and the difficult economic situation the company keeps finding a way to upgrade and adapt to the preferences and offerings of consumers, remaining competitive in its segment (Reza, 2020). This report will consist of the following sections: the current state of Unilever and examined recent change initiatives, analysed popular change models, considered organizational culture as impact and draw a plan for the future change management.


[bookmark: _Toc164864117]Current State of Unilever
Unilever, which is a prominent multinational company based in London, the United Kingdom, and operates across the food and beverage, home care, and personal care sectors, is a major multinational company. For the fiscal year ending 2023, the latest financial results for Unilever present a £50.2 billion revenue, which is a 6% growth from the year prior, as reported in their financial report (binti Tsuraya et al., 2023). The company's net income for the recent period was £5.8 bn, which is an impressive increase of 9% compared to the same period of the preceding year. The robust financial performance of Unilever is partly attributed to its, widely diverse range of products, At-large scale of operations, and creative innovation.
Unilever has a strong market position, especially in developed and emerging countries, with dominant brands, including Dove, Lipton, Knorr and Axe. The enterprise currently holds about £120 bn of market capital, thus having itself a place among the top global consumer goods players worldwide (Jevtić & Milovanović, 2023).
Major developments that have taken place lately include Unilever's strategic into e-commerce and digital marketing platforms. Against the changing identity of consumers and the growing use of online shopping, Unilever has given digital projects considerable resources (Reza, 2020). For example, by launching a direct-to-consumer platform for the beauty and personal care products, it had a sales increase of 35% through the online channel during the last year.
Besides this, Unilever is regarded as socially responsible organization with its prominent bio-linguistic and sustainable programs. In 2023, the company has gone public with its Sustainable Living Plan to be achieved net-zero by 2040 in regard of emissions across all operations (Iglesias et al., 2023). Moreover, Unilever targets making every single plastic wrapping fully reusable, recyclable, or compostable by the end of 2025. 
The core element of current Unilever status is perceiving their company financial outcome in a positive and growing way, implementing digital business operating and, as well as, believing in all aspects of product sustainability (Faria & Cunha, 2022). Since digital transformation and economic instability will surely continue to be the main obstacles for the brand, innovation and sustainability will continue to be the core values driving future growth and success of the business.


[bookmark: _Toc164864118]Involvement/Relationship with Unilever
My involvement in Unilever is due to tireless work undertaken through the process, which is based on research and analysis conducted in the course of studies. In so many aspects, be it case studies, industry analyses and academic literature, I have learnt helpful and insightful details about Unilever's operations, strategic plans and organizational culture. Furthermore, I have also been paying close attention Unilever's success in the consumer goods industry, especially the indicators which show a clear direction of this big company, such as product launches, sustainability efforts, and financial performance report.
Additionally, I have been in communication with Unilever's online presence, such as the corporate website, social media accounts, and press releases, to receive the up to date info about the company's new initiatives and active business strategy. This interaction has allowed me to form a balanced opinion about Unilever organizational structure, culture and the way it views organization development.
However, my relationship with Unilever is more theoretical than quintessential since I made extensive readings and articulations of the company’s practices and strategic intents; subsequently, this enables me to do an analysis and evaluation of its transformation processes efficiently. In this report, the purpose that I’ll be bringing an objective point of view into the assessment of Unilever’s way of implementing change and is to contribute useful ideas for this report.
[bookmark: _Toc164864119]Recent/Current Change Initiative at Unilever
Unilever, a global leader in consumer goods, has embarked on a digital transformation journey which would enable it to be the market leader, even in an ever changing atmosphere. This initiative embodies a universe of digital technologies where each technology works together to achieve the strategic objectives of the Unilever brand redesign project, keeping customers in mind and engaging with the spirit of innovation (Jevtić & Milovanović, 2023).
Supply Chain Optimization:
Unilever is boosting enhanced data mining and analytical tools in order to give the machine that drives modern supply chain operations a boost. For instance, the company has equipped its production facilities and warehouses with sensors that are able to collect real-time data to monitor production, identify bottlenecks and track inventory movements (Hu & Zeng, 2024). Through the employment of predictive analytics algorithms that yields data analysis, Unilever has the ability to forecast demand more precisely alongside with optimising inventory levels and minimising logistics processes. So, Unilever can overcome stockouts’ problems, cut back on excess inventory and improve overall supply chain efficiency.
Digital Marketing and Sales:
Through the use of digital marketing platforms and sales techniques, Unilever is connecting the customers in new ways through arts of innovation. One of the strategies the company has used is the launching of intuitive digital campaigns that incorporate technological innovations such as AR, VR for creating brand experiences also. For instance, Unilever had a VR tour of their sustainable sourcing rules, where consumers can actually visit the farm and factory where their favourite products are made (Faria & Cunha, 2022). Besides, Unilever applies social listening tools to listen to social media conversations and consumer sentiments related to its brands which helps the company to act in a timely manner to customer feedback and trends alike.
Customer Experience Enhancement:
Unilever is focused on helping create the best digital experience with regard to all customer contacts. With this deployment, the company sought to maximize on the benefits modern technologies like chatbots and AI-powered virtual assistants offer. These digital assistants suggest products tailored to the customer's needs, answer their queries instantly, and guide them throughout the purchase process, making the whole shopping experience a breeze (Iglesias et al., 2023). Besides, Unilever has created mobile application platform for patrons that allows them to follow their orders, access personalized offers, and to send their feedback on goods, which in turn raises their involvement and loyalty to the brands.
Innovation and Product Development:
Digitalization has also wholly changed the process of Unilever's novelty and production development. The company relies on data analytics, data science and machine learning algorithms to better understand consumer preferences, discover new market potentials and eventually take the right product decisions (binti Tsuraya et al., 2023). For example, Unilever gets insights into consumer likings and interests using social media listening tools, and these insights will then help choose what to develop as well as how to promote the new products. Moreover, the company lends support to external collaborations, which include hackathons and partnerships with start-ups, to share ideas with the outside world and boost radical innovations in areas like packaging development and the utilization of the plants for new products (Li et al., 2021).
Significance and Impact:
The digital revolution project at Unilever contributes to the long-term success of the firm as well as she subjects it to the increasing cut-throat competition in the market. By embracing digitalization across its value chain, Unilever aims to achieve several strategic objectives:
· Enhance operational efficiency and agility: Through automation of the core processes and by utilizing data-backed analytical tools, Unilever can keep its operations running smoothly and responded quickly to the market dynamics that are constantly in rapid change (Murphy & Murphy, 2018).
· Strengthen customer relationships and brand loyalty: By tailoring the experience to each individual digital consumer in an extraordinary way and the perfect setup of the marketing campaigns at the right time and consumer Unilever aims to broaden interaction with customers and create brand loyalty.
· Drive innovation and competitiveness: Through the use of digital technologies and creating an innovation culture, Unilever is able to speed up product development, launch new offering to market quicker and retain its competitive advantage in this fast-paced industry environment.
· Foster organizational culture and talent development: The digital transformation plan by Unilever is more than just technology; it has got everything about culture of creativity, collaboration and lifetime learning as well. Tapping into the talent of the company, digital upskilling initiatives, and cross-departmental collaboration, it will ensure that its staff can successfully compete in the digital age (Gachungi, 2014).
Ultimately, digital transformation initiative of Unilever undertakes a major step towards solving the challenges and embracing the opportunities that creates in the digital era. Unilever recognizes that harnessing digitalization as a tool for business development and transformation will lead to the creation of sustainable value for its stakeholders and the generation of sustainable growth for the business as well as the community and the environment.
[bookmark: _Toc164864120]Analysis of Unilever's Recent History and External Environment
[bookmark: _Toc164864121]Recent History of Unilever
Unilever, a multinational company that manufactures consumer products, has been around since the end of the 19th century. In its lifetime, the corporation experienced various challenges, changes, and triumphs which proved to be wonderful as far as long-term growth is concerned.
Merger of Unilever N.V. and Unilever PLC: In 1930, Unilever was conceived by the merger of two companies: Margarine Unie (Netherlands) and Lever Brothers (UK). This merger resulted in one of the largest global players in the consumer goods industry as brands portfolios of the company cover food, home care, and personal care products domain (Jevtić & Milovanović, 2023).
Expansion into Emerging Markets: During the last 30 years and the beginning of 21st century, Unilever has been progressing methodically into the emerging markets like China, Brazil and India. The company allocated a substantial part of its budget to create being in the production of the commodities, building the distribution networks and marketing campaigns that were suited to local preferences (Hu & Zeng, 2024). The execution of this multi-pronged strategy extended the reach of Unilever to the growing consumers in these regions and thus, secured a strong position for the company in the most emerging markets.
Acquisition and Divestiture of Brands: Unilever has undertaken a set of deals with identities to unify its portfolio and to take focus on growth areas that are core. For instance, Unilever’s had the plant-based brand The Vegetarian Butcher in 2019 to expand its plant based offerings and hit the growing demand for sustainable food options well. As opposed, the organization sold the spreads business, which includes brands like Flora and I Can't Believe It's Not Butter, to concentrate on faster-growing categories such as personal care and beauty (Errida & Lotfi, 2021).
[bookmark: _Toc164864122]Challenges and Successes
Sustainable Growth Amidst Economic Uncertainty: Unilever has coped with problems as for economic instability, geopolitical uncertainty and exchange rate fluctuation in different markets. In fact, the company has proved to be those factors and made a move toward the sustainable growth goal (Ghiringhelli & Virili, 2021). To illustrate, in 2008-2009, Unilever acted on cost savings, innovation initiatives and strategic pricing modification which stabilised the firm’s profitability and market share despite the prevailing economic instability.
Shifting Consumer Preferences and Market Trends: Unilever has faced the challenge of the shifting conditions such as health and wellness amongst the consumers, the environmental pressure as well as digitization. For example, the growth of clean labels, plant based alternatives and environmentally friendly packaging has led Unilever in turn to adjust their product offerings and innovation strategies to this regard (Li et al., 2021). The company rolled out organic and natural options from already known brands like Dove Purely Pampering and Ben & Jerry's dairy free options to serve the needs of the new age customer.
Competition and Digital Disruption: Consumer goods industry is a challenging environment for Unilever with all the competition the company faces both from traditional competitors and unconventional newcomers. The growth of digital technologies and e-commerce platforms has fundamentally redesigned the competitive panorama, providing new entrepreneurs with the ability to bring their businesses to market in no time and step on the toes of the mainstream competition (Tidd & Bessant, 2020). To beat the pace of the digital world, Unilever pushes digitalization even across its processes, for instance investing in online selling capabilities, digital marketing campaigns, and data analytic tools that to enhance its competitive position and reach the customer in new ways.
[bookmark: _Toc164864123]Impact of External Environment on Unilever
Digital Disruption: The arising of digital technologies is a phenomenon of the revolution in consumer habits, reformation of market structures, and disruption of conventional ways in business operations in the consumer goods sector. The company has responded to the digitalization by taking the digitalization as a strategic imperative, using technologies, such as AI, blockchain and IoT to become efficient in the game, enhance customer engagement and spark innovations (Li et al., 2021). For instance, through the application of AI enabled chat bots and virtual assistants, Unilever has revolutionized the customer service experience, so that clients can access the service in a timely and personalized manner.
Economic Uncertainty: Unilever functions in a turbulent and global economic environment with features of unpredictable economy, foreign exchange instability, and geopolitical concerns. Due to unstable economic conditions, customers' purchase behavior may change, shipping costs may rise, and prices of raw materials may vary, creating obstacles to Unilever's financial wellness and sustainability a growth (Burnes, 2020). To mitigate these threats, the Unilever company uses effective risk management strategies, and distributes its revenue streams across different geographic regions and also invests in cost-cutting initiatives and innovation projects that are aimed at offering efficiency and resilience.
Regulatory and Environmental Pressures: Unilever is exposed to more and more greater regulatory pressures and environmental consumers also asking for sustainable and ethical business practices. Regulatory changes concerning about label regulations, packaging waste, and ingredient labelling would be an essential part of Unilever's manufacturing processes and they must be developed in addition to product formulations and marketing strategies. Furthermore, the rising environmental issues like climate change, as well as a development of plastic pollution, urge Unilever to step up the speed of their sustainability initiatives and set the following tough goals like zero net emission and plastics waste reduction (Hanelt et al., 2021).
In a nutshell, the recent experience of Unilever indicates to its resilience, adaptability, and perseverance to reach sustainable growth even though the external environment is pretty volatile. Through addressing challenges, seizing on chances, and seeing both digitalization and sustainability as strategic pillars, Unilever is maintaining its prominent status in the consumer goods market and serving the interests of its stakeholders as well as society as a whole.
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Change management is one of the important pillars of the organizational development, and it is particularly important for multinational large businesses such as Unilever. Change management models have differed greatly in nature giving different ways with which an organisation handles transformation (McCalman et al., 2015). When examining the models for their appropriateness in relation to Unilever, the factors that need to be looked at include the companies’ size, complexity, culture, and the nature of the change initiative.
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Change Management Models
Lewin's Change Management Model
The Lewin model has remained one of the commonly acclaimed and admired models of change management. It consists of three stages: unfreezing, changing, and refreezing. Unfreezing is a cyclic process that convinces site actions, employees, and the environment of the need for change and creates a sense of purposefulness (Alvesson, & Sveningsson, 2015). Then follows the changing process where the desired changes takes place and finally refreezing where the changes made are reinforced and institutionalised.
This model, however, could be a good fit in the Unilever strategy, especially for the implementation of programs that accommodate the respective activities in step by step improvements or enhancements. For example, the improvement of production processes or updating the management information system will be easy to manage, using Lewin’s three-step change model (Burnes, 2020). In addition, Unilever's hierarchical organisational structure as per Lewin's stages theory would be a perfect fit and facilitate effective communication, coordination and smooth implementation of change efforts.
Despite that, Lewin’s model may not be invariably true for the systemic and long-lasting transformational changes nor for the dynamic environment that requires way more precise adjusting permanently. In the context of Unilever, with its worldwide presence and extensive brand portfolio, it may be crucial to have an adaptive and flexible approach to change management rather than using the 'linear stage' proposed by Lewin (Ackerman, 2023).
Kotter's 8-Step Change Model
Kotter's model places the specific aspects of creating urgency, building a visionary coalition and communicating compelling vision more in focus. It includes eight steps, namely, establishing a sense of urgency, creating a guiding coalition, developing a vision and strategy, communicating the vision, empowering employees for action, generating short-term wins, consolidating gains, and anchoring change in the culture (Burke, 2022).
This model is likely to work particularly well for Unilever when it comes to strategic initiatives that demand coordination across divisions and regions (Gachungi, 2014). For instance, during the launch campaigns or new sustainability strategy or entering new markets, we can use the Kotter's model as a guideline for gaining supporter or fostering cooperation along with the other organizational changes.
Nevertheless, Kotter's approach can be too prescriptive and linear in comparison with the complex and dynamic nature of Unilever's business (Hanelt et al., 2021). As for challenges, the hierarchical structure and cultural diversity within the organization may be a hindering factor for the administration of all eight steps successfully. Moreover, there is a diversity of opinion that the Kotter's method may not have the adequate step to enable continual learning and change in the current business environment where change happens fast (Kanitz et al., 2023).
Prosci's ADKAR Model
Prosci's model focuses on individual change readiness and consists of five stages: awareness, desire, knowledge, ability, and reinforcement (Robbins et al., 2013). This model underscores the significance of local problems connection and capability expansion in the acceptance of the change adoption.
Using this model, Unilever's desire for working with people-centric products and supply chains would be of top priority. For instance, when implementing a new digital platform or rearranging teams, Prosci's model can help with the identification and addressing of personal barriers to change, like the fear of job loss or lack of training (Ackerman, 2023).
Nevertheless, Prosci's model may represent certain limitations when it comes to managing organizational dynamics and systemic issues. Alongside, individual preparation for change is important, Unilever needs to have holistic approach and it will be good to consider structural, cultural and strategic factors. Furthermore, Prosci's model possibly overestimates the effect of leadership alignment and organizational capabilities across change initiatives (Trkman, 2010).
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Over the past few years Unilever has undergone a number of strategic moves, among them portfolio optimization and sustainability initiatives. These transformations have been steered with the help of change management models, alongside the customized leaders who suit the change context and initiatives' objectives.
For example, Unilever recently acquired The Vegetarian Butcher as a proactive step to prepare for a fragmenting market of plant-based foods. The change was induced by a collaborative leadership style which, beside strategical leaders from different functional departments, also included staff (Amarantou et al., 2018). The implementation of Kotter's model was used to create a sense of urgency, which was then used to communicate the vision of the acquisition journey, and then after that to empower personnel to drive the execution.
Also, Unilever's sustainability initiatives, like the Sustainable Living Plan and a compulsion to zero emissions, indicate a long-term strategic shift that is targeted at driving positive social and environmental impact. These initiatives imply a leadership style that transforms and galvanizes employees to the vision that is shared. Lewin's model could be used to unfreeze existing practices, implement sustainable practices, and refreeze new norms and behaviors in the organization (McCalman et al., 2015).
Ultimately, in that context, Unilever's change management succeeds in implementing different change management models, leadership styles and organizational capabilities which are tailored to the ongoing change specific situation and goals. The company can successfully overcome the obstacles and achieve sustainable growth, innovation, and impact by implementing the most suitable approaches identified from previous unsuccessful changes together with a unique leadership style for each change effort.
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The organisational culture has a significant influence on the perception, adoption and implementation of changes within a company. Since Unilever is a transcontinental consumer goods company employing a large workforce from various backgrounds and cultures, Organisational culture is a determining factor to achieve success or failure in the change management programs.
Unilever’s substantial commitment to innovation, sustainability, and purposeful business models has created room for constant development and the ability to adjust to changes. It unlocks a culture of innovation which is specific in experimenting, making calculated risks and accepting changes as a new chance for skill growth and development (Feng et al., 2016). For example, Unilever's Sustainable Living Plan which targets to enhance the health and life of one billion people while cut the environmental footprint of it's products in half demonstrates the company's dedication to make a sustainable impact throughout their business operations (Hussain et al., 2018). The cohesiveness between Unilever's cultural values and strategic objectives is conducive to change initiatives, for employees are inspired to participate in the creation of the company broad purpose and goals.
Moreover, with Uniovlever's decentralised structure and emphasis on empowering and empowering employees at all levels to make changes from within their own teams and functional areas, the company is already off to a great start. This decentralised leadership model thus allows for faster decision-making, greater accountability, and more flexibility in the face of dynamic market conditions (Alvesson & Sveningsson, 2015). For instance, Unilever through "The Reinvention of Brands" activates brand managers to do customisation of marketing strategies and products to meet the individual needs and wants of the local customers in varied markets globally which leads to brand growth, and market share in the international arena.
Though Unilever is constantly striving to build a culture of job security that enables people to be quick on their feet, and there might be some aspects of the organisational culture that works against change. For example, the the hierarchical structure with bureaucratic processes of the company slows down decision-making and affects the implementation of change at scale (Burke, 2022). In such cases, resistance to the change may be clearly noticeable among the employees who view the new initiatives as a disruption or endanger their already established jobs and routines. Resistance to change needs good communication, leadership support and a strong reasoning and benefits plans explaining the need for a change (Kanitz et al., 2023). For instance, in the case of Unilever's decision to streamline its organization structure through reducing layers of management, communication and stakeholder engagement were very important elements in building support and reducing resistance from the employees that would be impacted by that restructuring.
In addition, Unilever has a very large span of corporate organization with its own staff spread out all around the world and within different culture therefore this poses another challenge of managing company’s change initiatives. Differences in cultural communication styles, decision-making processes, and perceptions of authority along departments in various locations may reflect as employees' reaction to the change is diverse (Amarantou et al., 2018). For example, the environment of work in Western countries may be more familiar to the employees who commonly use the participative decision-making and open dialogue while employees in Eastern may be more familiar with the hierarchical and directive leadership (Kumar et al., 2022). The ability to acknowledge and regard the differences in culture is a crucial aspect for the development of an inclusive, trust-based and collaborative workforce that comprises people from different backgrounds.
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Proposed Change
The suggested change calls for the Unilever's digital transformation strategy being expanded to incorporate use of technology and innovation in all parts of the business. This includes, among other things, making supply chains more efficient, improving the way customers are interacted with digitally, quickly rolling it out, and speeding up innovation and the process of product development (Murphy & Murphy, 2018).
Staff Training and Development Plan: 
To smoothly carry out this project, Unilever should provide for full-fledge training and development programs of the employees. This will include:
· Digital Skills Training: Enabling employees means through training them in digital tools, platforms and systems used on their jobs that are digital, like, data analytics, e-commerce, social media marketing and digital customer support.
· Change Management Training: Ensuring that the supervisors and team managers are capable of effectively supervising and managing the changes, by giving them the skills and knowledge on how to effectively communicate and engage as stakeholders, and resolving conflicts (Onyeneke & Abe, 2021).
· Leadership Development: Constructing management abilities starting from the bottom of the organization ladder in order to bring up a culture of innovation, collaboration, and agility. This can be done through leadership coaching, using mentorship programs, and facilitating leadership workshops that will address digital transformation and help with change management (Ackerman, 2023).
Communication Plan: 
Efficient communication is the basis for creating harmony and clarity, for facilitating cohesion and forgoing transparency, as well as motivation and engagement during the change process. The communication plan will include: 
· Clear Messaging: Generating a clear and coherent narrative as to the overview, targets, and benefits of this proposed change, designed for targeted audience groups of Unilever.
· Multi-Channel Communication: Utilising several means of communication like town hall meetings, email updates, intranet portals, and electronic displays to pass the employee information in various locations and departments (Burke, 2022).
· Two-Way Communication: Developing an environment where healthy communication and avenues for staff to be heard, valued and included in the change process flourish. This might be done through interaction sessions, exclusive groups and pulse surveys that are used draw a picture and resolve employees concerns and misunderstanding (Kanitz et al., 2023).
Evaluation Plan: 
For the effectiveness and outcomes of the change management measures to be known, Unilever shall put in place an evaluation process which includes:
· Key Performance Indicators (KPIs): Identifying particular KPIs that match the objectives of change initiative every time, e.g. digital sales growth, better customer satisfaction rate and the level of employees’ digital skills (Feng et al., 2016).
· Data Collection and Analysis: Collecting pertinent data such as pre, during and post implementation process to trace the progress, undertake adjustments and look at the effect occasioned to the business results.
· Regular Reviews: Conducting reviews and checkpoints regularly, which are meant to evaluate the progress of the organisational change initiative against the agreed milestones and set objectives, and adjust to maintain the strategic alignment throughout the process (Hussain et al., 2018).
By implementing this full-fledged change management policy, Unilever can face up to digital transformation challenges while using its organizational culture to trigger continuous novelty, interaction, and growth in the digital era.


[bookmark: _Toc164864129]Conclusion
In summary, this presentation has demonstrated that Unilever should proceed with change management as a prerequisite for its sustainable performance. By conducting a complete analysis of the current state, the recent history, the external environment and the organizational culture, key observations about the effect of change interventions and the role of leadership in initiating transformation have been reached. With the future economic uncertainty and digital disruption, the strategy of Unilever when it comes to uniting change management with the transformation of digital will be important for sustaining competitiveness, spurring innovation, and drier growth in fast-changing worldwide area (Ghiringhelli & Virili, 2021).
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