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 Introduction
 This report takes a close look at Unilever Plc, focusing on how the company uses design thinking and innovation. I’ll refer to the Innovation Ambition Matrix and Customer Journey Mapping to examine Unilever’s approach to strategic innovation. Along the way, I’ll propose a new digital transformation initiative that addresses the challenges Unilever faces. Unilever is a giant in the world of fast-moving consumer goods (FMCG). Headquartered in London, the company has roots going back to 1929, when a Dutch margarine producer and a British soap company joined forces. Today, Unilever employs around 120,000 people in more than 190 countries. In 2024, the company generated €60.8 billion in turnover, with sales growing 4.2% overall—2.9% of that from increased volume across all business groups. Unilever runs five main business groups: Beauty and Wellbeing, Personal Care, Home Care, Foods, and Ice Cream. Together, they manage over 400 brands, including heavy hitters like Dove, Knorr, Hellmann’s, and Persil. The competition is tough. The likes of Procter & Gamble, Nestlé, and Reckitt Benckiser are always in the picture. At the core of Unilever’s strategy sits the consumer. Their Growth Action Plan 2030 (GAP 2030) aims for top third shareholder returns, driven by innovation, premiumisation, and digital transformation.
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[bookmark: _Toc223387146][bookmark: _Toc223477227][bookmark: _Toc223477718]Figure 1: Unilever Corporate Overview.
The FMCG environment of the UK is facing immense structural change that has been informed by a number of converging forces. Adams, Alldredge and Kohli (2025) state that Gen Z consumers (who are expected to overtake the global expenditure of baby boomers by the year 2029) are influencing the need to have an individualised digital-enabled brand experience. According to the EY UK Future Consumer Index (2024), the three key consumer trends that are defining the UK retail industry in the mid-to-long-term are the focus on sustainability, health and wellness, and AI-based personalisation. Simultaneously, the UK e-commerce market is projected to be estimated at around $829.86 billion in 2024, where mobile commerce is rapidly growing (Dhapte, 2026). 
Moreover, 58% of consumers worldwide, including those living in the UK, are ready to pay premiums on sustainable products, and the attitudinal change is the most progressive among Millennials and Gen Z (Deloitte, 2025). The total FMCG market is estimated to have $13,055 billion in 2025 and is set to increase by 5.03% by 2035, with over 55% of producers of FMCG adopting digital retailing channels (Business Research Insights, 2025). All of these macro-trends present an opportunity and a threat to Unilever, especially in terms of its consumer-facing digital capabilities and customer journey optimisation in omnichannel.
	Trend
	Key Insight

	Sustainability Demand
	58% of consumers are willing to pay more for sustainable products (Deloitte, 2025)

	Digital Personalisation
	UK retailers invested over US$5.5bn in AI-related deals (Rindone, 2024)

	Gen Z Spending Power
	Gen Z spending growing 2x faster than previous generations (Adams, Alldredge and Kohli, 2025)

	E-commerce Growth
	UK e-commerce market valued at $829bn in 2024 (Dhapte, 2026)

	Social Commerce
	TikTok emerged as the UK's fastest-growing online retailer in 2024 


[bookmark: _Toc223387152][bookmark: _Toc223477239][bookmark: _Toc223477724]
Table 1: Key UK Consumer & FMCG Industry Trends (2024–2025).
[bookmark: _Toc223477697]Part 1: Analysis of Unilever's Approach to Innovation
[bookmark: _Toc223477698]1.1 Applying the Innovation Ambition Matrix
The Innovation Ambition Matrix formulated by Nagji and Tuffle (2012) is a strategic tool to classify and balance the innovation portfolio of an organisation at three levels: core, adjacent and transformational. According to these authors, the successful innovators tend to invest most of the resources in core innovations around 70%, the adjacent innovations around 20%, and the transformational innovations around 10%, which is associated with a higher financial performance in the long run. Using this framework in the case of Unilever, we can see that there is a complicated multi-levelled innovation strategy that has received a more precise definition within the framework of GAP 2030.
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[bookmark: _Toc223387147][bookmark: _Toc223477228][bookmark: _Toc223477719]Figure 2: Unilever Innovation Ambition Matrix.
[bookmark: _Toc223477699]1.1.1 Core Innovation: Optimising Existing Products for Existing Markets
The Unilever company is focused on the incremental innovation of its existing brands. In 2024, the company spent €987 million in research and development, which has targeted science-based innovations that support current product propositions (Unilever, 2025). Such popular ones are the Dove Advanced Care Deodorant, the Persil Wonder Wash formula in the short laundry cycles, and the Botanicals line with Comfort, all of which are versions of running a formula and refining it to make customers more loyal to the products of these companies. This is in line with what is defined by Tidd and Bessant (2020) as 'incremental innovation', which maintains a competitive edge by making ongoing improvements. 
Most importantly, the 30 Power Brands at Unilever achieved 5.3% underlying sales growth in 2024, which proves that core innovation is still the main source of revenue (Unilever, 2025). There exists, however, a drawback of excessive focus on core innovation, as warned by O'Reilly and Tushman (2021): the danger of 'competency traps' – organisations are so good at exploiting core competencies that they fail to explore innovation. The observation that the trend in the turnover-weighted share movement of Unilever was still not uninterrupted, on the positive side in 2024, indicates that core innovation might not be enough to beat the competition, like Procter & Gamble.
[bookmark: _Toc223477700]1.1.2 Adjacent Innovation: Expanding into New Markets and Segments
The adjacent innovation strategy of Unilever is a strategy to utilise existing competencies to penetrate the new market segments and new product categories. An example of this is the acquisition of K18, a high-end and premium brand of biotech hair care, in February 2024, which will increase Unilever Beauty and Wellbeing brands into the high-growth prestige segment (Unilever, 2025). Likewise, the 2025 purchase of Minimalist in India and Wild deodorants in the UK is a planned portfolio shift to high-end, digitally native brands. Premiumisation is specifically listed among five drivers of demand creation in the GAP 2030, as it acknowledges the fact that the premium segment is accelerating more than the mass market in the global market (Unilever, 2025). 
This strategic direction fits into the market development concept of the growth matrix of Ansoff (1957), but is a perception through the innovation lens of what Nagji and Tuff (2012) categorise as an 'adjacent' innovation – things that build on something the company already does well but redirect towards a new audience or use. Liedtka (2014) argues that design thinking can support adjacent innovation by allowing organisations to re-focus the challenges as an end user and thus uncover the underserved needs. However, Chesbrough (2003) observes that organisations need to have an 'open innovation' relationship to access the knowledge base needed to enable adjacent expansion, and in this regard, Unilever has exemplified this principle by adopting a massive acquisition process.
[bookmark: _Toc223477701]1.1.3 Transformational Innovation: Creating New-to-World Offerings
Unilever has been making efforts at transformational innovation that is based on its investments in artificial intelligence, biotechnology, and microbiome science. As of the year 2024, Unilever already deployed more than 500 AI-based functions all over the world, set up an AI research centre in Toronto, and trained 23,000 workers on how to use AI (Unilever Plc, 2025). The enterprise data platform of the company handles 8 petabytes of data, which are processed by means of 25,000 data pipelines every day, which the Chief Enterprise Technology Officer of the company claims as a move towards becoming a "digital-first organisation" (Unilever Plc, 2025). The theory of disruptive innovation by Christensen (2011) can be helpful in this case: the AI-based digital twin technology developed by Unilever, where real products are recreated in the NVIDIA Omniverse platform, is physically accurate and creates content twice as fast at half the price (Adams, 2025). 
Also, the AI 100+ Accelerator that started in April 2025 involves collaboration with outside innovators to further AI implementations along the supply chain because of the open innovation paradigm proposed by Chesbrough (2003). Nevertheless, transformational innovation is by definition highly uncertain (O'Connor and Rice, 2013), and Unilever will have to continuously strike a balance between exploration investment and the rigour of staying profitable – a conflict that is harnessed in its quest to achieve 800 million dollars in productivity savings at the same time (Unilever, 2025).
	Innovation Level
	Unilever Example
	Strategic Significance

	Core
	Dove Advanced Care, Persil Wonder Wash, Comfort Botanicals
	Power Brands delivered 5.3% USG in 2024

	Adjacent
	K18 acquisition, Minimalist, Wild; premiumisation strategy
	Portfolio shift towards high-growth premium segments

	Transformational
	500+ AI capabilities, AI research hub (Toronto), digital twins, AI 100+ Accelerator
	Becoming a "digital-first organisation" with scaled AI


[bookmark: _Toc223387153][bookmark: _Toc223477240][bookmark: _Toc223477725]Table 2: Unilever Innovation Ambition Matrix Application.
[bookmark: _Toc223477702]1.2 Customer Journey Mapping: Current State Analysis
Customer Journey Mapping (CJM) is a strategic instrument that illustrates the entire end-to-end experience a customer goes through in an organisation in various touchpoints (Lemon and Verhoef, 2016). Rosenbaum, Otalora and Ramirez (2017) point out that proper CJMs should be based on real consumer data as opposed to managerial hypotheses since the difference between the perceived and actual journeys is often a major source of competitive deficit. 
Theoretically, the Service-Dominant Logic by Vargo and Lusch (2004) assumes that the value is not achieved via the product alone but through the interactions between the consumer and the organisation at the touchpoints. The application of CJM to the key consumer of Unilever, who is a household grocery shopper in the UK and buys everyday FMCG products, has identified some key points of pain and gain at each of the phases of pre-purchase, purchase, and post-purchase, according to the model offered by Lemon and Verhoef (2016).
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[bookmark: _Toc223387148][bookmark: _Toc223477229][bookmark: _Toc223477720]Figure 3: Current Unilever Customer Journey Map.
Pre-Purchase Stage (Awareness and Consideration)
The pre-purchase phase includes the first sight of the consumer of Unilever brands through advertisements, social media, word-of-mouth, and in-store presence, and the second phase of consideration, in which there is an evaluation of alternatives. Unilever has been spending heavily on what it calls 'social-first demand generation', and brand and marketing expenditure has been growing to 15.5% of group turnover (€9.4 billion) in 2024, the highest investment ratio in ten years (Unilever, 2025). The advantages of this phase are high brand awareness with Power Brands (78% of turnover in 2025); capable influencer relationships, including the Dove x Crumbl Cookies partnership; and AI-driven social listening that translates the conversation on a large scale (Dominguez, 2025). 
Nevertheless, there are still some thorns: the expanding number of brand options results in decision fatigue, and uneven online interaction between platforms dissects the consumer experience. According to Stickdorn et al. (2018), this kind of fragmentation disrupts the emotional sense of the journey, leading to a decrease in conversion rates. Also, the digital information environment has enabled consumers to skip the traditional brand loyalty; according to the Consumer Decision Journey model by Court et al. (2009), the active phase of evaluation is becoming more and more competitive.
Purchase Stage
The purchase phase is the actual transaction, which may be carried out in the physical retail setting (supermarkets, convenience stores) or via electronic methods such as the e-commerce platform and direct-to-consumer (DTC) approaches. An important competitive advantage of Unilever is that the company has a wide-ranging distribution network, which guarantees that a product is available in a variety of retail outlets in the UK, including Tesco and Amazon. Nevertheless, it can also be seen that there are some major areas of concern: Unilever does not have a powerful direct-to-consumer (DTC) platform on the UK market, which implies that the company does not have much control over the purchase experience and hardly any access to first-party consumer data upon sale. 
This is considered by Verhoeff, Kannan and Inman (2015) to be a critical gap in omnichannel retailing: the inability to establish smooth transitions between touchpoints. Although the eB2B platform by Unilever is used by 500,000 small retailers in Asia to complete 75,000 orders every day (Brohan, 2025), the digital commerce infrastructure serving UK consumers is relatively underdeveloped.
Post-Purchase Stage (Experience and Loyalty)
The post-purchase phase includes the use of the product, evaluation of satisfaction and loyalty building. The advantages are good product performance as a result of the investment in R&D, the creation of a sustainable image that can attract consumers who are eco-friendly, and the image of a legendary brand that builds emotional attachment. Nevertheless, issues such as a lack of post-purchase digital interaction with customers can be considered pain points, as Unilever does not have an effective system of brand-consumer interaction after the purchase, few opportunities to interact with customers on a personal level, few replenishment notifications or reward-based loyalty programmes. It is a lost chance at what Lemon and Verhoef (2016) refer to as 'experience management', the process of managing all consumer experiences in a coordinated way to create cumulative value over time.
	Journey Stage
	Pain Points
	Gain Points

	Pre-Purchase
	Brand choice overload; fragmented digital engagement; inconsistent cross-platform experience
	Strong Power Brand recognition; social-first marketing; AI-enabled social listening

	Purchase
	No DTC platform in the UK; limited first-party consumer data; dependence on third-party retailers
	Extensive physical distribution; multi-channel retail presence

	Post-Purchase
	Minimal personalised follow-up; no loyalty programme; limited replenishment mechanisms
	Strong product quality; sustainability credentials; trusted brand heritage


[bookmark: _Toc223387154][bookmark: _Toc223477241][bookmark: _Toc223477726]Table 3: Current Customer Journey Pain and Gain Points.
Digital Innovation Opportunities
Digital analysis indicates that there are three major digital innovation prospects:
· A personalised, AI-enabled DTC platform that gives customers product discovery and purchase.
· An information-based loyalty ecosystem which engages and uses first-party consumer data in touchpoints.
· A smart delivery mechanism in which the needs of consumers are predicted by examining the usage trends. 
These are the opportunities that are compatible with what Westerman, Bonnet and Mcafee (2022) call digital transformation, i.e., the application of technology as the means of transforming business models and customer value propositions fundamentally instead of digitising some of its processes.
[bookmark: _Toc223477703]Part 2: Proposed Digital Transformation Initiative 
[bookmark: _Toc223477704]2.1 Proposal: "Unilever SmartLife" — An AI-Powered Personalised Consumer Ecosystem
This report, based on the analysis undertaken in Part 1, suggests that the solution to the three key challenges identified should be "Unilever SmartLife", an artificial intelligence (AI)-based, personalised consumer ecosystem, which is proposed to meet the three core challenges identified, i.e., fragmented digital consumer engagement, lack of a DTC capability based in the UK, and post-purchase relationship management. 
The project is based on design thinking concepts, and the consumer experience in the design is at the core of the solution (Brown, 2008). As Liedtka (2014) indicates, design thinking helps to mitigate the cognitive biases of innovation as it focuses on empathic observation, iterative prototyping, and validation based on evidence, which are the principles that the SmartLife concept is built on.
[bookmark: _Toc223477705]2.2.1 Core Components of Unilever SmartLife
The SmartLife programme has three pillars that are interconnected. To begin with, a single mobile application that will consolidate the Unilever brands into a single, personalised, AI-driven shopping experience. The app recommends a personalised product, offers virtual try-on options on beauty and wellbeing products, and enables one-second purchasing with scheduled delivery – one-second buying helps to solve purchase-stage pain points that CJM has identified. 
Second, an intelligent replenishment engine that uses IoT-enabled sensors (home care and personal care product smart dispensers) and predictive analytics to know when consumers require a replenishment, automatically recommending or scheduling replenishment. This is based on the theoretical framework of 'anticipatory service design' (Stickdorn et al., 2018), the understanding of which is that organisations can focus on the needs of their consumers in advance, before these needs are described by them. 
Third, a cross-brand loyalty programme (SmartLife Rewards) which rewards consumers when they make purchases in the whole portfolio of Unilever brands, which develops network effects that make switching more difficult and enhance brand involvement. According to Osterwalder et al. (2014), these integrated value propositions form defensible competitive advantages by developing consumer lock-in due to built-up benefits.
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[bookmark: _Toc223387149][bookmark: _Toc223477230][bookmark: _Toc223477721]Figure 4: Enhanced Customer Journey Map with SmartLife Integration.
[bookmark: _Toc223477706]2.2 Enhanced Customer Journey Map
The SmartLife implementation has a fundamental impact on the consumer journey in all three stages of the consumer journey identified by Lemon and Verhoef (2016).
Enhanced Pre-Purchase Stage: The SmartLife app will use personalisation, which incorporates AI, to show product selections to consumers according to their personal preferences, purchase history, and lifestyle information. Instead of facing the issue of choice overload, consumers are faced with a customised brand experience that aligns with what Court et al. (2009) Consumer Decision Journey model terms as 'closed-loop loyalty', where initial thought is influenced by personalised digital communication instead of general advertising. The content of the social-first approach is incorporated into the app itself, with customised tutorials, monitoring of the impact on sustainability, and the community.
Enhanced Purchase Stage: SmartLife will offer a seamless DTC purchase option, where the consumer can make orders straight from Unilever and have the option of delivery (next-day, scheduled, or subscription). This solves the severe pain problem of retailer dependence and produces useful first-party consumer data. The intelligent replenishment engine goes a notch higher in automating routine purchases. According to Verhoeff, Kannan and Inman (2015), the results of such omnichannel integration are high consumer satisfaction and lifetime value.
Enhanced Post-Purchase Stage: SmartLife Rewards will alter the current stage of the post-purchase experience, as it is a passive stage of receiving the product and turning it into a form of engagement. Customers receive points on any purchase of Unilever brands, which are redeemed for discounts, unique products, or sustainability (e.g., planting a tree). Constant communication is ensured with product usage tips, personalised content and satisfaction surveys. This is in line with the idea of value co-creation proposed by Vargo and Lusch (2004), in which continued communication between the consumer and the firm creates mutual value.
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[bookmark: _Toc223387150][bookmark: _Toc223477231][bookmark: _Toc223477722]Figure 5: SmartLife Platform Architecture Diagram.
	Journey Stage
	Current Experience
	SmartLife Enhanced Experience

	Pre-Purchase
	Fragmented brand encounters across channels
	AI-personalised product discovery within a unified app

	Purchase
	Third-party retailer dependent; no DTC
	Direct purchasing with smart replenishment and subscription

	Post-Purchase
	Minimal engagement post-checkout
	Loyalty rewards, usage tracking, and sustainability impact dashboard


[bookmark: _Toc223387155][bookmark: _Toc223477242][bookmark: _Toc223477727]Table 4: Before and After Customer Journey Comparison.
[bookmark: _Toc223477707]2.3 Desirability, Viability, and Feasibility Assessment
The potential of the SmartLife initiative can be evaluated on a stringent basis by means of applying the design thinking methodology of desirability, viability, and feasibility (IDEO, 2015).
Desirability: There is a high level of consumer demand for customised, digitally powered FMCG experiences. According to Adams, Alldredge and Kohli (2025), personalisation contributes to a 10-15% increase in revenues of consumer goods. The EY UK Future Consumer Index (2024) affirms this by stating that one of the three consumer trends that are transforming the UK retail is AI-based personalisation (Rindone, 2024). Moreover, 58% of the consumers state that they are ready to buy sustainable products at a premium (Deloitte, 2025), which is in favour of the sustainability-based value proposition of SmartLife.
Viability: The business case will be based on three sources of revenue: DTC margin improvement (removal of retailer markup), revenue increase due to consumer lifetime value through loyalty programme retention, and first-party data monetisation to be used in precision marketing. The 2024 gross margin of 45%, the highest in 10 years, gives Unilever the financial space to invest in, and the EUR 800 million productivity programme gives Unilever more capacity (Unilever, 2025). The initiative is also in line with the five strategic priorities of GAP 2030, which include unmissable brand superiority, social-first demand generation, scalable innovations, premiumisation, and growth channels.
Feasibility: Unilever already has a strong technological base: 500-plus AI capabilities, 100% cloud-based, 8 petabytes of enterprise data, and 23,000 employees trained in AI, which can form a solid base of SmartLife development (Unilever Plc, 2025). The Toronto research hub and AI 100+ Accelerator provide access to new innovative partners. The risks related to feasibility are, however, the complexity of integrating several brand systems, the privacy of consumer data under the UK GDPR, and the practicality of establishing DTC fulfilment background in a business model traditionally oriented on B2B retail distribution.
[bookmark: _Toc223477708]2.4 Measuring Impact and Success
A balanced scorecard of Key Performance Indicators (KPIs) should be used to measure the success of SmartLife based on the results of consumer experience and business performance (Kaplan and Norton, 1992).
Consumer Experience KPIs: Net Promotion Score (NPS) increased by 15 points in 24 months of launching the SmartLife application; customer satisfaction score (CSAT) is more than 85%; monthly active users (MAU) on the SmartLife application reached 2 million in the UK in 18 months; and customer engagement rate is in the form of app interactions per week.
Business Performance KPIs: DTC revenue contribution of 5% of UK turnover in three years; 20% growth in consumer lifetime value (CLV) between SmartLife users and non-users; 30% coverage of first-party data by UK consumers; and 15% conversion rate to replenishment subscriptions among users of the SmartLife app.
Innovation and Strategic KPIs: 25% cut in customer acquisition cost (CAC) due to the use of data-informed precision marketing; 30% growth in frequency of cross-brand purchases among members of the loyalty programme; and the ability to generate conditioned consumer insights in real time, which allowed reducing the time taken to develop a new product by 40%.
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[bookmark: _Toc223387151][bookmark: _Toc223477232][bookmark: _Toc223477723]Figure 6: Smart Life KPI Dashboard Mockup.
These measures are to be followed with the help of an integrated analytics dashboard, reviewed by the Unilever Leadership Executive quarterly, and results should be directed to the GAP 2030 strategic planning cycle. According to Westerman, Bonnet and McAfee (2022), it is important to note that the success of digital transformation relies not just on the implementation of technology but on the ability of the organisation to be able to measure, learn and repeat.
[bookmark: _Toc223477709]Conclusion
This report has critically examined the innovation strategy of Unilever Plc by using the Innovation Ambition Matrix and customer journey mapping frameworks. In the analysis, Unilever has a high portfolio of core and adjacent innovations, as evidenced by the 5.3% growth of 5.3% power brands and strategic acquisitions, but the transformational innovation ambitions, especially in AI and digital technology, are developing. The Customer Journey Map analysis revealed some major areas of pain, with the first one being the lack of DTC capacity in the UK, and the second one being the lack of excess first-party consumer data determining the situation and the absence of enough post-purchase contact. 
The digital transformation project proposed as "Unilever SmartLife" directly responds to these issues with the help of an AI-driven personalised consumer experience that includes a single mobile app, smart replenishment engine, and cross-brand loyalty programme. This evaluation using the desirability, viability and feasibility framework will affirm that the initiative is in tandem with the consumer demand and commercial and technological preparedness. Nevertheless, this report recognises the natural uncertainty of the digital transformation (Westernman, Bonnet and McAfee, 2022) and recommends that Unilever proceed with an iterative system of implementation, which means that they can pilot SmartLife in the UK market before international expansion. The real benefit of design thinking, as Liedtka (2014) claims, is not the solution but the ability of an organisation to be constantly innovative and human-centred.
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[bookmark: _Toc223477711]Appendices: Unilever Financial Performance 
[bookmark: _Toc223477712]Appendix Table A1: Unilever Group Financial Performance Summary (2022–2024)
	Metric
	2022
	2023
	2024
	Trend

	Turnover
	€60.1bn
	€59.6bn
	€60.8bn
	↑ 1.9%

	Underlying Sales Growth
	9.00%
	7.00%
	4.20%
	Moderating

	Underlying Volume Growth
	-2.10%
	0.20%
	2.90%
	↑ Volume-led recovery

	Operating Margin
	17.90%
	16.40%
	15.50%
	↓ Non-underlying charges

	Underlying Operating Margin
	16.10%
	16.70%
	18.40%
	↑ 170bps improvement


Source: Unilever (2025).
[bookmark: _Toc223477713]Appendix Table A2: Unilever Business Group Performance (2024)
	Business Group
	Turnover (2024)
	USG
	UOM
	% of Group

	Beauty & Wellbeing
	€13.2bn
	6.50%
	19.40%
	21.70%

	Personal Care
	€13.6bn
	5.20%
	22.10%
	22.40%

	Home Care
	€12.3bn
	2.90%
	14.50%
	20.20%

	Foods
	€13.4bn
	2.60%
	21.30%
	22.00%

	Ice Cream
	€8.3bn
	3.70%
	11.80%
	13.70%


Source: Unilever Annual Report and Accounts 2024 (Unilever, 2025). USG = Underlying Sales Growth; UOM = Underlying Operating Margin.
[bookmark: _Toc223477714]Appendix Table A3: Unilever Cash Flow Analysis (2023–2024, € million)
	Cash Flow Item
	2024
	2023
	Change

	Operating Profit
	9,400
	9,758
	-358

	Cash Flow from Operating Activities
	12,144
	11,561
	583

	Income Tax Paid
	-2,625
	-2,135
	-490

	Net Capital Expenditure
	-1,934
	-1,703
	-231

	Free Cash Flow
	6,932
	7,091
	-159

	Cash Conversion
	106%
	—
	Strong


Source: Unilever Annual Report and Accounts 2024 (Unilever, 2025)
[bookmark: _Toc223477715]Appendix Table A4: Unilever 2025 Full Year Results (Continuing Basis, excl. Ice Cream)
	Metric
	2025
	vs 2024

	Turnover
	€50.5bn
	-3.80%

	Underlying Sales Growth
	3.50%
	Slight moderation

	Underlying Operating Margin
	20.00%
	+60bps

	Underlying EPS
	€ 3.08
	0.70%

	Free Cash Flow
	€5.9bn
	€(0.4)bn

	Gross Margin
	46.90%
	+20bps


Source: Unilever 2025 Full Year Results (Unilever, 2026)
[bookmark: _Toc223477716]Appendix Table A5: Unilever Brand & Marketing Investment and Productivity Programme
	Investment Metric
	2024
	2023
	Analysis

	Brand & Marketing Investment (% of Turnover)
	15.50%
	14.60%
	Highest ratio in a decade; €0.9bn increase

	R&D Investment
	€987m
	—
	Focused on science-backed, scalable innovations

	Productivity Programme Savings (2024)
	~€200m
	—
	Ahead of plan; 4,300 FTE reduction

	Cumulative Programme Savings (by end 2025)
	~€670m
	—
	Target €800m over three years

	Restructuring Costs (2024)
	€850m (1.4% of turnover)
	—
	Higher due to the accelerated programme





[bookmark: _Toc223477717]Appendix B: AI Declaration:
	RESEARCH
	For this assessment, you can use Generative AI to support you in research and data analysis.
	Yes ☒
No  ☐

	STRUCTURE
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts and headings, etc.
	Yes ☐
No  ☒

	PROOFREADING
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including getting suggestions to rephrase your work. 
	Yes ☒
No  ☐

	WRITING
	For this assessment, you can use Generative AI to create text for submission.
	Yes ☐
No  ☒

	CREATIVE
	For this assessment, you can use Generative AI to create creative materials, such as images.
	Yes ☐
No  ☒

	PROGRAMING
	For this assessment, you can use Generative AI to create and check code.
	Yes ☐
No  ☒

	NONE
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support.
	☐
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