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[bookmark: _Toc186279360]Executive Summary 
This report explores the key issues associated with leading organizational change at Unilever, a multinational consumer goods company. The analysis applies various change management models and theories to assess the company's current state and recent history, including the impacts of digital disruption and economic uncertainty. It critically evaluates the role of leadership styles and organizational culture in facilitating successful change management and offers a strategic plan for future changes within the company. The report proposes a detailed change management plan, including financial, communication, and evaluation strategies aimed at strengthening Unilever's market position and aligning with its sustainability goals. The findings suggest that while Unilever has made notable progress, there are areas where its change management approaches could be further optimized.
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[bookmark: _Toc186279361]Introduction 
Currently Unilever is a UK based multinational company dealing in over 190 countries it get to serve more than 3.4 billion people every day (Unilever, n.d.). That is why today unilever controls over 400 brands, including Dove, Knorr, and Lipton, has been one of the largest CPG companies and a pioneer of sustainable and ethical policies worldwide (Unilever, 2024). Though, in recent years, the company has encountered various problems, such as digitisation, unreliable economic conditions, and the requirement for sustainability amid growing market competitiveness.
This report aims to analyse what Unilever is doing to manage change using change management models and theories in relation to leadership styles, culture and outside influences. This report also presents an appropriate change management strategy to enable the company help to deal with future pressures and sustain its position in the increasing global competition. The purpose of this report is twofold and is achieved by critically assessing Unilever’s change management efforts and presenting recommendations; first, this report aims to present a clear analysis of how Unilever can most effectively manage change in the contemporary business context.
In this case, the report will be expected to analyze the Unilever recent past and change management strategy with relation some of the leadership change decisions, organizational culture, and environment that affects change management. It will also evaluate different change management frameworks and recommend how they can be used referencing the company’s future direction.
[bookmark: _Toc186279362]Analysis of the Recent History of the Organization 
In the last few years, Unilever has experienced a number of changes, driven by factors from the market and operations inside the corporation. The key sources depict the company’s past as being socially responsible, and it continuing to emphasize on operational restructuring so as to respond to consumer needs and changed economic realities.
Recent History of Unilever: Strategic Shifts and Restructuring
This has proved to be compounded by such factors as increase in global competition, shift in consumer preferences, and the effect of general economic fluctuations (Unilever, 2024). Because of this, the company has made some changes on its operational strategies and the major of them is the company’s decision to concentrate only on its important brands. In 2023, Unilever decided to prioritise its strategic plan to have only 30 brands that it manages to take the maximum in their hands, and sell off the rest of the brands that are not very much profitable (Unilever, 2024). This shift is helpful in aligning resource with better performances especially in segments that are growing well in the emerging markets like India, Brazil and Indonesia where Unilever continues to record impressive performances (The Wall Street Journal, 2023).
This kind of change has been due to the urge of recreating a place in the consumer goods industry market since it is becoming more innovative from sustainable customers to digital advancements (Financial Times, 2024). Unilever’s recent action of integrating the ice cream division and other non-core activities are clear indications that it wants to focus on its high-growth businesses besides enhancing operation efficiency (Financial Times, 2024).
Impact of External Factors: Digital Disruption and Economic Uncertainty
This analysis investigates the nature of Unilever’s past business environment defined by the increasing importance of digital disruption and economic risk. This paper argues that with the advancement of e-commerce and digital marketing communication, it is critical for Unilever to change the way it communicates with the consumers. In response, the company has continued extending the use of digital channels, thus employing data analytics and customer insights to the growth of the product portfolio, and the delivery of customer satisfaction (Unilever, 2024). That is in tune with developments in the consumer goods industry where digitalization plans are viewed as critical to future growth.
On the other hand, Unilever has been able to experience the challenges that have come with the post-pandemic reality. Inflation and supply chain challenges, and alternative raw materials’ price volatility have been challenging for Unilever (Financial Times, 2024). Nevertheless, these challenges, the company has been in a healthy financial standing, recording a turnover of € 59.6 billion in 2023 and 58% of turnover is coming from emerging markets (Unilever, 2024). Nevertheless, the consolidated /company/’s net income declined in the fiscal year 2023 by 15% and that emphasizes tendencies of the financial devastation of the giant international concerns in the contemporary environment (Yahoo Finance, 2024).
To address such pressures, Unilever has made some improvements in the current sustainability policy which include newly pronounced goals of achieving net-zero emissions by 2039 (Unilever, 2024). However, this increase in investors’ attention due to commitment to sustainability has been a woe as it has made it difficult to balance between long-term sustainability objectives and short-term performances (Financial Times, 2024).
Organizational Culture and Leadership Response
An important aspect of organizational change that is in place and has been critical to the Unilever change management include; sustainable work culture, diversity, and inclusion. This culture has quite an influence in the strategies of the company, particularly because it adapts its operation to the environmental and social mission of the company (Unilever, 2024). However, the company made a rather aggressive shift towards sustainability when its efforts to restructure the company and sack employees for its improved profitability were threatened (The Times, 2024). Although such changes have been welcomed by investors within the agency, workers and sustainability stakeholders are worried that the requested transformation threatens to compromise Unilever’s ethical compass in favour of its financial performance figures (n.d.).
Unilever has also been fortunate to have leadership in the management of these challenges. Thus, the behaviour of Unilever became more practical under the leadership of the CEO Hein Schumacher who offered to achieve short-term goals oriented on sustainable development at the same time, specifying the firm’s long term perspective (Unilever USA, 2023). This leadership approach has been key to the sustenance of the company’s reputation as a leading company in corporate sustainability despite some impacts of economic instability and competition.
The role played by leadership has been crucial in implementing changes within the firm due to high levels of transparency, employees’ involvement and company inclusion. Nevertheless, the level with which leadership will be able to uphold these values considering the operational needs of restructuring and cost cutting will be important to Unilever’s future (Haruna, 2021).
[bookmark: _Toc186279363]Change Management Models and Theories 
Unilever similar to most international corporation, competes in a constantly evolving environment occasioned by changes in customer preferences, fluctuations in the global economy, and the ever emerging trends in various technological requirements. In addressing these external and internal dynamics, Unilever has appropriately used one or the other of the change management models or theories to facilitate strategic transformations. This section analyses these models and theories, in relation to their applicability in the organizational context of Unilever.
Kotter’s 8-Step Change Model
Kotter’s 8-Step Change Model is one of the most popular change management models, as well as the most frequently used one. The eight steps include: These are: (1) establishing fear and anxiety, (2) forming a change coalition, (3) preparing the change vision, (4) communicating the change vision, (5) removing obstacles to change and increasing participation, (6) increasing the pace of change by searching for 'quick wins’, (7) building on change taking more change, and (8) reinforcing new approaches (Kotter, 1996).
Two recent changes of Unilever’s management strategies, namely the company deciding to align their key focus with 30 brands, which constitute the greatest sales and the decision to cut off the brands that do not perform well, can be regarded as the elements of Kotter’s model. These approaches adopted by the leadership deem useful for causing concentrated focus on major areas by emerging a sense of the company’s need to operate efficiently in a competitive market that is ever transitioning due to dynamic consumer needs (Unilever, 2024). This correlates with the first process – establishing the sense of ‘burning platform,’ according to Kotter’s model. Moreover, in order to help realise this vision, Unilever’s leadership has attempted to propagate this vision, noting the company’s strategic imperatives to transform its portfolio and fold sustainability into its core competencies.
However, Kotter has created a clear model for organizational change but it is a mechanical top down model that is not as relevant to today’s large scale change processes in organizations like Unilever. For example, at Unilever any decision such as reducing employment opportunities across the world can cause uneasiness among the employees which reduces heat and friction that is likely to demo the change process thus voicing Bild (2024). Consequently, even although Kotter’s model provides a practical framework for analyzing change, change leaders should modify this conceptual model in order to incorporate more participative perspectives of change making and highlight active participation of all stakeholders including employees.
Lewin’s Change Management Model
Kurt Lewin’s Change Management Model is another quite popular change management theory: unfreezing, changing and refreezing. Lewin notes that in order to bring change, an organization needs to ‘thaw’ unwanted behaviors or structures and then, after the behaviors had been changed (‘melted’), they need to be ‘frozen’ into the new structures (Lewin, 1951).
When it comes to the analysis of the organizational change in Unilever, Lewin’s model seems to be rather effective to highlight the organisation’s experience. The strategic move to divest itself of its ice cream business and its other unrelated operations as strategic ‘unfreezing’ where Unilever was able to understand that a shift in the business model for the organization in order to sustain competitiveness was required (Unilever, 2024). Regarding the “change” phase, restructuring process can be referred to the decision made at this stage such as change in focus towards fewer brands and incorporation of sustainability. The final stage, the process called ‘‘refreezing’, is also evident in Unilever, which continues its endeavors toward the incorporation of the sustainability objectives into the company’s strategic plan; Unilever USA (2023) outlines that the firm aims at achieving net-zero emissions by 2039.
Lewin’s model is most beneficial in pointing the value of developing clear perception during transition process and ensuring maintenance of changes after the transition phase. However, one tragedy about Lewin’s model is that it may be rather unsuitable for a large organization as Unilever. Employment cutbacks and restructuring of the organizational culture prove the never-ending and cyclical nature of change, not a three-phase model (Financial Times, 2024).
ADKAR Model
Another, widely known change management framework is called ADKAR Model created by a company known as Prosci and this also pertains to individual change. It consists of acronymical expansions namely; Awareness, Desire, Knowledge, Ability, and Reinforcement. Successor according to the ADKAR Model is achieved when five stages are exhibited and everyone in the organization has been taken through them in response to the intended change (Hiatt, 2006).
This paper considers Unilever as an example of the case study on the use of the ADKAR Model; Employee Engagement in Sustainability. Adjustment of the sustainability goals and organisational restructuring requires employees’ awareness of the need for changes in the company. The company has also endeavored to create the want to change by creating the relevance of the business strategy to societal issues such as climate change and social justice (Unilever, 2024). Training and internal communication are your ways to disseminate the understanding and power to implement the change among the employees and provide them with required tools and skills.
Even though ADKAR Model is useful in making sure that people get on board with the change process, it can be criticized for not addressing organizational readiness at all. This is especially true for companies such as Unilever that are experiencing major organisational transformations where transitory movements are just but a fraction of the anticipated changes. Another level of change is needed to support the organization because it is crucial to make sure that all employees and units are properly directed and inspired (Kadir, 2021).
McKinsey 7-S Framework
The McKinsey 7-S Framework is a widely used change management model that focuses on seven elements: strategy, structure, etc, systems, S values, S skills, S style, and S staff. The model also points out that all of these elements must be coordinated, so that change can be done effectively (Waterman, Peters and Phillips, 1980). Unilever example has indicated that the company has applied the 7-S framework effectively to meet strategic and structural consistency with core values and long term vision that filters down into business unit choices for portfolio and sustainability.
For instance, Unilever’s new focus on sustainability such as setting a new net –zero emission goal is done in light of the company’s “shared values ‘that is pro –Environmental and societal goals (Unilever, 2024). The “skills” of the framework is reflected through a commitment to digital transformation and building up the firm’s ability to effectively compete in the digital market place (Unilever USA, 2023). In addition to this, Unilever has been reinventing its ‘Staff’ with a view of arriving at a right workforce for these goals as witnessed by restructuring and the introduction of new leadership models.
However, one disadvantage is that when implemented in large context specifically the multinational corporations, the 7-S framework can be complex too much. The integration of all the seven elements show that shifts in one of them could bring difficulty in realizing all elements of the organization (Haruna, 2021).
[bookmark: _Toc186279364]Organizational Culture and its Impact on Change Management 
Culture influences the change management efforts in an organization in a major way. Unilever has been a case that demonstrated that corporate culture shapes the effectiveness of managing change in the organization since it is based on sustainability, inclusiveness, and ethical cultures. However, given the fact that the company has been experiencing significant changes on various strategic aspects such as structure, portfolio, and focus, it is also difficult, but possible to manage the company’s culture in order to effectively meet its new objectives.
Unilever’s Organizational Culture
It is significant to indicate that Unilever has always been recognised as being very much committed to sustainability, ethical business and corporate responsibility. These core values have defined a lot of the company’s organizational culture and have been at the root of many strategic directions. The vision of the company to making sustainable living the new normal has been part of the company’s strategy, across its products and its employees (Unilever, 2024). Due to this focus on sustainability Unilever is widely regarded as a pioneer in the work of Corporate Social Responsibility it encompasses many programs aiming at decreasing the company’s negative impact on the environment, responsible supply chain management, and combating global social problems (Unilever USA, 2023).
It is also important to note that diversity and inclusion are also foundations for the company’s culture. Unilever has measures that seek to create a human capital structure that mirrors that of the consumer base, whereby 55% of all managers in the company are women (Unilever, 2024). This focus on diversity and inclusion has only brought so much improved employee productivity, where employees feel free to express and to contribute to the formulation of new ideas.
Of course, as the company experiences vast-scale changes – for instance, the changes in its portfolio or a set of crucial cost-cutting measures – it is crucial to evaluate the compatibility of the developed culture. Organisational culture is dynamic because it is defined and redefined over time by developments outside the organisation and actions within the organisation. Unilever has also to achieve the balance between preserving its core values and responding in the same time to market environment shifts.
Culture and Leadership in Change Management
The corporate leaders at the Unilever company have been engaged in bringing about the change concerning organizational culture in the establishment. The current CEO Hein Schumacher has been thus continuously bringing more focus on another aspect of the sustainability strategy and the second major pillar of Unilever is the digitalization of the company and sustainable growth for the year 2024. This is a change pointing to the emergence of a flexible leadership that is in tune with the need for change in the today’s ever evolving business climate. However, such leadership changes are likely to have a tension between the right culture, as presented by the organization’s sustainability strategies, and the need for short term wins from restructuring and cost cutting strategies.
Unilever’s organizational culture has laid a supportive ground for it for change with special reference to; employee engagement and corporate social investment. However, there are some inconsistencies which appeared as a result of the recent cost cutting measures, such as workforce reduction and simplification of the portfolio, leadership suffered concerning the company’s ability to meet the highest social impact standards while retaining and nurturing its values (Bild, 2024). This tension shows that it is not easy to become a corporation where people and culture support the strategic vision of an enterprise.
Impact of Organizational Culture on Change Implementation
Change management also depends on the organizational culture of the firm in order to carry out the change programme successfully. So at Unilever, the sustainability and ethics culture have determined the way in which the change has been introduced. For instance, when the company had opted for the strategic portfolio realignment and dumping poor performers, the decision was justified in terms of the consistent creation of value for the shareholders and the consumers (Financial Times, 2024). This approach is consistent with the Unilever’s Model Policies stating to create value beyond financial – to deliver positive social and environmental impact.
If there is a concern that can be made based on the mined data, it is that, although cultural values support the change process, there have been several impediments to managing the human side change. The decision to lay off employees, which especially the proposal to have a plan to have 3,200 employees fired in Europe, is an excellent example of a contradiction between on one hand upholding the Unilever corporate values such as personnel welfare while on the other hand aiming at increasing the company’s performance (Bild, 2024). They may cause worry and objections among staffs as some of them may see the layoffs as inimical to the core beliefs of the firm displayed by Unilever.
In its operations, one of the major concern for Unilever is how to motivate the employees when there is change in organization. To help lessen the effects of restructuring in the employees, the firm must employ a communication strategy to ensure the employees fully understand what is going on. Part of this is to justify why the changes have to be made, how they relate to the company’s larger purpose, and some of the measures that are being undertaken to assist affected individuals. Unilever needs to explain that the company is still the same and that the current changes are for reinvention of the structures for sustainability (Kadir, 2021).
The Role of Organizational Culture in Sustaining Change
This means, organizational change, that is to be effective in the long run, has to become a part of the organizational culture. In the case of Unilever, non-financial value proposition, with sustainability as the key component, is traditionally valued at the company and It is clear that it will remain one of the cornerstones of the company’s cultural transformation process. However, those changes concerning restructuring and cost cutting need to be embedded within the organizational culture of the company. This means that for Unilever, it is critical that new strategies such as digital transformation initiatives or new approaches to sustainability as well as workforce optimization initiatives are not are not viewed as mere expendable organizational initiatives but part of their fabric going forward.
Unilever’s leadership has understood that people are at the heart of change and that encouraging the right culture will support strategic change, especially the sustainability agenda. The four long-term business drivers that will determine the future direction of the company include; reducing the company’s carbon footprint, enhancing sustainability in the supply chain, and addressing social inequality (Unilever, 2024).
Further, Unilever company ought to consider on the impact of culture since restructuring maybe counterproductive due to conflicting culture of the two organizations. At the same time, the firm’s highly inclusive organizational culture, characterized by strong employee involvement, cannot be lost in pursuit of employee cost-saving measures and strategic focus on fewer product lines (The Wall Street Journal, 2023). This is so because for a company like Unilever to sustain engagement during such a transition will require the company to cultivate culture of openness coupled with total transparency and trust.
[bookmark: _Toc186279365]Development of a Suitable Change Management Plan (Proposed Plan)
This paper argues that for Unilever to drive these changes in a proper and sustainable manner, it is important that the organization come up with an effective change management plan. This plan should touch on the financial aspect of the change process as well as the communication and the evaluation of the change process. In the light of these areas, Unilever can guarantee that its strategic changes correspond to its key values of sustainability, diversity, and ethical values in business to ensure successful management of the problems resulting from economical unpredictability and market transformation.
Financial Plan
The financial management for change process of Unilever must tackle the overall financial considerations of change management by considering the costs of restructuring and the strategic importance of the process. The next important aspect of the restructuring work is the divestment and the concentration on personal niches, which means that the company decided to leave some brands, which do not bring significant profit (Unilever, 2024). This move although proves to be costly in terms of replacing the employees who are let go, selling out the assets and provision for write offs will lead to better operational efficiency and better returns in course of future as it will focus on those product portfolios and geographical locations that have good prospects.
For the restructuring to take place, Unilever should use part of its profits generated from its most profitable regions especially from the emerging markets that generate 58% of the sales (Unilever, 2024). Furthermore, Unilever can look for alliances with the financial organizations or, in the case of necessity in short-term borrowings, apply its well-developed market positions and demand high-interest rates.
Furthermore, the social and environmental responsibility activities especially leading at the Company to work towards being carbon-neutral by 2039 should be reflected in the business model’s financial plan (Unilever USA, 2023). Renewable energy sources and carbon offset projects as well as methods used in implementing the circular economy principles can cost more than traditional business policies and practices at the start but will generate major financial returns in operating expenses, tax credits, and market positioning. Also, sustainability-focused strategies generate long-term customer devotion and brand recognition, which can act as its key source of competitive advantage (Financial Times, 2024).
Communication Plan
An important aspect to the management of change in Unilever is communicating the change to all the pertinent stakeholders thus creating acceptance. Communication strategy should be developed to cover internal and external stakeholders as it is imperative that everyone always understands why the change initiative is important and what changes are expected to occur.
Within the organization, Unilever should communicate the goals of the restructuring plan, the anticipated effects on employees and activities to reduce any adverse effects intended for different employees. These may range from Continued and timely communication of restructuring process, availing of training and development to employees that may be affected by restructuring and Creating a channel where employees can easily express their concern about restructuring. It is a good idea to avoid leaving your employees in the dark where the processes you are putting in place will affect Unilever as a company in terms of sustainability and corporate social responsibility or people’s opinion that some measures can hurt ethical ideals at the firm (Bild, 2024).
Externally, Unilever should employ the following communication tools to make information or communicate with stakeholders such as the consumers, investors and other outsiders. Public relations management should therefore focus on speaking to how the identified changes support the company’s efforts towards realising its vision of positively impacting the society. These are work and progress concepts that include emphasizing on the company’s continuous actions aimed at sustaining product quality, creating innovations for sustainability, and competing in the emerging digital environment until the year 2024. The fear of the unknown is real in even the best of organizations and to ensure that the change initiatives that we seek to execute in Unilever are a success, therefore, it is paramount that this message remain consistent and coherent in the eyes of the consumer.
Sustainability and NGOs should also be included in the communication plan and adequate steps should be taken to integrate the company’s compliance level towards the sustainability concerns with the society. This will assist in reestablishing Unilever to corporate responsibility while guaranteeing that the trajectory requires movement toward change is perceived genuine and fulsome with Unilever’s essential standards (Unilever USA, 2023).
Evaluation Plan
To establish that Unilever is on the right path, a proper evaluation plan needs to be in place to properly assess the success of the change management process of it. There is a need to incorporate both quantitative and qualitative methods to for measuring the effectiveness of changes on the organizational performance, employee satisfaction and the perception by the stakeholders.
For the evaluation of the success of the transformation financial performance will be used as the primary measure. In addition to assessing its environmental impact indicators like sales growth, operating margins and efficient returns on investments (ORIs) must be measured, for determining whether the restructurization and sustainability begun at Unilever is realizing the intended financial gains or not by the year 2024. However, it also should maintain customer satisfaction indexes, as well as market shares especially in the key markets for Unilever. Positive consumer attitude towards the company’s sustainability and brand association will be a measure of the success (Hansen, 2018).
Employee satisfaction and commitment should also be measured by polling the employees on the organizations processes, feedback form or local groups. Insofar as the level of employees’ satisfaction will be assessed, future difficulties will be indicated having to do with the need for additional support, especially when dealing with changes in organisations. Such feedback will also enable Unilever to establish better leadership methodologies and guarantee that its cultural values as a company are observed, including integration and fairness during the change procedure (Haruna, 2021). Furthermore, the company needs to evaluate arising communication effects, in other words, to make sure that both internal and external stakeholders are not only aware of the change process but are also involved in it (Mansaray, 2019).
The other key pieces of the evaluation plan should also include the tracking of the company’s performance to the sustainability objectives. This is also in compliance with cuts in emission of carbon, waste and water, and measurement of increases in sustainable supply chain. Keeping track of this achievement on these targets will ensure that Unilever remains effective in meeting its environmental objectives as will be described in the yearly progress reports (Unilever USA, 2023).
Last, it is suggested that Unilever should conduct post implementation check to establish whether or not the change management has been successfully embedded into organization. Such reviews should include assessment of how effectively these changes have being managed, whether those changes have achieved the intended outcomes and what more can be done in enhancing the change (Mansaray, 2019).
[bookmark: _Toc186279366]Conclusion 
In conclusion, Unilever enhanced change management process proves that organization change is challenging and essential in the current business world. The company has supply chain conglomerate facing global challenge such digital disruption, economic volatility in the global market, internal restructuring and corporate sustainability just to name but a few. By top down and bottom up change models including Kotter’s 8-Step Model, Lewin’s Change Model, ADKAR and the McKinsey 7-S Framework, the organisation has overcome these challenges in the light of the change by a clear vision for the future.
Although sustainable and ethical management permeates the company’s perspective on change, the adoption of the new strategic directions, including portfolio reduction and digital solutions, has been closely linked to the organizational culture. other ways that have been taken to sustain the competitive advantage by Unilever includes getting employee through, communicating effectively as well as making the changes to be in line with the organizational culture.
Looking into the future, Unilever’s success will highly depend upon the organization’s capacity to modify its leadership structure, organization culture, and communication management in a consistent manner with the changing environment on internal and external contexts. The strategies of change management plan, financial and evaluation plan will be very important for Unilever to continue to operate in this increasing emergent and competitive environment.
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