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Executive Summary
This report presents a strategic analysis of Nivea Creme, a leading skincare brand manufactured by Beiersdorf. It evaluates the company's strategic position by examining its external and internal business environments, assessing its Corporate Social Responsibility (CSR) strategy, analysing operational performance, and recommending an appropriate business-level strategy for sustainable growth. External analysis identifies key industry drivers, including changing consumer preferences, increasing demand for sustainable products, rapid technological advancements, and intense global competition. Internal analysis, using the VRIO Framework and Value Chain Analysis, highlights Nivea's core strengths, including its strong brand equity, customer loyalty, research and development capabilities, and global distribution network. The report also evaluates Beiersdorf's CSR strategy, concluding that sustainability initiatives support both environmental responsibility and long-term business objectives. Finally, the Balanced Scorecard is applied to assess performance across the Financial, Customer, Internal Business Processes, and Learning and Growth perspectives, demonstrating how strategic objectives and performance measures contribute to maintaining Nivea's competitive advantage and long-term success.
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[bookmark: _Toc235135084]INTRODUCTION 
Nivea is one of the most established and recognisable skincare brands in the global cosmetics industry, with Nivea Crème serving as its flagship product for over a century (Alberti, 2018). Operating within an increasingly competitive and innovation‑driven market, the brand faces both significant opportunities and mounting strategic challenges. Shifts in consumer behaviour, the rise of digital‑first competitors, growing demand for natural and sustainable formulations (Fuciu, Șerban, 2024), and intensifying price competition have all reshaped the competitive landscape in which Nivea must operate. 
This report critically evaluates Nivea’s strategic position with a particular focus on Nivea Crème. It examines the internal capabilities and resources that underpin the brand’s performance, as well as the external environmental forces influencing its strategic choices. To achieve this, the analysis draws on established strategic management frameworks, including PESTLE, Porter’s Five Forces, SWOT, and the VRIO model. These tools provide a structured approach to assessing Nivea’s strengths, weaknesses, opportunities, and threats, as well as the competitive pressures shaping the skincare sector.
Based on the insights generated from this analysis, the report proposes strategic recommendations aimed at enhancing Nivea’s competitive advantage. These recommendations focus on opportunities for product innovation, brand repositioning, digital transformation, and sustainability‑led differentiation. By aligning its strategic direction with evolving market expectations, Nivea can reinforce its position as a trusted global skincare leader while ensuring the continued success of Nivea Crème in a rapidly changing industry.


[bookmark: _Toc235135085]CURRENT SITUATION
[bookmark: _Toc235135086]Vision
Beiersdorf, the parent company of Nivea, articulates a long‑term vision centred on “care beyond skin”—a commitment to delivering high‑quality skincare solutions that improve consumers’ wellbeing globally. The vision emphasises trust, scientific expertise, and long‑term brand loyalty (Amalancei, 2013).
[bookmark: _Toc235135087]Mission
Beiersdorf’s mission is to develop innovative, dermatologically tested skincare products that meet diverse consumer needs across global markets. For Nivea specifically, the mission focuses on providing accessible, reliable, and gentle skincare for everyday use, reinforcing its identity as a family‑oriented, mass‑market brand (ARRUDA, 2013).
[bookmark: _Toc235135088]Strategic Objectives
Beiersdorf’s strategic objectives include:
· Strengthening its position as a global leader in skincare by focusing on skincare products that are simpler to market globally (Alberti, 2018).
· Driving sustainable and profitable growth across all product categories.
· Expanding market share in emerging economies like hair care products.
· Accelerating digital transformation and e‑commerce capabilities, identifying trends through social media (IEEE Systems and Information Engineering Design Symposium Charlottesville, 2018).
· Enhancing sustainability through responsible sourcing, reduced emissions, and recyclable packaging.
· Investing in R&D to support product innovation and dermatological expertise (Alberti, 2018).
· 


[bookmark: _Toc235135089]Ownership and Governance
Beiersdorf AG is a publicly listed company headquartered in Hamburg, Germany.
Key governance features include:
· A two‑tier governance structure consisting of a Management Board of executive leadership in charge of day-to-day functions and a Supervisory Board with oversight and strategic guidance (Bezemer, et al. 2014).
· The company’s largest shareholder is Maxingvest AG, holding a significant controlling stake.
· Beiersdorf adheres to German Corporate Governance Code standards (Cromme, 2005), ensuring transparency, accountability, and stakeholder engagement.

[bookmark: _Toc235135090]Organisational Structure
Beiersdorf operates through a divisional structure, with two main business segments:
· Consumer Business – includes global skincare brands such as Nivea, Eucerin, La Prairie, Labello, and Hansaplast.
· tesa Business – focuses on adhesive technologies.
Nivea sits within the Consumer Business division and is managed through global brand teams, regional subsidiaries, and local market units to ensure consistent brand identity while adapting to regional consumer needs (Olegario, 2019).

[bookmark: _Toc235135091]Industry
Nivea operates in the global skincare and personal care industry, a sector characterised by High levels of competition, rapid innovation cycles, strong influence of consumer trends like natural ingredients, sustainability, dermatological efficacy. The industry has significant marketing and branding investment, with growth driven by emerging markets and digital retail channels.
The industry includes mass‑market, premium, and dermo cosmetic segments, with Nivea positioned primarily in the mass‑market skincare category.
[bookmark: _Toc235135092]Products and Services
Nivea offers a broad portfolio of skincare products (Rogers, 2021), including Nivea Crème (leading moisturiser), body lotions, body deodorants, facial skincare (cleansers, moisturisers, anti‑ageing products), Sun care (Nivea Sun), men’s grooming (Nivea Men), shower gels and Lip care (Labello/Nivea Lip).
Nivea Crème remains the brand’s most iconic product, known for its distinctive blue tin and multi‑purpose moisturising formula.

[bookmark: _Toc235135093]Markets
Nivea is one of the world’s most widely distributed skincare brands (Rogers, 2021), operates in over 170 countries, has a strong presence in Europe, Latin America, and Asia with growing penetration in Africa and the Middle East. Nivea has multi‑channel distribution including supermarkets, pharmacies, drugstores, online retailers, and direct‑to‑consumer platforms. Its mass‑market positioning allows it to target a broad demographic, from families to individual consumers seeking affordable and reliable skincare.

[bookmark: _Toc235135094]FINANCIAL POSITION
Beiersdorf maintains a strong financial position characterised by consistent revenue growth driven by the Nivea, Eucerin, and La Prairie brands. It has high levels of liquidity and low debt relative to competitors. Significant annual investment in R&D and marketing allows Nivea to remain the company’s largest revenue‑generating brand, contributing a substantial share of the Consumer Business segment’s sales (Chu, Keh, 2006).
According to the below tables taken from the Beiersdorf Annual Report 2025, revenue exceeded €900 million across the group, like the previous year. The group also increased sales and delivered a modest organic growth in Europe (44.1%) and the Americas (25.4%) with strong growth in Asia, Africa and Australia (30.5%) giving higher sales by €3 million for the year.
Group Sales  					Group Sales by Regions 2025
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[bookmark: _Toc235135095]Direct Competitors
These brands compete most closely with Nivea on price, distribution, and target audience.
· Vaseline (Unilever) – petroleum jelly and moisturisers.
· Dove (Unilever) – body care, moisturisers, and cleansing products.
· Olay (Procter & Gamble) – facial moisturisers and anti‑ageing.
· Garnier (L’Oréal) – skincare, body care, and sun care (Amalancei, 2013).
· Johnson’s (Johnson & Johnson) – family‑oriented skincare and baby care.
· Palmers – body lotions and moisturising products.
· Aveeno (Johnson & Johnson) – natural‑ingredient‑based skincare (Išoraitė, Tvaronavičienė, 2015).
These brands compete directly with Nivea Crème in moisturisation, body care, and everyday skincare.
[bookmark: _Toc235135096]Top Opportunities
Growing demand for sustainable and natural skincare offering the chance to innovate and reposition Nivea Crème. Expansion in emerging markets with rising middle‑class consumers. Growth of e‑commerce and digital marketing enabling direct consumer engagement in product R&D. Increasing interest in men’s grooming supporting Nivea Men’s expansion (Išoraitė, Tvaronavičienė, 2015). Demand for affordable, reliable skincare during economic uncertainty aligns with Nivea’s brand identity.
[bookmark: _Toc235135097]Top Threats
Intensifying competition from digital‑first brands (CeraVe, The Ordinary), rising raw material and production costs reducing profitability, stricter environmental and chemical regulations requiring reformulation, reputation risks amplified by social media and sustainability expectations in a failure to adapt could damage brand trust.
[bookmark: _Toc235135098]EXTERNAL ENVIRONMENT ANALYSIS
[bookmark: _Toc235135099]PESTEL Analysis 

	Factors
	Key Issues
	Strategic Impact

	
Political
	Trade policies, geopolitical instability, sustainability regulations
	Requires resilient supply chains and investment in sustainable operations.

	
Economic
	Inflation, exchange rate fluctuations, rising production costs, consumer spending
	Drives cost efficiency, pricing strategies, and market expansion decisions.

	
Social
	Demand for healthy, sustainable, and ethical skincare products
	Supports product innovation, customer engagement, and sustainability initiatives.

	
Technological
	Digital transformation, R&D, AI, e-commerce, manufacturing automation
	Improves innovation, operational efficiency, and customer experience.

	
Environmental
	Climate change, packaging regulations, carbon reduction, resource sustainability
	Encourages sustainable business practices and product differentiation.

	
Legal
	Product safety regulations, environmental legislation, data protection, intellectual property
	Ensures compliance, protects reputation, and reduces legal risk.


[bookmark: _Toc235135100]INTERNAL ENVIRONMENT ANALYSIS
[bookmark: _Toc235135101]Viro Framework
	Strategic Resource / Capability
	V
	R
	I
	O
	Evaluation

	Global Brand Equity and Heritage
	
	
	
	
	Sustained Competitive Advantage - Nivea's brand has been developed over more than 110 years and represents one of Beiersdorf's most valuable intangible assets. High levels of consumer trust, brand recognition and emotional attachment reduce customer switching behaviour.

	Scientific Research and Dermatological Expertise
	
	
	
	
	Sustained Competitive Advantage - Beiersdorf's investment in dermatological research and innovation creates knowledge-based capabilities that underpin product quality and credibility. The combination of scientific expertise, intellectual capital and continuous R&D investment is difficult to imitate.

	Global Distribution Network
	
	
	
	
	Competitive Parity - Although Nivea benefits from an extensive global distribution system across supermarkets, pharmacies, and digital channels, competitors such as L'Oréal, Unilever and Johnson & Johnson possess similar international capabilities. 

	Supply Chain and Manufacturing Capability
	
	
	
	
	Competitive Parity - Efficient manufacturing and procurement support cost efficiency and product consistency. 

	Consumer Trust and Brand Loyalty
	
	
	
	
	Sustained Competitive Advantage - Consumer trust has been built through consistent product quality, safety and reliability across generations. This reputation significantly lowers customer acquisition costs and strengthens repeat purchasing behaviour. 

	Sustainability Capability (Care Beyond Skin Strategy)
	
	
	
	
	Temporary Competitive Advantage - Sustainability initiatives increasingly influence consumer purchasing decisions and strengthen corporate reputation. However, many multinational competitors are making similar investments in ESG initiatives. 


[bookmark: _Toc235135102]SWOT Analysis 
	Strength
	Globally recognised, strong brand loyalty, extensive R&D capabilities, efficient global supply chain, strong financial resources.

	Weakness
	Heavy dependence on Nivea brand, increasing operating costs, slower innovation compared to competitors, limited growth opportunities.

	Opportunity
	Growing demand for sustainable skincare, expansion in emerging markets, digital transformation and e-commerce, demand for personalised and science-based skincare, strategic partnerships and innovation.

	Threats
	Intense competitive rivalry, changing customer preferences, economic and inflation, supply chain disruption, increasing regulatory requirements, growth of niche brands.



The analysis’s show that Nivea Creme's major internal strengths are its globally recognised brand, strong customer loyalty, efficient operations, extensive distribution network, and continuous innovation under Beiersdorf. However, key internal issues include the need to maintain product differentiation, invest in sustainable operations and packaging, adapt to changing consumer preferences, and manage rising operational costs. Addressing these issues will help Nivea Creme sustain its competitive advantage in the global skincare industry.

[bookmark: _Toc235135103]COMPREHENSIVE AND HOLISTIC VIEW OF NIVEA CRÈME
[bookmark: _Toc235135104]Corporate Social Responsibility (CSR) Strategy and Alignment with Business Objectives
Corporate Social Responsibility (CSR) has become a strategic priority for organisations operating in the global skincare industry. Consumers increasingly expect companies to demonstrate ethical business practices, environmental responsibility, and social commitment alongside delivering high-quality products (Safitri, Akbar, 2027). For Nivea Creme, manufactured by Beiersdorf, CSR is integrated into its long-term corporate strategy through sustainability, responsible sourcing, climate protection, and inclusive skincare innovation.
Beiersdorf's sustainability strategy, commonly referred to as Care Beyond Skin, focuses on creating long-term value for consumers, society, and the environment. The strategy aims to reduce environmental impacts while maintaining product quality and strengthening customer trust (Diller, 2010). Key priorities include reducing carbon emissions, improving sustainable packaging, ensuring responsible sourcing of raw materials, promoting diversity and inclusion, and supporting community health initiatives. These initiatives demonstrate that CSR is no longer viewed as a philanthropic activity but as a strategic capability that contributes to competitive advantage.
Beiersdorf has committed to reducing greenhouse gas emissions throughout its operations and has committed to being Net Zero by 2045 (Beierdorf, 2025).  The company is also investing in recyclable and reusable packaging to minimise plastic waste and improve circularity. Such initiatives respond directly to growing consumer concerns regarding environmental sustainability and increasing regulatory expectations within the European Union and international markets.
The company also demonstrates social responsibility through ethical sourcing practices, employee development programmes, and dermatological research that promotes healthy skin for diverse populations. Investments in scientific research enable Nivea Creme to develop products suitable for different skin types while maintaining high safety standards. These activities strengthen customer confidence and reinforce the company's reputation as a trusted skincare brand (Dimitrova, 2024).

[bookmark: _Toc235135105]Balanced Scorecard Analysis of Nivea Crème
The Balanced Scorecard, developed by Robert S. Kaplan and David P. Norton (1992), provides a comprehensive framework for measuring organisational performance beyond traditional financial indicators. It evaluates organisational success from four perspectives: Financial, Customer, Internal Business Processes, and Learning and Growth. The framework enables organisations to translate strategic objectives into measurable performance indicators that support continuous improvement (Kaplan, 2001).
For Nivea Creme, the Balanced Scorecard aligns closely with Beiersdorf's mission of providing trusted, innovative, and sustainable skincare products while achieving long-term profitable growth.

[bookmark: _Toc235135106]Financial Perspective
The financial perspective focuses on achieving sustainable profitability and delivering value to shareholders. Strategic objectives are to increase global sales revenue, improve operating profit margins, reduce production and supply chain costs and achieve sustainable long-term growth (MEFFORD, 2011). Key Performance Indicators (KPIs) are annual revenue of growth, operating profit margin, return on investment (ROI), gross profit margin and manufacturing cost per unit.
The target is to achieve consistent annual revenue growth, improve operating margins through operational efficiency, reduce manufacturing costs via automation and sustainable production and increasing their market share in premium skincare categories. Financial success provides the resources necessary to fund research, sustainability programmes, and international market expansion. Strategic initiatives are to expand digital sales channels, to improve supply chain efficiency and increase investment in product innovation by optimising manufacturing processes using renewable energy technologies. 

[bookmark: _Toc235135107]Customer Perspective
Customer satisfaction is central to Nivea Creme's competitive strategy because trust and brand loyalty are critical determinants of repeat purchases (Kaplan, Norton, 1996).
Strategic Objectives are to increase customer satisfaction, strengthen global brand loyalty, improve customer experience across digital and physical channels and expand customer base among younger consumers.
Key Performance Indicators (KPIs) are customer satisfaction scores, net promoter Score (NPS), customer retention rate, brand awareness and market share (Rogers, 2021). Targeting high customer satisfaction ratings, customer retention increase, online customer engagement growth and market penetration expansion in emerging economies.
Strategic Initiatives would be to personalise digital marketing campaigns, social media engagement, continuous product quality improvement and sustainable packaging that reflects consumer values. Strong customer relationships enhance long-term profitability while protecting Nivea Creme's brand reputation.

[bookmark: _Toc235135108]Internal Process Business Perspective
Internal processes determine how efficiently an organisation delivers value to customers through a group of organised actions (Vergidis, Turner, Tiwari, 2008). Strategic objectives to improve manufacturing efficiency, strengthen product innovation, enhance supply chain resilience and improve environmental sustainability throughout operations.
Key Performance Indicators (KPIs) include manufacturing cycle time, product defect rate, research and development investment, supply chain delivery performance and carbon emissions per product. Targeting reducing production lead times, minimise product defects, increase innovation output, reduce carbon emissions across manufacturing facilities.
Strategic Initiatives involve investing in advanced manufacturing technologies, expanding automation, improve supplier collaboration, introduce recyclable packaging and increase the use of renewable energy. Efficient internal processes improve product quality, reduce costs, and strengthen environmental performance.

[bookmark: _Toc235135109]Learning and Growth Perspective
Long-term organisational success depends on employee capabilities, innovation, and organisational learning.
Strategic Objectives are to develop employee skills, foster innovation, promote diversity and inclusion and strengthen digital capabilities (Andoga, 2020). Key Performance Indicators (KPIs) include employee engagement score, employee training hours, innovation rate with new product launches, staff retention rate and employee productivity.
Targeting annual employee training increase, improving employee engagement, accelerate innovation cycles and enhance digital competencies across the workforce (Andoga, 2020). Strategic Initiatives will include leadership development programmes, continuous professional training, investment in research and development, digital transformation initiatives and diversity and inclusion programmes.
A skilled and motivated workforce enables Beiersdorf to maintain product innovation while responding quickly to changing consumer preferences.

[bookmark: _Toc235135110]Critical Evaluation of the Balanced Scorecard
The Balanced Scorecard provides significant advantages because it integrates both financial and non-financial performance measures. Rather than focusing solely on profitability, it encourages managers to consider customer satisfaction, operational efficiency, employee development, and innovation simultaneously. For Nivea Creme, this holistic approach supports strategic alignment between sustainability objectives and commercial performance.
However, implementation also presents challenges. Selecting appropriate KPIs can be complex, particularly for intangible measures such as customer loyalty, innovation capability, and brand reputation. Additionally, sustainability initiatives often require substantial investment before financial benefits become visible, making short-term performance evaluation more difficult.

[bookmark: _Toc235135111]STRATEGIC CHOICES AVAILABLE TO NIVEA CRÈME 
Business-level strategy focuses on how an organisation competes successfully within its industry to achieve sustainable competitive advantage. For Nivea Creme, operating within the highly competitive global skincare market, the most relevant strategic choices are cost leadership and differentiation. While both strategies offer opportunities for growth, differentiation represents the company's primary source of competitive advantage (Valipour, 2012).
[bookmark: _Toc235135112]Cost Leadership Strategy
A cost leadership strategy seeks to become the lowest-cost producer within an industry while maintaining acceptable product quality (Li, Li, 2008). For Nivea Creme, this strategy can be achieved through economies of scale, efficient manufacturing processes, streamlined supply chains, and effective procurement practices. As part of Beiersdorf's global operations, Nivea benefits from large-scale production facilities, established supplier relationships, and extensive international distribution networks that reduce production and logistics costs.
Cost leadership enables Nivea Creme to offer affordable skincare products to a broad customer base while remaining profitable (Alberti, 2018). Competitive pricing is particularly important in emerging markets, where consumers are more price sensitive. In addition, operational efficiencies such as automation, digital supply chain management, and sustainable manufacturing practices help reduce costs while supporting environmental objectives.
However, relying primarily on cost leadership presents several challenges. Aggressive price competition can reduce profit margins, while competitors such as Dove, Vaseline, and private-label brands may imitate cost-saving practices. Furthermore, excessive cost reduction could limit investment in research, product innovation, and marketing, potentially weakening the brand's long-term competitive position as we have seen with Farmec (Amalancei, 2013).

[bookmark: _Toc235135113]Differentiation Strategy
Differentiation is the strategy that most closely reflects Nivea Creme's current market position. This approach involves offering products that consumers perceive as unique and superior to those of competitors (Arianpoor, Moghaddampoor, 2024). Nivea has successfully differentiated itself through its strong brand heritage, high product quality, dermatological expertise, trusted skincare solutions, and continuous product innovation.
Brand reputation remains one of Nivea Creme's strongest competitive assets. Having served consumers for more than a century, the brand has established high levels of trust, reliability, and emotional attachment across multiple generations. This reputation allows Nivea to command customer loyalty despite intense market competition (Rogers, 2021).
Innovation further strengthens differentiation. Continuous investment in research and development enables Beiersdorf to improve product formulations, introduce environmentally friendly packaging, and respond to changing consumer preferences for sustainable and skin-friendly products. Marketing campaigns that emphasise family care, skin health, and inclusivity further reinforce the brand's distinctive identity.
Differentiation also supports premium pricing in selected product categories because consumers are willing to pay more for products, they perceive as safe, reliable, and effective. Nevertheless, sustaining differentiation requires continuous investment in innovation, branding, customer engagement, and sustainability initiatives. Consumer expectations evolve rapidly, requiring Nivea to continually adapt to market trends and technological developments (Alberti, 2018).

[bookmark: _Toc235135114]Critical Evaluation of Strategic Choices
Cost leadership enables operational efficiency and competitive pricing, helping the company maintain strong market share across global markets. However, competing primarily on price is increasingly difficult due to intense competition from multinational companies and low-cost private-label brands.
Differentiation provides a more sustainable competitive advantage because it is supported by valuable intangible resources, including brand equity, customer trust, scientific expertise, and continuous innovation. These resources are difficult for competitors to replicate and align closely with the findings of the earlier VRIO analysis.
Rather than pursuing a pure cost leadership strategy, Nivea effectively combines operational efficiency with product differentiation. This hybrid approach enables the company to offer high-quality skincare products at affordable prices while maintaining strong profitability and customer loyalty. Investments in sustainability, digital transformation, and product innovation further strengthen this competitive position by responding to changing consumer preferences and regulatory requirements.
[bookmark: _Toc235135115]Recommended Business Strategy for Nivea Creme
Following the evaluation of Nivea Creme's business-level strategic options, a differentiation strategy supported by operational cost efficiency is the most appropriate approach for sustaining long-term competitive advantage (Banker, Mashruwala, Tripathy, 2014). Although cost leadership enables Nivea to compete effectively in price-sensitive markets, differentiation better aligns with the company's brand heritage, innovation capabilities, customer expectations, and sustainability commitments. This recommendation is supported by Porter's Five Forces framework, which highlights the competitive pressures within the global skincare industry.
[bookmark: _Toc235135116]Evaluation Using Porter's Five Forces
[image: ]Porter's Five Forces provides a useful framework for evaluating industry attractiveness and determining the most suitable competitive strategy (Dobbs, 2014).

[bookmark: _Toc235135117]Threat of New Entrants – Moderate
The skincare market continues to attract new entrants due to growing consumer demand and the expansion of e-commerce. However, building a globally recognised skincare brand requires significant investment in research and development, marketing, distribution networks, and regulatory compliance. Nivea's more than 100-year heritage, strong customer trust, and global presence create substantial barriers to entry. A differentiation strategy further strengthens these barriers by reinforcing customer loyalty and brand recognition.

[bookmark: _Toc235135118]Bargaining Power of Suppliers – Low to Moderate
Beiersdorf sources raw materials from a diversified global supplier network, reducing dependence on individual suppliers. Nevertheless, increasing demand for sustainable and ethically sourced ingredients may increase supplier bargaining power and production costs. Through long-term supplier partnerships, strategic procurement, and investment in sustainable sourcing, the company can minimise supply chain risks while maintaining product quality.

[bookmark: _Toc235135119]Bargaining Power of Buyers – High
Consumers have access to numerous skincare brands, including Dove, Vaseline, CeraVe, Neutrogena, and private-label alternatives. Low switching costs increase customer bargaining power, making product differentiation essential. Nivea's reputation for quality, safety, dermatological expertise, and reliable skincare solutions reduces customers' willingness to switch solely based on price. Continued innovation and superior customer experience therefore remain critical competitive advantages.

[bookmark: _Toc235135120]Threat of Substitute Products – High
Consumers can easily substitute Nivea Creme with alternative moisturisers, organic skincare products, cosmetic oils, or specialist dermatological creams. The increasing popularity of natural and clean beauty products further intensifies substitution threats. Continuous investment in product innovation, environmentally friendly packaging, and scientifically validated skincare solutions enables Nivea to maintain consumer preference despite the availability of substitutes.

[bookmark: _Toc235135121]Competitive Rivalry – Very High
The global skincare industry is characterised by intense competition among multinational companies such as Unilever, L'Oréal, Johnson & Johnson, Procter & Gamble, and numerous regional brands. Competitors invest heavily in innovation, digital marketing, sustainability, and product development. Under these conditions, competing primarily on price would be difficult to sustain. Differentiation enables Nivea to compete on perceived value rather than cost, reducing direct price competition and strengthening long-term profitability.

[bookmark: _Toc235135122]Why Differentiation is the Most Appropriate Strategy
A differentiation strategy is the most appropriate business-level strategy for Nivea Creme because it enables the brand to create superior customer value while maintaining a sustainable competitive advantage in the highly competitive global skincare industry. Differentiation involves offering products that customers perceive as unique, allowing firms to compete on quality, innovation, and brand value rather than on price alone (Sharp, Dawes, 2001). For Nivea, this strategy aligns closely with its long-established brand reputation, scientific expertise, product quality, and commitment to sustainability.
One of Nivea's greatest competitive strengths is its brand equity. With more than 110 years of heritage, Nivea has built a reputation for producing safe, reliable, and effective skincare products. This long-standing consumer trust has resulted in strong brand loyalty, making customers less likely to switch to competitors despite the availability of lower-priced alternatives. Unlike product formulations, which competitors can imitate, brand reputation is an intangible resource that has been developed over decades and therefore represents a significant barrier to imitation.
Another key factor supporting differentiation is continuous innovation. Beiersdorf invests heavily in research and development to improve product formulations, develop dermatologically tested skincare products, and introduce more sustainable packaging solutions (Ray, 2013). These innovations enable Nivea to respond to evolving consumer preferences, particularly the increasing demand for environmentally responsible, scientifically proven, and skin-friendly products. Continuous innovation also helps maintain the brand's relevance in a rapidly changing market where consumer expectations are constantly evolving.
The recommendation is further supported by the VRIO Framework, which identifies Nivea's brand reputation, scientific expertise, and customer trust as valuable, rare, difficult to imitate, and effectively organised resources. These capabilities provide a sustained competitive advantage because they cannot be easily replicated by competitors. In contrast, operational capabilities such as manufacturing efficiency and distribution networks, while important, are widely shared across the cosmetics industry and therefore provide only competitive parity.
Porter's Five Forces also reinforce the case for differentiation. The skincare market is characterised by intense competitive rivalry, high buyer bargaining power, and numerous substitute products. Under these conditions, competing primarily through cost leadership would expose Nivea to price wars and declining profit margins. By differentiating through trusted quality, innovation, scientific credibility, and sustainability, Nivea reduces customer price sensitivity and strengthens brand loyalty.
Overall, differentiation enables Nivea Creme to leverage its unique resources, respond effectively to changing consumer expectations, and maintain a strong market position. Supported by continuous innovation, sustainability initiatives, and its globally recognised brand, this strategy provides the strongest foundation for achieving long-term competitive advantage and sustainable business growth.

[bookmark: _Toc235135123]Real-World Evidence Supporting the Strategy
Beiersdorf has consistently invested in dermatological research, sustainable product development, and digital transformation to strengthen Nivea's market position (Prange, Schlegelmilch, 2018). Recent innovations include improvements in recyclable packaging, greater use of renewable materials, and increased investment in climate-neutral manufacturing processes. The company has also expanded digital marketing and e-commerce capabilities to improve customer engagement and respond to changing purchasing behaviours.
These initiatives demonstrate that Nivea competes successfully by delivering superior value rather than engaging solely in price competition. Similar strategies have been adopted by premium skincare brands such as La Roche-Posay and CeraVe, which compete through scientific credibility, product quality, and consumer trust rather than low pricing.

[bookmark: _Toc235135124]Potential Implementation Challenges and Mitigation Strategies
Despite its advantages, implementing a differentiation strategy presents several challenges.
Rising innovation and sustainability costs may reduce short-term profitability because investments in research, environmentally friendly packaging, and renewable energy require significant financial resources. To address this challenge, Beiersdorf should continue improving operational efficiency, increase manufacturing automation, and prioritise high-impact sustainability projects that deliver both environmental and financial benefits.
Rapidly changing consumer preferences require continuous product innovation. Growing demand for natural ingredients, personalised skincare, and digital customer experiences increases pressure on product development. The company should strengthen consumer research, utilise data analytics to identify emerging trends, and accelerate research and development cycles.
Intense global competition remains another significant challenge. Competitors continually introduce innovative products and invest heavily in marketing. Nivea should reinforce its competitive position by leveraging its strong brand heritage, expanding digital engagement, and further differentiating through scientific research and sustainability leadership.
Supply chain disruptions caused by geopolitical uncertainty, climate change, or raw material shortages may affect production efficiency. Diversifying suppliers, strengthening strategic partnerships, increasing local sourcing where appropriate, and investing in digital supply chain monitoring can improve resilience.
Finally, maintaining global brand consistency while adapting to local markets requires careful strategic management. Although Nivea benefits from a globally recognised brand, consumer preferences vary across countries. Adopting a "global strategy with local adaptation" enables the company to maintain brand identity while tailoring products, marketing campaigns, and communication to regional consumer needs.

[bookmark: _Toc235135125]REFLECTIVE ACCOUNT USING GIBBS' REFLECTIVE CYCLE
[image: ]

[bookmark: _Toc235135126]Description
This assignment required me to carry out a strategic analysis of Nivea Creme by applying a range of strategic management theories and frameworks. Throughout the report, I examined the company's external and internal environments using tools such as PESTLE analysis, Porter's Five Forces, the VRIO Framework, Value Chain Analysis, the Balanced Scorecard, and Porter's Generic Strategies. I also evaluated Beiersdorf's Corporate Social Responsibility (CSR) strategy and recommended the most appropriate business-level strategy for Nivea Creme.
To complete the report, I gathered information from a variety of sources, including academic books, journal articles, Beiersdorf's annual and sustainability reports, and other reliable business publications. I then analysed the information and linked it to the relevant strategic management theories to develop evidence-based conclusions and recommendations.

[bookmark: _Toc235135127]Feelings
When I first started the assignment, I felt quite confident about the individual strategic models because I had studied them during the module. However, I soon realised that understanding a framework and applying it effectively to a real organisation are two very different things. At times, I felt overwhelmed by the amount of information available and found it difficult to decide which points were most relevant to include.
One of my biggest concerns was ensuring that the report was analytical rather than descriptive. I often found myself explaining what Nivea was doing instead of critically evaluating why those actions were strategically important. As I continued researching and revising my work, I became more confident in linking theory with practice. Seeing how different strategic frameworks complemented each other also made the report more meaningful and enjoyable to complete.

[bookmark: _Toc235135128]Evaluation
Looking back, I believe there were several aspects of the assignment that went well. I was able to use a wide range of academic sources and company reports to support my analysis, which strengthened the credibility of my arguments. I also found that using several strategic frameworks helped me develop a more balanced understanding of Nivea Creme's competitive position instead of relying on a single model.
Another positive aspect was recognising the connections between the different theories. For example, the strengths identified in the VRIO Framework helped justify why differentiation was the most suitable business strategy, while Porter's Five Forces explained the competitive pressures that made this strategy necessary. The Balanced Scorecard then showed how the recommended strategy could be translated into measurable organisational performance.
Despite these positives, there were also challenges. Some of the frameworks covered similar issues, and I found it difficult to avoid repeating the same points in different sections of the report. I also realised that not all online information was equally reliable, so I had to spend time checking company reports and academic sources to ensure that my evidence was accurate and up to date.

Analysis
Completing this assignment helped me understand that strategic management is not simply about applying theoretical models independently. Instead, effective strategic analysis requires combining different frameworks to build a complete picture of an organisation's situation before making recommendations.
I also realised the importance of supporting strategic decisions with evidence rather than opinion. For example, recommending a differentiation strategy for Nivea Creme became much stronger when I supported it with findings from the VRIO Framework, Porter's Five Forces, the Balanced Scorecard, and Beiersdorf's sustainability strategy. This made my recommendations more logical and convincing.
Another important lesson was the value of critical thinking. Rather than accepting information from one source, I learned to compare different viewpoints, question the evidence, and think more carefully about how theory applies in practice. This helped me move beyond simply describing business activities and towards producing a more critical and balanced analysis.

[bookmark: _Toc235135129]Conclusion
Overall, this assignment has significantly improved my understanding of strategic management and how different theories can be applied to analyse a real organisation. It has also strengthened my research, analytical, and academic writing skills. More importantly, it has shown me that successful strategic decision-making depends on considering both internal capabilities and external market conditions rather than focusing on a single aspect of the business.
If I were to complete this report again, I would start my research earlier and spend more time planning the structure before beginning to write. I also think I could strengthen my analysis by comparing Nivea more extensively with its major competitors, which would provide additional evidence to support my conclusions.

[bookmark: _Toc235135130]Action Plan
This experience has helped me identify several areas that I would like to improve in future assignments. Firstly, I want to continue developing my academic research skills by making greater use of peer-reviewed journal articles and industry reports. This will help me produce more evidence-based and critical discussions.
Secondly, I want to improve my ability to write more critically by evaluating different perspectives rather than simply explaining theories or describing organisational practices. I also intend to improve my time management by starting future assignments earlier, allowing more time for reading, reviewing, and editing my work.
Finally, I plan to continue using reflective practice throughout my studies. Reflecting on both my strengths and areas for improvement has helped me recognise how much I have learned during this assignment and has given me greater confidence in applying strategic management concepts to real business situations. I believe the knowledge and skills I have gained will be valuable not only in future academic work but also in my professional career.
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