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[bookmark: _Toc235471555]Executive Summary 
This report will analyse the market positioning of Unilever's Dove brand in the German personal care products market․ Furthermore possible implications on the current marketing strategy and the internal and external environment of the brand within the market shall be analysed in order to improve the long term competitive advantage․ Based on management theory and tools‚ PESTEL analysis‚ VRIO analysis‚ SWOT analysis‚ Porter's Generic Strategies‚ Porter's Five Forces‚ the Balanced Scorecard‚ and the SAFe evaluation framework have been utilised for this analysis․
Dove has a strong international brand image․ The company's product innovation and sustainability leadership are widely recognised․ Other strengths are its purpose-driven marketing and its Real Beauty campaign․ The company's weaknesses include competition‚ changing consumer habits‚ increasing sustainability costs‚ evolving environmental regulations and supply chain issues in Germany and other countries․ Nonetheless‚ Dove's differentiating proposition positions the brand well to deliver on sustained long-term growth through high-quality product innovation and responsible sourcing and production efforts․
The recommendations are the following based on the previously mentioned factors: invest in sustainable product innovation‚ expand AI-enabled digital marketing and customer engagement‚ develop the supply chain by ethical sourcing and supplier diversification and expand purpose-driven projects such as the Dove Self-Esteem Project․ The implementation of these recommendations creates stakeholder value‚ reinforces the brand's competitive advantage‚ and enables the Dove brand to succeed in the German personal care market․
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SECTION 1
[bookmark: _Toc235471557]1. Organisational Context and Overview 
[bookmark: _Toc235471558]1.1 Company Background
Unilever was founded in‌ 1929 with the merger of Margarine Unie‚ a Dutch margarine company‚ and Lever Brothers‚ a British soap maker‚ and is now one of the largest FMCG companies․ Operating in over 190 markets with 3․4 billion daily consumer interactions around the world‚ it has a thorough portfolio of brands in‌ beauty and wellbeing‚ personal care‚ home care‚ nutrition and ice cream․ Its global strategy prioritises innovation‚ sustainability‚ and strong responsiveness to local markets‚ allowing the company to maintain a competitive position in both the mature and emerging markets (Ismayilova‚ 2024)․ Moreover‚ Unilever seeks to co-create value with suppliers and business partners‚ as well as to improve its corporate image and long-term competitive position (Iglesias et al․‚ 2023)․
[bookmark: _Toc235471559]1․2 Dove Brand Overview
Introduced in 1957 as a moisturising beauty bar‚ Dove has become a personal care brand with a range of body wash‚ shampoo‚ conditioner‚ deodorants‚ skincare‚ and men's grooming and baby products․ Dove's brand positioning‚ different from other personal care brands‚ is based on real beauty‚ inclusivity‚ and skin health rather than unattainable beauty․ Its value proposition centers on dermatologically tested products and their emotional appeal‚ especially the internationally recognised Real Beauty platform․ This has created long-lasting customer loyalty and is the basis of global brand equity for Dove․ Its unique selling proposition (USP) is the combination of science based skin care formulations with a social cause brand‚ promoting self-esteem and body confidence (Tserenbat et al․‚ 2024)․
[bookmark: _Toc235471560]

1․3 Mission
Unilever's goal is to make sustainable living commonplace by producing health and wellbeing products and reducing environmental impact․ This mission extends commercial success‚ creating long-term value to the environment and society‚ and improving the competitive advantage by integrating sustainable responsibility into the business (Hong‚ 2025)․
[bookmark: _Toc235471561]1․4 Vision
In line with this vision‚ Unilever has set out to be the world's best supplier of sustainable consumer goods‚ providing superior consumer value‚ social value and environmental value․ It reflects a long-term planned planning approach to innovation‚ sustainable growth‚ and value creation for stakeholders (Hong‚ 2025)․
[bookmark: _Toc235471562]1․5 Business Model
Unilever's success comes from product innovation‚ global supply chain management‚ close relations with retailers‚ digital and e-commerce channel management‚ and premium brand status with high pricing․ Revenue is generated through direct sales to supermarkets‚ pharmacies‚ e-commerce platforms‚ and wholesale distributors․ In addition‚ calculated collaboration with suppliers and innovation networks strengthens operational efficiency and competitive advantage (Laursen and Andersen‚ 2023)․
[bookmark: _Toc235471563]1․6 German Market Overview
Germany is one of Europe's largest markets for beauty and personal care․ Consumers have relatively high purchasing power‚ and demand is increasing for sustainable cosmetics and sustainable packaging․ Consumer preferences for quality and ethical production indicate Dove's sustainability plan will be positively received (Ruf et al․‚ 2024)․
[bookmark: _Toc235471564]
1.7 Competitor Analysis
	Competitor
	Competitive Strength
	Position Relative to Dove

	Nivea (Beiersdorf)
	Strong heritage‚ trusted skincare expertise and leading position in Germany
	Dove's main rival within Germany

	L'Oréal
	Premium innovation across a thorough portfolio‚ globally-based research and development
	Strong presence in multiple personal care categories

	Pantene (P&G)
	A major haircare brand with a substantial advertising budget
	Its main focus is hair care

	Henkel
	Strong local manufacturing capability and established personal care brands
	Competes in select beauty and personal care categories

	Palmolive (Colgate-Palmolive)
	Competitive pricing on a wide variety of household products․
	Main competition is with the soap and body-care lines


Table 1: Competitor Analysis
[bookmark: _Toc235471565]2. External and Internal Analysis 
[bookmark: _Toc235471566]2.1 External Analysis (PESTEL) 
Political Factors
Germany's business environment is stable with transparent government institutions and‌ economic policies․ As a‌ member of the European Union (EU) Germany follows the harmonised cosmetics legislation of the EU‚ including product safety‚ transparency on cosmetic product ingredients and sustainability criteria․ Cosmetic products sold in‌ Germany must be tested for safety in compliance with the EU Cosmetics Regulation (EC No․ 1223/2009)․ Increasing government incentives to sustainable production‚ carbon‌ neutrality‚ and circular economy enables companies to invest in sustainable production and sustainable manufacturing processes with lower environmental impact (Pastoukhova‚ 2025)․ Within the European Single Market‚ Dove benefits from trade policies such as lower trade barriers and harmonised standards‚ meaning it has‌ relatively efficient access to producers and consumers from across Europe․ However‚ geopolitical tensions‚ new international trade deals and protectionist policies threaten to increase raw‌ materials costs and cause uncertainty for multinational companies such as Unilever (Ismayilova‚ 2024)․
Economic Factors
Germany is the largest economy in Europe and a key market for premium personal care products due to its high disposable incomes and a more mature and established customer base relative to other countries․ Despite the inflation affecting consumer spending‚ German consumers continue to have a preference for premium skin and personal care products‚ with value and sustainability being major purchase motivations (Vyansa Intelligence‚ 2025)․
Exchange rate fluctuations affect Unilever's input costs‚ as it sources many of its raw materials outside its primary markets․ Increasing fuel and labor prices have raised the cost of manufacturing and transporting FMCG products․ Germany's growing GDP and established retail structure bode well for the long-term prospects of brands like Dove (Mordor Intelligence‚ 2018; Kivioja‚ 2024)․
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Figure 1: PESTEL analysis
Sources: (Ismayilova‚ 2024)
Social Factors
The market for ethical‚ cruelty-free and sustainable personal care brands is growing due to rising health and environmental awareness among German consumers․ More businesses are focusing on their ethical values and environmental and social impact‚ rather than just the quality of their products․ Dove's Real Beauty campaign‚ which has a long history of promoting positive body image‚ is in a good position to capitalise on these changes (Aksu‚ 2023)․
Sales of vegan cosmetics and personal care products‚ including those from natural sources‚ increased considerably․ According to studies‚ German consumers are particularly interested in natural ingredients‚ sustainable packaging and transparency about the sourcing of cosmetics (Ruf et al․‚ 2024)․ Furthermore‚ growing consumer awareness and concerns around plastic waste have increased demand for brands to adopt recyclable and refillable packaging options (Siddiqui et al․‚ 2023)․
Germany's population is ageing‚ and as older consumers tend to look for high-end‚ anti-ageing‚ and dermatologically tested beauty products‚ this trend offers an opportunity for more targeted product lines that maintain Dove's inclusive positioning․
Technological Factors
Digital marketing technology‚ artificial intelligence (AI)‚ automation and e-commerce are transforming the global FMCG industry․ For example‚ Unilever uses AI to help analyse consumer data‚ personalise marketing‚ improve customer engagement and optimise product recommendations․ Digital retail platforms have also become a factor due to the omnichannel purchasing behaviour of German consumers (George and George‚ 2023)․
Automating manufacturing and supply chain operations can increase productivity and reduce costs․ Digital transformation can also improve inventory management‚ forecast accuracy‚ and supply chain resilience to better meet the changing demands of customers (Tazvivinga and Samuels‚ 2024)․
Given innovation being a competitive necessity in the German cosmetics industry‚ Dove must continue to invest in product innovations‚ dermatological tests‚ eco-friendly packaging‚ and natural ingredients to maintain its advantage․ Furthermore‚ the digitalization of business models is changing how the FMCG sector brings products to market‚ so companies need to create omnichannel shopping experiences (Zolinski‚ 2023)․
PESTEL Summary Table
	Factor
	Opportunities
	Threats

	Political
	Stable German government‚ European Union market integration and sustainability policies (Pastoukhova, 2025).
	Higher compliance costs‚ geopolitical risk and trade disruptions (Ismayilova, 2024).

	Economic
	High purchasing power‚ resilient economy and demand for premium skincare
	Inflation‚ currency fluctuations‚ and increases in manufacturing and logistics costs

	Social
	Growing demand for ethical beauty‚ vegan products‚ aging population‚ sustainability concerns
	Rapid shifts in consumer preferences and stronger niche brand competition

	Technological
	Artificially clever marketing‚ digital retail expansions‚ automation‚ and product innovation․
	High costs of digital investments‚ cybersecurity threats and rapid technological changes

	Environmental
	Focus on circular economy‚ recyclable packaging‚ sustainable sourcing‚ renewable energy
	Carbon reduction costs‚ plastic waste regulations‚ reputation risk through greenwashing

	Legal
	Consumer confidence due to product safety legislation‚ barriers to entry for potential competitors‚ access to EU market
	This complicates regulation‚ increases the risk of non-compliance with the GDPR and chemical regulations․


Table 2: PESTEL Summary Table
The PESTEL analysis illustrates the opportunities and threats that Dove faces in Germany arising from its external environment. Opportunities are especially strong in areas of beauty, with an emphasis on sustainability and ethics, premium skin care, and digital retail and AI powered marketing. As more people demand natural cosmetics, sustainable packaging and sustainable sourcing, Dove's sustainability and purpose-driven positioning are reinforced (Siddiqui et al., 2023). Likewise, the purchasing power and premium personal care products demand in Germany also present good growth prospects (Vyansa Intelligence, 2025). 
[bookmark: _Toc235471567]

2.2 Internal Analysis (VRIO)
The VRIO framework considers the extent to which an organisation's resources and capabilities offer it a sustainable competitive advantage through the four questions of whether they are Valuable (V)‚ Rare (R)‚ Inimitable (I)‚ and Organised (O)․ The strongest competitive advantages of Unilever's Dove brand in Germany are its reputation‚ innovation capacity‚ sustainability leadership and global operational capabilities‚ in that order․
	Resource
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Advantage

	Strong global brand reputation (Dove)
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Innovation and R&D capability
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Sustainability leadership and CSR programmes
	✓
	✓
	Moderate
	✓
	Strong competitive advantage

	Global supply chain and distribution network
	✓
	✗
	✗
	✓
	Competitive parity

	Marketing capability (Real Beauty campaign)
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Financial resources and global scale
	✓
	✗
	✗
	✓
	Temporary competitive advantage / parity


Table 3: VRIO Analysis of Dove (Unilever) in Germany


VRIO Analysis
Dove's global brand strength represents one of Unilever's most valuable calculated assets․ The strength of the brand has been built over decades and reflects consistent product quality and a clear brand purpose․ Dove's competitive advantage is based on the fact that its core message of inclusivity‚ body positivity and consumer wellbeing is hard to duplicate‚ given that it is based on long-term customer relationships‚ high brand equity‚ and corporate-level commitment․ Thus‚ Dove's brand equity meets the four criteria of the VRIO criteria‚ allowing Dove to confer a sustained competitive advantage (Iglesias et al․‚ 2023)․
Another key area is the firm's ability to innovate: Unilever spends large amounts on developing new formulations and packaging‚ and improving the way it meets changing consumer needs․ Collaboration with suppliers‚ research institutions‚ and other partners strengthens its ability to offer differentiated products and maintain production efficiency․ These capabilities are valuable‚ rare compared to rivals‚ and difficult to imitate due to the organisational learning that has amassed over time․ This is further supported by Unilever's global organisational structure (Laursen and Andersen‚ 2023)․
Another key resource is Unilever's sustainability leadership․ Through initiatives such as the Sustainable Living Plan‚ and responsible sourcing programmes‚ Unilever integrates environmental and social responsibility into its business strategy․ The value of sustainability has increased in the German cosmetics market‚ as consumers are willing to buy from sustainable brands․ Despite competitors engaging in sustainability‚ Unilever's long engagement and embedding gives it a better competitive position․ Nonetheless‚ given that sustainability practices are imitable (in the sense that other firms may eventually copy them)‚ this suggests a strong but limited competitive advantage (Hong‚ 2025)․
The company's logistics and distribution systems allow it to manufacture‚ buy and ship products both in Germany and worldwide․ This provides benefits to both the company itself and its customers․ Many other multinational fast moving consumer goods (FMCG) companies such as L'Oral and Procter & Gamble also have similar distribution systems․ Therefore‚ although these supply chains are valuable and well organised‚ they are neither rare nor difficult to imitate․ As such‚ Unilever has competitive parity in terms of this resource: neither a planned advantage nor disadvantage (Autere and Sandnes‚ 2023)․
Dove's marketing skill and brand‚ particularly its globally-adopted Real Beauty campaign‚ constitute two of the company's most meaningful intangible assets‚ and its brand has built a consumer connection built not around product performance but around authenticity‚ diversity‚ and self-esteem․ The combined communications platforms and global brand identity are difficult to imitate‚ making Dove's marketing asset a source of sustainable competitive advantage in the German personal care industry (Aksu‚ 2023)․
[bookmark: _Toc235471568]2.3 SWOT Analysis 
	Strengths
	Weaknesses

	· A recognised and trusted brand with a loyal customer base․
· Strong commitment to sustainability and corporate social responsibility․
· Innovative product portfolio and strong research and development capabilities․
· An early success for purpose-driven marketing was the Real Beauty campaign․
· Large distribution network and established retail partnerships in Germany․
	· Premium prices may not appeal to price-sensitive customers․
· Highly dependent on mature European markets for future growth․
· Sustainability efforts mean higher operating and packaging costs․
· Complex global supply chains are still vulnerable to disruption․
· Maintaining consistent brand messaging across multiple markets is difficult․

	Opportunities
	Threats

	· Rising demand for sustainable‚ ethical‚ and vegan personal care products․
· Consumer demand for recyclability and industry circular economy initiatives․
· Growth of AI-driven marketing and digital retail channels․
· Germany's ageing population drives demand for high-end skincare․
· Continues developing eco-friendly product formulations․
	· Competitors include Nivea‚ L'Oréal‚ Pantene‚ Henkel‚ and Palmolive․
· Rising inflation and production costs lead to a decrease in spending․
· Regulatory change is common in the EU cosmetics sector․
· Rapidly evolving customer preferences and the emergence of niche natural beauty companies․
· Reputational risk if commitments to sustainability are not met․


Table 4: SWOT Matrix for Dove (Unilever) in Germany
SWOT Analysis
This SWOT analysis shows that Dove's strengths in Germany are its global brand recognition‚ its marketing based on purpose‚ and continued investment in innovation‚ which give it a strong competitive position in an increasingly crowded FMCG company landscape․ Furthermore‚ Unilever's sustainability efforts increase consumer trust and match consumer trends towards more sustainable beauty products in Germany (Hong‚ 2025)․ This improves Unilever's existing advantages based on its large distribution network and financial power‚ making Dove's presence in the market and product availability strong and reliable․
There are threats to Dove as a premium brand․ This may make Dove unaffordable for hyper-price-sensitive consumers‚ particularly during times of economic uncertainty․ The second threat is associated with increased costs and decreased margins as the sustainability programmes are implemented on a wider scale․ The external environment offers several opportunities such as growing consumer awareness for ethical beauty‚ demand for recyclable packaging & vegan products which fit the sustainability efforts of Dove․ Digital transformation‚ AI marketing and growing e-commerce platforms and channels also offer opportunities for improving consumer engagement and increasing operational efficiencies․ Germany's over-65 population also offers opportunities for developing specialised skincare products that meet the needs of an aging consumer group (Ruf et al․‚ 2024)․
[bookmark: _Toc235471569]3. Comprehensive and Holistic View 
[bookmark: _Toc235471570]3.1 Corporate Social Responsibility (CSR) 
Corporate Social Responsibility (CSR) is the idea that an organisation should be a good citizen and integrate environmental‚ social and ethical concerns into its business practices․ CSR considers strategies for creating long-term competitive advantage for the firm‚ building stakeholder trust and improving the reputation of the firm․ Unilever sees CSR as part of its overall company strategy believing in making a profit with purpose and impact (Hong‚ 2025) while delivering responsible profitable growth․ One of Unilever's biggest corporate social responsibility programs is the Sustainable Living Plan‚ which seeks to minimise the company's environmental footprint while improving health‚ wellbeing‚ and livelihoods‚ across its value chain․ As part of its Climate Transition Action Plan‚ the company has set targets to reach net-zero greenhouse gas emissions‚ use more renewable energy‚ and decarbonise operations and supply chains․ Such moves would indicate Unilever's alignment with international climate targets‚ and its long-term sustainability vision (Hong‚ 2025)․ Plastic reduction is another goal of Unilever's․ Moreover‚ these measures also address the growing consumer concerns regarding plastic waste in the German FMCG market‚ where demand for sustainable packaging is increasing (Siddiqui et al․‚ 2023)․
In addition‚ Unilever fosters ethical supply chains by empowering its suppliers to procure raw materials responsibly‚ encourage responsible labor practices‚ and implement sustainability through their global supply chain (Laursen and Andersen‚ 2023)․ Unilever's corporate social responsibility strategy also includes social impact‚ which includes health and hygiene‚ education and community development as part of creating shared value for consumers‚ society and business․Because it focuses on addressing social issues rather than selling products‚ the campaign has strengthened Dove's bond and trust with consumers (Aksu‚ 2023)․ Unilever's CSR agenda therefore has a planned logic․ Meeting sustainability initiatives can improve a company's reputation with customers‚ socially responsible investors‚ regulators‚ and suppliers‚ and strengthen customer loyalty․ Thus‚ these activities differentiate Dove from the competition while highlighting purpose branding as a value proposition to stakeholders (Iglesias et al․‚ 2023)․ The implementation of CSR however has its disadvantages․ Sustainable technologies‚ ethical sourcing and compliance with environmental regulations are costly investments that incur operations expenses and can decrease profits in the short term․ Stakeholders are also concerned with sustainability claims and the risks posed by inconsistent messaging to weaken stakeholder or consumer confidence (Kusuma et al․‚ 2024)․
[bookmark: _Toc235471571]3.2 Balanced Scorecard 
The Balanced Scorecard (BSC) is a strategy performance management tool‚ used by a wide variety of organizations worldwide‚ to translate an organization's financial and calculated objectives into a set of performance objectives across four perspectives: financial‚ customer‚ internal business process‚ and learning and growth․ For Unilever's Dove brand in Germany‚ the Balanced Scorecard is a key measurement tool to monitor sustainability‚ financial performance‚ operational efficiency‚ customer and organisational performance to achieve the brand's goals․
This system allows managers to track calculated objectives and ensures that environmental and social factors are incorporated into the long-term success of their company (Hong‚ 2025)․ From a financial perspective Dove must achieve revenue growth at a sustainable rate and improve profitability despite increases in production and sustainability costs․ Its objectives include growing share of the German prestige personal care market‚ increasing operating margin and generating higher returns from Sustainable Innovation․ Such targets can be measured in terms of operating profit margin‚ annual sales growth‚ or sales revenue from sustainably manufactured product lines‚ among others․ Strategic recommendations include broadening the luxury skincare product line‚ strengthening e-commerce infrastructure‚ and utilising technology to increase operational and supply chain efficiency (Laursen and Andersen‚ 2023)․ The customer perspective seeks to maximise customer value and customer brand loyalty‚ and assess trust levels․ Dove's key business and marketing objectives should be to improve consumers' perception of the brand‚ increase customer satisfaction and improve its corporate reputation․ Expanding Real Beauty‚ enabling digital consumer engagement‚ and utilising eco-friendly packaging could help build trust and engage with German customers who increasingly seek ethical and sustainable brands (Aksu‚ 2023)․
Dove should focus on operational excellence‚ product innovation‚ and eco-sustainability across its value chain from an internal business process perspective․ The goals include reducing production carbon emissions‚ increasing recyclable or reusable packaging‚ faster product development and more ethical sourcing․ Key performance indicators in this area include the proportion of recyclable packaging‚ carbon footprint reductions‚ product development cycle time and supplier sustainability compliance․ The strategies include investments in circular economy practices‚ increased utilisation of renewable energy sources‚ and increased collaboration with suppliers for sustainability performance (Siddiqui et al․‚ 2023)․ The learning and growth perspective supports the long-term development of the organization by enabling the development of employees' skills and encouraging and creating innovation․ The goals included improving digital capabilities‚ improving employee engagement‚ and strengthening research and development․ Examples of KPIs could include hours of employee training‚ investment in innovation‚ employee engagement scores and number of new sustainable products launched․ Initiatives can include sustainability training‚ leadership development‚ digital transformation initiatives‚ and cross-organisational innovation teams that promote continuous learning and development at an organisational level (George and George‚ 2023)․
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Increase revenue and profitability
	Gains in sales‚ operating margin‚ market share
	8-10% annual sale growth; capturing share of German market
	Grow premium products‚ strengthen e-commerce‚ improve supply chain․

	Customer
	Improve customer satisfaction and brand loyalty
	Customer satisfaction‚ net promoter score (NPS)‚ brand awareness‚ retention rate
	Increase NPS and customer retention year-on-year
	Scaled-up Real Beauty campaign‚ sustainable packaging‚ digital engagement

	Internal Business Process
	Improve operational efficiency and sustainability
	These include carbon footprint‚ recyclable packaging‚ supplier compliance‚ product lead-time
	More recyclable packaging‚ less emissions․ Shorten product development cycles․
	Circular economy‚ ethical sourcing‚ renewable energy‚ and supply chain optimization․

	Learning and Growth
	Strengthen innovation and employee capability
	Training hours per employee‚ employee engagement‚ research and development investment‚ product launches
	Train workers while sustaining product innovations
	Sustainability training‚ leadership development‚ artificial intelligence‚ innovation programmes


Table 5: Balanced Scorecard for Dove (Germany)
[bookmark: _Toc235471572]4. Strategic Choices and Implementation 
[bookmark: _Toc235471573]4.1 Current Business-Level Strategy 
According to Porter's Generic Strategies‚ organizations often achieve competitive advantage by utilising cost leadership‚ differentiation‚ or focus․ Cost leadership tries to be the lowest-cost producer‚ differentiation leverages modern technology‚ and focus chooses either of these to serve a market segment․ Dove's differentiation strategy moves the brand away from cost leadership or a focus on a niche market․ The brand's differentiation strategy is based on offering high-end quality skincare products‚ scientifically formulated products‚ sustainability‚ and advertising strategies focused on purpose-driven positioning‚ including the well-known global Real Beauty ad campaign with messages on inclusivity and positive body image (Aksu‚ 2023)․
Moreover‚ by integrating innovation‚ ethical sourcing‚ and environmental sustainability into Dove's value proposition‚ Unilever can improve the brand's pricing power and customer loyalty (Hong‚ 2025)․ Therefore‚ differentiation still provides Dove with a sustainable competitive advantage in Germany's personal care market‚ as the market is both very competitive and consumers increasingly prefer quality‚ authenticity‚ and corporate social responsibility (Ismayilova‚ 2024)․
[bookmark: _Toc235471574]

4.2 Porter's Five Forces Analysis 
Competitive Rivalry – High
In Germany‚ there is a high concentration of personal care products manufacturers․ The major manufacturers are Nivea (Beiersdorf)‚ L'Oréal‚ Pantene (Procter & Gamble)‚ Henkel‚ and Palmolive․ These multinationals compete intensely with each other on innovation‚ pricing‚ promotion and sustainability to increase or defend their market share․ The number of new products released regularly and investment in research and development creates competitiveness․ Dove's emphasis on brand differentiation‚ its leadership in sustainability‚ and the Real Beauty campaign all contribute toward creating customer loyalty and competitive advantage for the brand (Ismayilova‚ 2024)․
Threat of New Entrants – Low to Moderate
The threat of new entrants is low to moderate as it requires the highest research and development costs‚ and compliance with strict European Union (EU) regulations‚ broader networks of stakeholders‚ and high consumer expectations of product safety and sustainability (Radhika et al․, 2025)․ Although small brands can reach niche markets due to e-commerce‚ niche brands must compete with established brands such as Dove which has relatively high brand equity․
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Figure 2: Porter's Five Forces
Sources: (Laursen and Andersen‚ 2023)
Threat of Substitutes – Moderate
Threat of substitutes: Moderate․ Other skincare brands‚ natural cosmetics brands‚ organic brands‚ or private label brands may be substitutes when a consumer is interested in price‚ sustainability‚ or ingredient transparency․ However‚ the growing trend of veganism and sustainable beauty products increases the likelihood of substitute products in the beauty industry․ Dove's positive attitude‚ science-based products‚ and brand commitment reduce the threat of substitute products (Ruf et al․‚ 2024)․
Buyer Power– High
German consumers have important buyer power‚ with many competing brands available across online and offline channels‚ and the ability to compare prices‚ product quality‚ sustainability credentials and customer reviews before making a purchasing decision․ Consumer awareness in terms of ethical beauty products and sustainability further heightens the buyer bargaining power and requires Dove to constantly innovate and provide superior customer value (Siddiqui et al․‚ 2023)․
Supplier Power– Moderate
Supplier power is moderate․ Unilever can leverage economies of scale in procurement‚ and has cultivated strong relationships with suppliers‚ but sustainable sourcing and green packaging are more difficult to maintain․ A requirement for ethical sourcing and concerns about climate change impacts within the supply chain may increase supplier power and the cost of buying․ However‚ this is moderated by a collection of suppliers globally‚ making supply chains more resilient overall (Laursen and Andersen‚ 2023)․
[bookmark: _Toc235471575]4.3 SAFe Evaluation 
· Suitability: The calculated fit considers whether the proposed market entry strategy involves a clear response to the opportunities and threats identified by the PESTEL analysis‚ SWOT analysis‚ and Porter's Five Forces Model․ Increasing consumer demand for more sustainable and ethical beauty products and environmental-related regulations in Germany fit Dove's innovative‚ ethical‚ and sustainable positioning․ This is consistent with Unilever's long-term sustainability goals and contributes to its competitive advantage (Hong‚ 2025)․
· Acceptability: This is acceptable to stakeholders because it offers value to consumers‚ shareholders‚ employees‚ suppliers and society overall‚ with consumers gaining value through sustainable‚ high-quality products․ Investors benefit from accelerated long-term growth in brand and corporate reputation‚ and the model helps Unilever achieve its environmental and social goals‚ improving relationships with key stakeholders (Iglesias et al․‚ 2023)․
· Feasible: Unilever's financial capabilities‚ global and well-connected R&D function‚ strong distribution channels and experience in driving sustainability initiatives contribute to the feasibility of the proposed strategy․ These organisational resources are vital to ensure Dove can successfully implement the strategy and maintain its competitive advantage in the German personal care market over the long term (Laursen and Andersen‚ 2023)․
[bookmark: _Toc235471576]4.4 Implementation Plan 
	Implementation Area
	Action Plan

	Resources Required
	Investments in sustainable materials‚ research and development‚ marketing‚ and suppliers․

	Timeline
	24-month implementation with quarterly performance assessments․

	Budget Considerations
	Invest in sustainable packaging‚ digital marketing‚ and product development․

	Technology
	Adopt AI-based market analysis‚ digital platforms‚ and supply chain monitoring systems․

	Employees
	Provide sustainability and digital capabilities training for improved employee performance․

	Leadership
	Senior management to oversee strategy execution and stakeholder engagement․

	Risk Management
	Monitor the supply chain‚ regulatory changes‚ market developments‚ and key financial and operational indicators․



Table 6: Implementation Plan
[bookmark: _Toc235471577]4.6 Implementation Challenges 
Dove's differentiation strategy may be difficult to implement․ Fluctuations in the economy (inflation‚ changes in disposable income) would impact demand for premium personal care products‚ and large domestic and international brands compete for market share through continuous product innovation and advertising (Ismayilova‚ 2024)․ Additionally‚ as consumer preferences include greater transparency and ethical sourcing‚ product updates are viewed as necessary to respond to the demand for more sustainable development (Ruf et al․‚ 2024)․ The costs of sustainable packaging‚ renewable energy‚ and responsible sourcing may result in increased operational costs and reduced short-term profits (Hong‚ 2025)․ Furthermore‚ continuing compliance with new laws and regulations‚ especially in the EU regarding concerns like the environment and product safety‚ requires a great deal of investment (Radhika et al․, 2025)․
[bookmark: _Toc235471578]4.7 Strategic Recommendations
1. To respond to the growing demand of sustainable personal care products‚ Dove can invest in innovations like recyclable packaging‚ eco-friendly formulations‚ and circular economy business models (Hong‚ 2025)․
2. Implement scalable AI-powered digital marketing and customer engagement strategies and expand the e-commerce business to build brand loyalty and improve customer satisfaction and online sales (George and George‚ 2023)
3. Diversifying suppliers‚ promoting ethical sourcing partnerships and employing new supply chain monitoring technology can help alleviate the risks of disruption while ensuring sustainability and regulatory compliance (Laursen and Andersen‚ 2023)․
4. Pursue initiatives like the Dove Self-Esteem Project and Real Beauty campaign to improve authenticity and stakeholder trust‚ establishing a sustainable competitive advantage in the German market (Aksu‚ 2023)․

[bookmark: _Toc235471579]SECTION 2: Reflective Account (Using Gibbs' Reflective Cycle) 
[bookmark: _Toc235471580]1. Description
I have analysed the operational strategy of Unilever's Dove brand in the German personal care market in the following calculated management assignment․ To analyse the internal and external business environment‚ established planned management tools such as PESTEL analysis‚ VRIO analysis‚ SWOT analysis‚ Porter's Generic Strategies‚ Porter's Five Forces‚ the Balanced Scorecard‚ and the SAFe framework have been used․ Moreover‚ I also analysed Dove's corporate social responsibility‚ designing calculated recommendations to achieve sustainable business growth and long-term competitive advantage․ Throughout the report I have integrated theory and the literature with business practice and applied research to support my argument․ 
[bookmark: _Toc235471581]
2․ Feelings
I was daunted at the outset‚ because planned management means studying organizations from multiple perspectives‚ rather than from the perspective of a single business problem․ It was also difficult to link these calculated frameworks and to know which framework to use when performing a planned analysis․ Another challenge for me initially was thinking that I would be unable to select evidence that was relevant and aligned with my recommendations․ But with every page I wrote‚ my confidence grew․ When I researched the sustainability projects at Unilever‚ competitive advantage‚ and the global strategy‚ I sensed how the theory of calculated management works in practice․ I enjoyed analysing how Dove differentiates itself from its competitors through product innovation‚ containing purpose in marketing‚ and sustainability․
[image: ]
Figure 3: Gibbs' Reflective Cycle
Sources: (Crowe Associates. 2015)
[bookmark: _Toc235471582]

3․ Evaluation
On the whole‚ I think that this was a valuable assignment‚ as it provided me with the opportunity to apply theory to a real multinational organisation․ The strength of my thesis was the application of multiple strategy models to create a structured overview of the competitive situation of Dove in the German market․ I didn't rely on one tool‚ but considered strategy from both internal and external perspectives to provide balanced recommendations․ I also saw that sustainability and corporate social responsibility (CSR) could create competitive advantage over the long-term rather than simply add to the corporate image․ On the other hand‚ it sometimes involved processing market information that was sometimes complex‚ and trying to balance the needs of different stakeholders could be difficult․ 
[bookmark: _Toc235471583]4․ Analysis
Ultimately‚ the assignment taught me that calculated management requires that organisations integrate financial objectives with innovation‚ sustainability‚ operational excellence and value creation for stakeholders․ A PESTEL analysis highlighted the impact of a range of political‚ economic‚ social‚ technological‚ environmental and legal factors․ Meanwhile‚ the VRIO framework stressed valuable‚ rare‚ inimitable‚ and well-organised resources as the source of sustainable competitive advantages․ The SWOT analysis suggested that organisations should build on their internal strengths in order to respond to external opportunities and threats․ I also learned that Porter's Generic Strategies and Five Forces are still useful tools for analysing the competitive landscape․ Dove competes mainly on the basis of product quality‚ sustainability and purpose-driven branding‚ rather than on the basis of price․ The Balanced Scorecard also showed that an organization should have performance measures in each of the financial‚ customer‚ internal process and learning and growth perspectives․ SAFe extended this concept to recognise that an organization should also validate that a corporate or programmatic strategy is suitable‚ acceptable and feasible versus the organization's capabilities and resources․ Unilever's sustainability initiatives have shown how a commitment to environmentally and ethically responsible business can positively affect a company's reputation‚ stakeholder engagement and long-term corporate performance․
[bookmark: _Toc235471584]
5․ Conclusion
This assignment has greatly improved my knowledge and understanding of planned management in multinational organisations․ I became more confident looking at information from the business and using analytical frameworks․ The report also improved my ability to assess performance‚ identify planned issues in organizations‚ and produce evidence-based recommendations․ Most importantly‚ I learnt that strategy arises from balancing profitability‚ sustainability‚ innovation and stakeholder expectations․ I think the whole experience has taught me about critical thinking and the importance of continual learning to make better business decisions․
[bookmark: _Toc235471585]6․ Action Plan
In order to develop my calculated management skills further‚ I plan to read academic journals‚ textbooks‚ and trade publications that focus on advanced planned management models and theories․ I also plan to strengthen my ability to analyse financial and market data to back up my future calculated recommendations․ In addition‚ I will regularly study real business cases from multinational organisations to improve my understanding of strategy implementation in different international contexts․ You will develop critical thinking and reflective practice skills further by reflecting on feedback received from your tutor and applying this to academic work․ 
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