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The company's personal care and cosmetics segment has been a regular moneymaker for Unilever. In 2020, skincare and haircare goods generated 1.9% of the segment's underlying sales growth (Statista, 2023). This division's 5.3% sales growth was driven mostly by good performance in emerging markets (Statista, 2023). Unilever's beauty care segment has also expanded in recent times. This company exports its wares to over 190 nations, with a special focus on emerging economies. Revenue from this market sector was split 58%-52% between developed and developing economies in 2020 (Statista, 2023). Sustainability efforts have also been made by Unilever in its personal care segment, which includes its beauty goods. The company has launched many initiatives to reduce plastic waste and promote a circular economy in pursuit of its high goal of achieving net-zero emissions throughout the whole value chain by 2039. Unilever's beauty care division is a significant player in the global beauty and personal care sector because of its extensive brand portfolio, focus on innovation and sustainability, and large presence in emerging nations. The success of this industry subset is a result of its capacity to evolve and adapt to meet the needs of consumers and the market.
[image: ]
[bookmark: _Toc131496371]Figure 1: Revenue from beauty and care
Source: Statista, 2023
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Political
With its wide variety of food, personal care, and home cleaning goods, Unilever is one of the most well-known companies in the world. A company's long-term prosperity depends on its compliance with the laws of the nation in which it operates. Political stability in key countries is a boon for Unilever. It must ensure that the new political challenges that have arisen in European nations as a result of the continuing conflict are given due consideration and utilize appropriate strategies to compensate for any losses that may result (Cheng, 2021). The new free trade regulations implemented by various nations also bode well for the expansion of Unilever's global marketplaces.
Economical
The number of cosmetics retailers in the UK is enormous, but they compete on the basis of the distinctiveness of their products rather than on price. Companies like Unilever have been able to profit even throughout the years of the epidemic because of the favorable conditions this offers for business. Developing nations provide a great potential for Unilever as per capita income rises alongside per capita demand for the company's products. One crucial aspect of the economy is the relative stability of the economies of advanced nations. Unilever's ability to expand its market share depends on the health of the economy (Unilever, 2023).
Social
The UK cosmetics industry has skyrocketed. The value of the skincare industry reached £2.2 billion in 2021, and it is projected to expand at a CAGR of 2.17% between 2021 and 2027. (Statista.com 2023). Consumers' insatiable need for cosmetics has altered the competitive landscape of the relevant sector. For most buyers, the most important factor is assurance that the things they purchase are harmless. Unilever gives its worldwide customers resolute guarantees that it uses only the highest quality organic ingredients including coconut oil, palm oil, and vegan components in its cosmetics. The social component is also in favour of Unilever’s beauty and care segment’s huge success since it will increase the company's social consciousness among British customers.
Technological
Covid 19 has increased people's reliance on modern conveniences. Unilever's bottom line will benefit from progress in technology. To begin, it may shift its focus from more conventional to more digital forms of promotion. As a result, its price will go down. In addition to this, Unilever has to invest in R&D to create items that will sell well with the public. It has been found that 63% of UK shoppers are keen on individualized cosmetics (Statista, 2023). The technological shift will also aid in cutting down on transportation expenses by ensuring that goods are delivered to the correct locations. 
Legal
Microbeads have been outlawed in rinse-off cosmetic products in the United Kingdom, while talks continue over the usage of other dangerous elements including plastic packaging. Unilever must conform to the norms of the nation in which it seeks to do business. It has to strengthen its patent and trademark portfolio to make knockoffs difficult. It is important to consider consumers' rights throughout the production and distribution processes in order to provide superior goods and services (Farisha and Hartoyo, 2020).
Environmental
An estimated 120 billion pieces of packaging are generated annually by the cosmetics sector, making it a major contributor to plastic waste. 65% of British customers believe they are prepared to pay extra for ecological packaging. To ensure that its packaging has zero impact on the environment, Unilever only employs post-consumer recycled (PCR) plastics. Packaging products in this way with eye-catching labels not only makes them environmentally friendly, but also encourages potential buyers to pick up the item (Gassama, 2020).
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The threat of new entrants: Low
There is nothing in the way of regulatory or financial hurdles for new entrants to the cosmetics sector in the United Kingdom. Existing brands offer considerable benefits in terms of economies of scale and consumer loyalty, but building a strong brand and distribution network is difficult (Liem and Arief, 2023). Unilever Beauty and Care has a leg up on the competition because to the company's well-known brands, extensive distribution network, and array of cutting-edge products.
Bargaining power of suppliers: Moderate
Companies in the cosmetics industry depend on distributors for the supply of materials. Although there may be a small number of suppliers for certain ingredients, most cosmetic companies have little trouble locating substitutes or negotiating more advantageous conditions (Jiang, 2023). To guarantee it has access to high-quality, ethically-sourced products, Unilever Beauty and Care is dedicated to sustainable sourcing and responsible supply chain processes.
Bargaining power of buyers: High
Consumers in the UK cosmetics market have a lot of negotiating power due to the abundance of options available to them and the convenience of switching brands. Product ethics and sustainability are becoming more important to today's consumers (Wanyonyi, 2021). By prioritizing eco-friendly and diverse product lines, Unilever's Beauty and Care division can keep its loyal consumer base and enhance its leverage.
Threat of substitutes: High
In the cosmetics market, there is a great deal of competition from comparable goods and companies. Differentiating brands and lessening the danger of alternatives may be accomplished by things like name awareness, high-quality products, and distinctive selling characteristics (Tomar, 2020). The inventive nature of Unilever's Beauty & Care products, together with the company's dedication to sustainability and inclusiveness, may help protect the company against the danger of generic competitors.
Rivalry among existing competitors: High 
There is high competition in the UK cosmetics market due to the presence of several both established and up-and-coming firms. Competition in the market is fierce, with firms going head-to-head in terms of price, quality, and new features (Wanyonyi, 2021). Strong brand awareness, a commitment to sustainability and diversity, and cutting-edge product offers may set Unilever Beauty and Care apart in this crowded industry.
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Strength 
Customers might be attracted to and kept by Unilever Beauty and Care because of the company's well-known and respected brand. Moreover, the company's dedication to sustainability and ethical sourcing coincides with the rising interest in environmentally and socially conscious goods (Unilever, 2023).
Weakness
Eco-friendly and socially responsible items may be more expensive to manufacture, which might make it difficult for the firm to achieve a sustainable profit. However, there may be competition in the beauty and care industry that makes it difficult for Unilever to keep its prices low.
Threats
There is a lot of competition in the UK cosmetics business from both long-standing companies and up-and-coming startups. Supply chains and trade ties might be adversely impacted by Brexit and related trade agreements, perhaps resulting to higher prices or interruptions. However, Unilever Beauty & Care has the challenge of keeping up with ever shifting consumer tastes and trends (Unilever, 2023).
Opportunities
Unilever Beauty and Care can increase its market share and client base by catering to the rising need for environmentally friendly and all-encompassing goods. However, the company may extend its consumer base and distribution methods thanks to the rise of e-commerce through online buying. Moreover, the possibility of development lies in emerging nations, where the cosmetics industry is seeing explosive growth (Unilever, 2023).
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Segmentation
Unilever's Beauty and Care division divides the market into subsets defined by characteristics including consumers' ages, genders, skin types, and product preferences. The company's products are suitable for a wide variety of customers, including those with dry, oily, fair, and dark skin tones (Drobac et al., 2020). 
Demographic segmentation 
Unilever primarily markets to affluent and middle-class women aged 18–35. Additionally, Unilever aims to elevate their brand image among conscious female consumers by appealing to their concern for environmental sustainability and animal welfare (Morganti et al., 2019).
Psychographic segmentations
Consumers who value ethics and discretion while shopping for personal care items are the ones Unilever aims to attract.
Behavioural segmentation 
Unilever's focus in this sector is on long-term consumers who choose non-chemical goods for daily use and have an active interest in the company's offerings.
Positioning strategy 
By emphasizing the value of its organic offerings, Unilever employs a product-based positioning approach in the marketplace. A product positioning approach that appeals to customers' emotions is more likely to result in a purchase. As the graph below shows, Unilever knows that the quality and cost of its cosmetics have a significant impact on its customers' perceptions of the brand. Unilever's beauty and care products are well worth the high price tag since they are so unique, bright, luxurious, pampering, creative, fun, fresh, and ethical (Randeree, 2020). While Unilever's brand recognition lags well behind L'Oreal's, the company now has competitive advantages over its other market competitors.
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Figure 2: Positioning strategy
Source: Own creation
[bookmark: _Toc132750511]6. Marketing mix strategies: 4Ps of the Marketing Mix

Product:
Unilever's Beauty and Care product categories may be broken down into "core," "actual," and "augmented" products. Organic and natural ingredients, such as essential oils and non-hazardous synthetics, are the company's bread and butter. These are 100% post-consumer plastics and the packaging for items like face masks, face creams, bath bombs, and bath shells (Dubuc, 2022).
Price:
Products from Unilever's Beauty and Care range may be found in a broad variety of retail settings, from grocery stores and drugstores to specialty shops and even online. The firm also has its own e-commerce site, making it easy and quick for clients to buy the firm's wares online (Dubuc and Kaur, 2022).
Place:
Unilever's Beauty and Care operates in both brick-and-mortar and digital markets but uses an exclusive distribution model. In order to market its goods, Unilever's Beauty and Care produce them in-house and ships them to its regionally based, beautifully decorated Unilever's Beauty and Care boutiques. There is no guarantee that limiting access to a commodity would improve people's lives (Gassama, 2020). Unilever's Beauty and Care has opted to market their cosmetics via the online auction and shopping websites such as Amazon and eBay.
Promotion:
Unilever's Beauty and Care lags behind L'Oreal in the industry of marketing and advertising. Although Unilever's social media marketing methods aren't great, its video ads are notorious for controversy. The firm has a beautiful official website, but users must have some computer literacy to make use of it (Gassama, 2020). When more than one person is trying to look around, it may become hectic fast.
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Unilever's Beauty and Care may have a distinct value offer in the UK market, but its advertising approaches are not market-ready. Unilever's Beauty and Care makes customers feel rich and unique by continually managing their care, from product quality to pricing. UK businesses support cosmetic and beauty brands. Unilever's Beauty and Care has earned adequate strength over the previous several years with its distinct product characteristics, but the possibilities of encountering the highest competition dangers are still greater. Nevertheless, being a premium brand, Unilever's Beauty and Care may only target the wealthy rather than the masses. So, Unilever's Beauty and Care must revamp its marketing strategy. 
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User-friendly applications 
When other firms have user-friendly mobile applications to communicate product stories, Unilever should too. Mobile apps influence an impulsive purchase. Following this, Unilever may swiftly sell its products by convincing consumers to install their apps on their cell phones and deliver continuous alerts (Farisha and Hartoyo, 2020).
Installing robots across the Unilever stores 
Unilever can accelerate customer service; it will be easier to distinguish its value offers. Unilever can improve its service using robots at its sales counters. Unilever may also provide greater deals and atmosphere during check-in.
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