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[bookmark: _gjdgxs]Introduction
[bookmark: _1pxezwc]This report represents a strategic assessment of Unilever’s product Dove in the Indian Personal Care market. The assessment arises from the perspective of a strategic management consultant. This report critically explores the internal capabilities, external circumstance, corporate social responsibility approach and strategic positioning of Dove. Then the report offers evidence-based recommendations to strengthen its long terminal competitive advantages by supporting sustainable growth.  
[bookmark: _30j0zll]1. Section 1: Report on Unilever and its product Dove in respect to Indian Market
[bookmark: _1fob9te]1.1 Organisational Context and Overview
[bookmark: _3znysh7]1.1.1 Summary of Selected Organisation
Unilever is a leading and fast-moving company of consumer goods. Unilever was established in 1939 by merging Britain’s Lever Brother and the Margarine Unie from Netherlands (Parliament.uk, 2025). Currently Unilever functions globally in 190 countries and owns over 3.7 billion people uses the Unilever products everyday brands comprising beauty, nutrition, personal care, beauty and homecare products (Unilever, 2025). In India, Unilever functions as Hindustan Unilever Limited (HUL) which functions as the largest consumer goods company in India. The Unilever product Dove was introduced worldwide in 1957 and entered the Indian market in early 2000s (Dove, 2026a). Since then, the product dove became a premium brand of personal care and offers beauty products, body wash, shampoos and haircare solution by focusing on gentle personal care. 
[image: ]
Figure 1: Unilever Value Creation Model
(Source: Unilever, 2019)
The purpose of the brand Unilever is to succeed with a high standard of corporate behaviour to everyone the brand works with and towards the environment on which Unilever has an impact (Unilever, 2026a). The mission of Unilever is to meet the individual’s everyday needs for nutrition, personal care and hygiene with various products which help the users to feel good, look good and get more from their life (Unilever, 2023). Vision of Unilever is to offer winning performance by maintaining position as global leader in sustainable business (Unilever, 2026c).  
Unilever obeys a consumer centric business model which combines continuous product innovation, strong brand building and digital marketing. At the core of Unilever’s fast evolving digital commerce model focuses on meeting the customer expectations (Unilever, 2026d).  In India, Dove adopts a premium differentiation strategy by offering scientifically developed personal care products while promoting social initiatives like the ‘Dove Self-esteem project” (Dove, 2024). Such a business model helps the Dove to create necessary customer value, strengthens the brand loyalty while maintaining competitive position in the evolving personal care market.  
[bookmark: _2et92p0]1.1.2 Discussion about Industry where the Company Functions
Unilever functions in the Fast-Moving Consumer Goods industry which comprises beauty, wellbeing, personal care, and home care and ice cream products. In India, Unilever functions as Hindustan Unilever Limited (HUL) which is the largest EMCG Company in the country. FMCG sector in India aims to evolve among 4.5 to 6.5% in 2024 with the continuous strength Indian economy (IBEF, 2023). Unilever’s major competitors include Dabur, Godrej Consumer Products, ITC Limited and Nestle (Globaldata, 2026). HUL also maintains a foremost position in the Indian FMCG sector which gets with the 50 brands portfolio and 9 million retail outlets (Unilever PLC, 2025). All such strengths are helpful for Unilever to maintain a strong competitive position of product Dove in the Indian Market.   
[bookmark: _tyjcwt]1.2 External and Internal Analysis
[bookmark: _3dy6vkm]1.2.1 Critically examine the external factors by using PESTLE analysis
In this case, the PESTLE analysis is conducted to understand the impact of external factors of India on the business growth of Unilever and selling the product, Dove. 
	Factors
	Description
	Opportunities

	Political
	The political environment of India is stable and the democratic government of this country always supports foreign direct investment. The industrial policy of this country has the aim to boost manufacturing and attract investment by implementing some initiatives like “make in India” and “production linked incentive" (PLI) (U.S Department of State, 2025). This situation creates a positive environment for multinational organisations like Unilever India to expand the production initiative and improve the domestic supply chain. 
The Government of this country also invests capital for improving the digital infrastructure and logistics system by which product distribution can be improved across urban and rural markets. Industrial trade agreements are helpful for sourcing raw materials. 
However, changing tax policies and inflationary pressure increase operational challenges for multinational organisations. 
	Government give support for manufacturing of products 
Scope for expanding the business in rural areas 


	Economic 
	India is a fastest growing economic country across the world due to the expanding income among the middle-class population. The GDP growth rate expanded by 7% from the previous years (Trading Economics, 2023). Rising disposable income influences people of this country to purchase premium personal care products like Dove. 
[image: ]
Figure 2: GDP growth rate of India
(Source: Trading Economics, 2023)
Urbanisation is another strong factor that supports the economic growth of this country. Due to job opportunities a large number of the population move to urban areas and this population demands for specialised skin care and hair care products. Growth of supermarkets, pharmacies and e-commerce platforms increase the accessibility of products. 
However, the increasing inflation rate and economic uncertainty change the perspectives of customers and influence them to switch low-cost local alternatives. 
	Rapid e-commerce growth 
Increasing disposable income 
Growing middle-class population 
 

	Social 
	The customers of India are becoming conscious about skin care products. From the report of Mintel (2025) it is known that Indian consumers give values to ingredient safety and transparency. They also prefer ethical and environmental products. It is a good opportunity for Unilever India to sell Dove beauty and skin care products as this brand follows ethical sourcing. 
Social media platforms have a significant influence on improving the purchase behaviour of customers with the help of dermatologists and digital content creators. 
Dove has already launched the “real beauty” campaign that perfectly aligns with the changing social attitude of India (Dove, 2024). This campaign gives priority to diversity, natural beauty and body positivity which inspire Indian customers towards this brand. 
However, criticism in social media and negative feedback or misinformation creates confusion among consumers for purchasing products. Customers show their concern about authenticity and originality of the product which affect the brand image and damage the reputation. 
	Brand popularity
Excessive product sale
Emotional connection 
Proper targeting 

	Technological 
	Advancement of technology has fundamentally changed the beauty and personal Care industry of India. The introduction of digital commerce has reshaped the discovery of beauty products and the purchase behaviour of customers (IMARC group, 2026). 
Online stores represent the market share of 30% which boost the selling of beauty and skin care products (IMARC group, 2026).
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Figure 3: Skincare market forecast
(Source: IMARC group, 2026)
E-commerce platforms like Amazon India, Nykaa, Blinkit, Flipkart and many more are enhancing the accessibility of products across the Indian market. 
The beauty and skin care companies also use artificial intelligence to provide personalised product recommendations and analyse the demand forecast which is the big revolution in the industry. 
Different social commerce performs like Instagram and YouTube significantly to promote beauty and skin care products. 
However cyber security risk and high competition in the digital platform present significant challenges. 
	Differentiate the brand value 
Capturing large segment of market 
Understanding the demands and perspectives of customers 
Digital customer engagement 
Online retail growth

	Legal
	The Government of India is becoming concerned and strict about consumer protection. For this purpose, the Consumer Protection Acts 2019 have been launched for protecting the priority of customers (Department of Consumer Affairs, 2024). 
Government of this country takes adequate measures for product quality, environmental compliance as well as advertising initiatives. 
Proper regulation and compliance regarding cosmetics brands enhance the trust and confidence of customers in selecting multinational brands and products like Dove. 
However, the government is very strict about advertising guidelines. It influences organisations to avoid misleading claims or information. 
Regulations related to sustainability practice packaging as well as consumer privacy increase regulatory pressure to international organisations like Unilever. 
	It provides opportunities to ethically and legally conduct the business 
Understanding Indian rules and regulations regarding product safety and consumer priority

	Environmental 
	Both the government and customers of India are becoming concerned about environmental sustainability. Customers of India like to spend an average of 9% on purchasing sustainable products (PWC, 2024). 
Indian customers select those companies which demonstrate environmental responsibility and ethical sourcing of products. 
The government also gives pressure to organisations to reduce plastic use and encourage sustainable innovation practice. 

	The changing regulation and expectations help Unilever to focus on environmental sustainability practice 
Higher connectivity with customers


Table 1: PESTLE analysis
(Source: Self-created)
[bookmark: _1t3h5sf]1.2.2 Examine organisation’s internal environment by using VRIO 
	Resource
	Valuable
	Rare
	Difficult to Imitate
	Organised
	Competitive Implication

	Strong Global Brand Reputation
	Yes
	Yes
	Yes
	Yes
	“Sustainable competitive advantage”

	Real Beauty Campaign
	Yes
	Yes
	No
	-
	“Partial competitive advantage”

	Distribution Network
	Yes
	Yes
	Yes
	Yes
	“Sustainable competitive advantage”

	Financial capability
	Yes
	Yes
	Yes
	No
	“Long-term competitive advantage”

	Research and development team
	Yes
	Yes
	Yes
	Yes
	“Sustainable competitive advantage”

	Digital Marketing Capability
	Yes
	Yes
	Yes
	No
	“Long-term competitive advantage”

	Sustainable Supply Chain 
	Yes
	Yes
	Yes
	No
	“Long-term competitive advantage” 


Table 2: VRIO analysis
(Source: Self-created)
Strength 1: Strong brand identity 
It is necessary for every organisation to maintain a strong brand identity to differentiate the brand value from competitors. Supporting this statement Jahan et al. (2024) have said that a strong brand identity sets the product apart from the competitors and provides opportunities to customers to easily access the product. Unilever has a strong brand identity in both National and international markets because this organisation launches its different products from various countries to maintain leadership and global presence. 
Strength 2: Impactful real beauty campaign
Consideration of innovative campaigns in the business is impactful because it creates a distinct image about the company in the mind of customers. For selling Dove, Unilever primarily targets women customers. To give value to women customers this organisation has launched the real beauty campaign which is a powerful positioning strategy for this company. It is one of the effective resources for this company that distinguishes brand value. Focusing on this campaign this organisation promotes self-esteem and body positivity of women customers (Dove PH Editorial Team, 2025). Inclusive beauty is also prioritised through this campaign. Moreover, this campaign also creates an emotional engagement with customers and distinguishes them from numerous competitors. 
Strength 3: Sustainable supply chain management
As per Kumar et al. (2023), consideration of eco-friendly supply chain practice in business improves overall performance and sustainability practices of organisations. Unilever focuses on sustainable practices in the supply chain management and gives priority to 4 areas like climate, nature, plastic and livelihood. This organisation works with sustainable suppliers to promote the sustainability commitment and it is considered one of the greatest capabilities of the organisation. 
Weakness 1: Premium price
In comparison with the other domestic brands in India the price range of Dove is high and expensive. The premium pricing quality encourages customers to switch this brand and shift to other brands which offer premium quality products at low range. 
Weakness 2: Low penetration in low-income market 
The lower income people have a low tendency to purchase products from Unilever especially Dove beauty items. This type of product is highly popular among urban areas of India. Dove cannot compete with lifebuoy or lux which defines its weaknesses. 
Weakness 3: Intense competition 
Indian local brands like Lux, Sunsilk and Ponds have a strong presence in the market which is difficult to compete with. Dove faces strong competition from Indian local brands which dilute its effectiveness in the Indian market. 
[bookmark: _4d34og8]1.2.3 SWOT analysis 
In this section of this report, SWOT analysis is considered to understand the internal strengths and weaknesses of this organisation. 
	Strengths 
· This company has a strong reputation as a global brand (Unilever, 2025b). 
· The strong research and development capability helps this organisation establish business in the Indian market. 
· Financial strength is another positive side of Unilever that helps this company to launch a diversified range of products. 
· The extensive distribution factor helps Unilever to place itself in the fast-moving consumer goods market. 
· The digital infrastructure of this company is effective to handle large networks and this company operates 240 TB of data per week (Unilever, 2025). 
	Weaknesses
· This company has a high dependency on imported ingredients as the products are produced by authentic and imported raw materials. 
· Premium pricing range is another weakness for this company by which this company cannot target the varieties segment of customers. 
· High production cost is another challenging factor for this company that increases the price range of products. 
· This company has a low ability to enter the rural market of India. 

	Opportunities 
· The Indian skin care market will be enhanced by 9.37% between 2026 and 2032 (Vyansa Intelligence, 2026). 
· Customers of India have growing awareness regarding skin care products like facial cream, moisturizer and sunscreen. 
· The increasing disposable income of young generations inspires them to purchase premium quality skin care products. 
· In the Indian market the e-commerce expansion rate is increasing. As per the report of IBEF (2024) by the end of 2029 this sector will be expanded by US$326.7 billion. It provides opportunities to Unilever to sell the products through e-commerce platforms. 
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Figure 4: E-commerce market of India
(Source: IBEF, 2024)
· The purchasing of sustainable beauty products is another recent trend in the skin care and beauty industry and it can provide an opportunity to Unilever to sell its sustainable products like Dove.
· Unilever uses artificial intelligence for promoting personalised marketing which gives opportunities to understand the trend of the market (Unilever PLC, 2025). 
	Threats 
· Strong competition in the Indian beauty care market creates challenges for Unilever to maintain a strong image. 
· Unilever sells premium quality products with a premium range that create challenges for purchase products for price sensitive customers. It is the reason for declining sales of products in the Indian market. 
· The frequent changes of regulations make a negative impact on this international brand. 


Table 3: SWOT analysis
(Source: Self-created)
[bookmark: _2s8eyo1]1.3. Comprehensive and Holistic view of the organisation
[bookmark: _17dp8vu]1.3.1 Critical Discussion about the Company’s Current CSR Strategy and its Alignment with Business Objectives
The product Dove from Unilever comprises Corporate Social Responsibility in the business tactics by promoting responsible business practice, environmental sustainability and social wellbeing promotion. In the Indian marketplace, the CSR approach of Dove extends beyond personal care product selling while addressing the sustainable consumption, self-esteem and body confidence addressing (Dove, 2026). All these CSR approaches align with the purpose of Unilever about making sustainable living commonplace while strengthening the customer trust and brand value of Dove.  
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Figure 5: Dove Self-Esteem Project (DSEP) 
(Source: Dove, 2024)
The key CSR approach of Dove is its Self-Esteem Project (DSEP) which was globally introduced in 2004 since then it has reached over 136 million people (Dove, 2024). As a huge confidence education provider, Dove aims to reach to 250 million individuals by 2030 (Dove, 2024). Such projects aim to offer academic validation resources for the educators, mentors and parents while strengthening the young people to establish self-esteem and body confidence.   
In India Dove continue to build their social impact by launching campaigns such as 'StopTheBeautyTest', which encourages the society to break the chain of beauty-based stereotypes and boost the confidence among girls (Dove-India, 2021). As per Primeinfobase, UNICEF partnered with Dove in India to reach 2.4 million students in 2022 of which 60% were female. These programs worked for the brand, but also for the social development and made a meaningful connection with the customers. 
In the environmental aspect, Dove supports the sustainability commitment of Unilever by lowering the plastic waste, using recyclable packaging and responsible sourcing (Dove, 2024b). It ensures that the Dove products are certified by PETA. Such initiatives also respond to enhance the customer demand in India for environmentally responsible personal care products.  
Therefore, it is found that the CSR strategy of Dove is aligned closely with its business objective of differentiation and long-term growth. Different from its competitors, Dove differentiates itself with purpose centric marketing rather than price and product features. Overall, the CSR strategy of Dove offers the competitive advantage and social value in the personal care market of India. 
[bookmark: _3rdcrjn]1.3.2 Balanced Scorecard
The Balanced Scorecard (BSC) refers to a strategic management framework which was introduced by Kaplan and Norton in 1992 for analysing the traditional performance measurement system limitation (Madsen, 2025). It is a performance management framework which translates an organisation’s vision and strategy into the measurable objectives around financial, customer, internal business and learning.   
	Balance Scorecard Perspective
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Initiative

	Financial
	To increase the profitability and revenue in the premium personal care market of India. m
	Sales growth, market share, operating margin
	Enhancement of annual sales and strengthening the premium market position.
	Enhancing the premium product portfolio and enhance the distribution channel

	Customer
	To improve customer satisfaction and brand loyalty
	Customer satisfaction score, repeat purchase rate, brand awareness
	Increase the customer retention and trust with Self Esteem Project
	Implementing digital marketing and personalised campaigns

	Internal Business Processes
	To 	improve operational efficiency and sustainable production.	
	Percentage of recyclable packaging and supply chain efficiency.
	Environmental impact reduction and improvement of the product availability.

	Sustainable sourcing and the ecofriendly packaging approach. 


	Learning with Growth
	To enhance employee capabilities and innovation
	Employee training hours, new product launches and innovation projects
	Innovative with sustainable skincare products innovation.
	Proper investment in research and growth with employee development and digital capability.


Table 4: The Balanced Scorecard
(Self-created)
The Balanced Scorecard emphasises that the strategy of Dove extends beyond the financial performance while including the customer value, organisational learning and functional excellence. By combining the non-financial and financial performance measure where Dove can monitor the progress to the strategic objectives. 
[bookmark: _26in1rg]1.3.3 Discussion of Four Core Perspectives of Financial, Customer, Internal Business Process and Learning Growth
The financial perspective focuses on enhancing the market performance and profitability of Dove in the Indian Personal care industry. The Company Unilever seeks to improve its revenues by extending market penetration, premium pricing and product innovation for the brand Dove, which is a premium brand in skincare industry. The success of the financial performance supports the brand's financial commitment to marketing initiative, sustainability efforts and research. 
The customer perspective highlights superior value delivering to customers while building long term loyalty. Dove differentiates itself by promoting high quality skincare products, body confidence and real beauty. Campaign like Self-Esteen project helps in strengthening the customer trust and repeat purchase in the Indian Market (Dove, 2026). 
The internal business aspects of Dove focus on enhancing the sustainability, product quality and efficiency. Dove continuously enhances the manufacturing process and strengthens its supply chain to assure the product availability by reducing the environmental impact.  
The learning and growth aspect also supports the long-lasting competitive advantage and invests in employee skill, technological development and innovation. Unilever inspires continuous research, learning and product innovation to respond to evolving customer preference in India (Unilever, 2026b). Such approach helps the Dove to develop new solutions to enhance the digital marketing capacity and leadership maintenance in the personal care market. 
[bookmark: _lnxbz9]1.3.4 Analysis of Objectives, KPIs, Targets and Initiates for Each Perspective Based on Organisational Mission and Strategy
The Balanced scorecard helps the Dove to translate its mission to promote sustainable living and beauty to measurable strategic objectives in the Indian personal care market. In financial context, the objective of Dove aligns with enhancing its revenue and strengthening its position in the personal care industry in India. Dove obtained its highest sales growth in more than a decade in the year of 2023  (Unilever, 2024). The KPIs also include the annual growth of sales, market share and profit margin operation. The main target is to attain consistent revenue growth with premium product offering and widespread market penetration.  
Under the customer perspective the objective is to upsurge the brand loyalty and customer satisfaction. The KPIs compromise the customer satisfaction score, repeat rate of purchase and the brand awareness maintenance. Approaches like Dove self-esteem project and personalised digital campaign can support this objective.
In Internal Business Process, the objective aligns with enhancing the functional efficacy and sustainability. KPIs include production efficacy, supply chain performance and recyclable packaging by Dove. The main initiatives also involve sustainable sourcing and responsible manufacturing. 
Finally, the learning and Growth aspect aims to strengthen innovation and organisational capacity. KPIs include employee training, development activities and research. The target is to enhance innovation and workforce skills with continuous learning , research investment and digital capacity growth. Associatively all these objectives support the long-term competitive advantage and sustainable business strategy of Unilever.    
[bookmark: _35nkun2]1.4. Strategic Choices and Implementation
[bookmark: _1ksv4uv]1.4.1 Assessment of Strategic Choice which is available to Organisation at Business Level
At the business level, the Unilever product Dove in India holds various strategic choices to strengthen its competitive position. According to Pereira, (2026), the main business level strategies are aligned with focus strategy, differentiation and cost leadership. Dove mainly adapts to the differentiation strategy by offering high quality personal care products while combining mild formulation, moisturising benefits and strong brand purpose mainly centred on endorsing the self-esteem and real beauty. Different from its competitors which mainly focus on prices, Dove creates value by product innovation, purpose-oriented campaigns and premium quality which enhances the customer trust.
Cost leadership strategy adoption is necessary to maintain competitive position in these price sensitive markets (Khan et al., 2025). Though cost leadership is necessary in the price sensitive market of India still, it is less suitable for Dove as reduced price can lead to weakening the brand image of Dove. Therefore, a well-focused differentiation strategy is necessary by targeting the customers who value sustainability, skincare and product quality. Such strategy can help Dove to maintain a competitive advantage while supporting the brand image of Unilever in delivering sustainable growth in the personal care market of India.    
[bookmark: _44sinio]1.4.2 Identification of Most Appropriate Strategy for the Organisation with Validating the Evaluation with Using Ansoff’s Matrix and SAFe Framework
In the Indian Personal Care Market, for the product Dove, product development strategy by Porter with proper differentiation approach is appropriate. 
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Figure 6: Ansoff Matrix
(Source: Imhanzenobe, 2021)
As taken from Ansoff Matrix, the product development involves new product introduction in the existing market to meet the evolving customer needs (Imhanzenobe, 2021). Thus, new product development is suitable for product Dove as the Indian Beauty and personal care market experiences an evolving demand for natural and sustainable skincare products. The customers are also looking for ecofriendly packaging and skin friendly ingredients for different hair and skin types. 
Already Dove demonstrated its differentiation strategy by enhancing its product portfolio in India with specialised shampoos, serums, body washes and many more products. Moreover, investment of Dove in the research and development approach also helps in strengthening its market position and attracting the health-conscious customers. Dove also nurtures the IMC tactics to endorse self-esteem advocacy and offers challenges to the conventional beauty standards and consumer trust with ethical marketing approaches (Kim and Kim, 2025). Such an approach is strongly aligned with Unilever’s growth action plan which helps in prioritising sustainability and innovation for long lasting business growth.   
The sustainability of this strategy of Dove can also further be evaluated with the SAFe framework. In this context, the analysis is given below.
	SAFe Criteria

	Evaluation of Dove’s Product Development Strategy in India 
	Suitability
	Acceptability

	Feasibility
	Total Value=

	Strategy 1: Dove Responses to the growing needs of premium, clean beauty and sustainable personal care products while supporting the real beauty purpose of Dove. 
	9
	9
	9
	27

	Strategy 2: Customers obtain innovative products and shareholders also get benefits from revenue and the brand strengthens the customer loyalty along with high research and development investment. 
	8
	9
	8
	25

	Strategy 3: Global R&D capability, financial strength of Unilever and extensive distribution network of HUL also helps in making implementation practical around India. 
	9
	7
	7
	23


Table 5: SAFe framework Analysis In Context of the Company and its Strategy
(Self-created)
The overall SAFe analysis exhibits that the new product development strategy or strategy number 1 is an appropriate and attainable strategy for maintaining the competitive advantage of Dove in the Indian Market. 
[bookmark: _2jxsxqh]1.4.3 Explanation of the wat the Recommended Strategy and Deliver Optimum Performance to Organisation with Examples
The recommended new product development strategy supported by Porter’s Differentiation Strategy is helpful to attain the optimum performance and strengthen the competitive advantage by Dove in the Indian Market. As stated in Porter Differential strategy, it helps to create exclusive value with superior product quality, innovation and the strong identity of the brand than competing mainly on price (Porter, 1985). In this aspect, Dove already differentiates itself with various moisturising, personalised campaigns and dermatologically tested products. In India, the awareness of the customers to sustainability, premium personal care and skincare offers remarkable innovation opportunities. Introducing the products which are aligned with the local customer needs like products with natural ingredients and ecofriendly packaging can help Dove to enhance its customer satisfaction. 
In this context, a real-world example is, Dove launched the sulphate free hair care items and their Self Esteem Project is helpful for strengthening the customer trust and strengthening the premium brand positioning (Dove-India, 2026; Dove, 2026). All such initiatives highlight about how Dove can combine its product innovation with social purpose to create the long-lasting competitive advantage    
[bookmark: _z337ya]1.4.4 Identification of Potential Challenges in Implementation and Necessary Solution to Mitigate Them
Though the new product development strategy offers remarkable growth opportunities, Dove can also experience various challenges during its implementation in the Indian Market. 
Challenge 1: One main challenge in this context is the enhanced competition from various brands like Pantene, NIVEA, and L’Oreal, as these products also introduce various innovative investments and contribute heavily in their marketing (Bhasin, 2023). 
Challenge 2: Another severe challenge is the high cost in R&D programme and sustainable packaging which also enhances the production cost and impacts on the profit margin.
Challenge 3: The evolving customer preference and supply chain disruption delay the product launch by lowering the market responsiveness (Icttm, 2023). Thus, such disruption delay can impact Unilever in launching new products.
Mitigation Plan: In order to address all these challenges, Unilever needs to invest in its consumer research to understand the evolving trends and product development to meet the local customer needs, Moreover the company also needs to enhance its digital marketing and influencer collaboration to enhance the custom visibility. Lastly, proper investment in the employee training and innovation can also help the product Dove to respond quickly in market changes and upheld a competitive advantage in India's personal care industry. 


[bookmark: _3j2qqm3]2. Section 2: Reflective Account
Reflective practice is one of the crucial aspects for academic and professional development because it helps individuals to explain their experiences and identify internal strengths and weaknesses. In this case I use the Gibbs' reflective cycle in order to explain my experience regarding completing the assignment which focuses on the strategic management report of Unilever India, especially Dove. Thus, in this following reflective account the 6-stages of Gibb’s reflective model has been used in details.
[bookmark: _1y810tw]2.1 Description 
The main purpose of this report was to examine and conduct a comprehensive strategic analysis of Unilever, India and special focus was given to its one of the famous products, Dove. To complete this particular report, I focused on internal and external business environment analysis and for this purpose, SWOT, PESTLE, balance scorecard and different frameworks and models were used. Initially, I reviewed the assignment brief in order to understand the marketing criteria and the learning outcomes. I used a variety of secondary resources like academic journal articles, company reports, authentic publications, industrial reports and many more. I focused on integrating the academic concept in the business practices in order to conduct the strategic analysis. 
[bookmark: _4i7ojhp]2.2 Feeling 
At the beginning of the assignment, I experienced dual feelings. First of all, I was motivated to complete this assignment. At the same time, I was also tense as I had limited understanding about frameworks and models. I had to use multiple analytical tools to present the report which was challenging for me and I was concerned about the selection of appropriate tools and relevant information. After starting the report, my confidence level increased. I considered the sustainability report and annual reports of Unilever to understand the internal business environment of the organisation. The VRIO analysis was interesting for me because it demonstrated how internal capability ensures long term competitive advantages. I enhanced my ability and confidence for critically analysing organisational strategy. 
[bookmark: _2xcytpi]2.3 Evaluation 
The entire report was valuable for me. I used a wide range of academic and industrial resources that supported my argument and presented evidence in this strategic report. I understood how the external environment of India supports and also creates challenges for conducting business for Unilever. The systematic evolution of the external internal environment was one of the critical parts of this report. I also synthesised information from different resources. I compared various viewpoints about the current business practice of Unilever rather than simply summarising the literature. 
However, I also experienced some critical challenges in doing this assignment. I had to deal with a large volume of information and also identified the most relevant information related to the research topics. At the time of selecting appropriate reports and industrial sources, I got confused. Along with this, maintaining appropriate writing style was another critical factor of this report and I maintained the strategic significance throughout the report. 
[bookmark: _1ci93xb]2.4 Analysis
The entire analysis highlighted the importance of strategic thinking in business management. The Ansoff matrix was used in this assignment to understand the differentiation strategy of Dove to establish the business. The SAF framework also highlighted the existing strategy of Unilever. Through this discussion the capability and internal resources of this company was known. Sustainability initiative of this company ensures long term success in the competitive Indian market. The real beauty campaign of the organisation also demonstrates its ethical practice and contribution for community betterment. From the academic perspective this assignment improved my research and analytical thinking ability. From the industrial perspective this particular assessment can guide other Indian companies to consider valuable initiatives. 
[bookmark: _3whwml4]2.5 Conclusion 
I believe that this particular assignment improved and enhanced my understanding regarding strategic management. I also developed my understanding in strategic frameworks and their application. The entire process improved my understanding and confidence in conducting secondary research. However, I recognise that some areas are present that should be improved. 
[bookmark: _2bn6wsx]2.6 Action Plan 
This reflective experience highlighted some areas and actions that should be improved in future. First of all, I need to allocate sufficient time for searching resources and managing the quality of the assignment. I will also improve my critical thinking skill by considering more articles and resources because it will help me to present evidence-based discussion. Along with this, I will also improve my practical understanding skills and will consider more annual reports, sustainability reports and other industrial resources to understand diversified business practices. 
	Areas for improvement
	Action to be taken
	Timeline
	KPIs

	Managing time for searching of resources
	Developing study schedules
	Before starting any future assignment
	Collecting minimum 20 academic sources in 24 hours

	Quality of assignment preparation
	Preparing detail assignment plans
	Through every assignment in next 12 months
	Submitting assignments after two round of proof-reading and grammar checking

	Critical Thinking skills
	Reading range of peer-reviewed articles 
	On-going present studies
	Including diverse academic perspective.

	Practical understanding of business practice
	Reviewing industry reports and annual reports
	By next 10 months
	Integrating industry evidences


Table 6: Action Plan
(Source: Self-Developed)
[bookmark: _qsh70q]Overall Conclusion
Based on overall analysis, it can be concluded that Unilever’s brand Dove maintains a strong competitive position in the personal care market of India with its differentiation strategy, sustainable approach and innovation. Implementation of the product development strategy can help Dove to respond properly to the growing customer needs. It can also help to strengthen the competitive advantage while attaining sustainable and long-lasting business growth while supporting the business objective Unilever. 
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