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[bookmark: _Toc236776215]1. Introduction 
This report is a strategic assessment of the Dove Personal Care business for Unilever PLC, from the perspective of a strategic consultant to the Board of Directors, within the United Kingdom. One of Unilever's best known personal care brands, Dove is known for its differentiated value proposition based on functional skin care benefits and its purpose driven marketing, especially with its long-running Real Beauty campaign (Unilever, 2024). Dove is competing in the mature and highly competitive UK personal care market, and is under growing pressure from shifting consumer preferences, sustainability expectations, digital transformation and from a strong competitive position from not only the multinational brands but also niche brands.
The purpose of the report is to evaluate Dove's current strategic position by combining various strategic management frameworks and current industry evidence. In particular, it is concerned with the external and internal environments, a review of the brand's corporate social responsibility (CSR) strategy and organisational performance and a review of strategic alternatives to determine most suitable course of action in sustaining competitive advantage. It is based on the latest academic research in the field, company reports and industry data, and uses tools such as PESTLE, Porter's Five Forces, VRIO, SWOT, Balanced Scorecard, Ansoff Matrix and the SAFe framework to inform the strategic recommendations (Johnson et al., 2020; Kaplan and Norton, 1992).
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[bookmark: _Toc236776270]Figure 1: Report Framework and Analytical Process

[bookmark: _Toc236776216]2. Organisational Context and Overview
Unilever PLC ranks among the world's biggest fast moving consumer goods (FMCG) companies, with its business in over 190 countries across four categories: Beauty & Wellbeing, Personal Care, Home Care, Nutrition and Ice Cream (Unilever, 2024a). The company was created in 1929 when Margarine Unie merged with Lever Brothers, and has established a world-wide reputation for innovation, sustainability and purpose driven growth (Jones, 2005). Dove, a flagship brand established in the United States in 1957 with its innovative moisturising Beauty Bar, is a leading personal care brand that is grown around the world, selling soaps, body washes, deodorants, shampoos, conditioners, and skincare products (Unilever, 2024b).
Dove's mission is "to help women everywhere develop a positive relationship with the way they look, helping them raise their self-esteem and realise their full potential" by promoting beauty as a source of confidence rather than anxiety (Dove, 2024). Its vision is to create "a world where beauty is a source of confidence, not anxiety," challenging unrealistic beauty standards and empowering women and girls to embrace authentic and inclusive beauty (Dove, 2024). The purpose is in line with Unilever's purpose of making sustainable living commonplace and becoming a global leader on sustainable business through responsible innovation and purpose led growth (Unilever, 2024a). To generate value for consumers and enhance long-term brand loyalty and competitive advantage, Dove's business model relies on scientifically formulated products, continuous innovation, brand equity, distribution through the retail channels, e-commerce platforms, and purpose-driven marketing, particularly the Real Beauty campaign (Aaker, 1996; Unilever, 2024b).
The United Kingdom is one of Dove's most strategic and developed markets, with high penetration of products and sophisticated consumers, whose demand for sustainable, ethical and premium personal care products is growing (Euromonitor International, 2024). On top of global brands like Nivea (Beiersdorf), L'Oréal Paris (L'Oréal), Palmolive (Colgate-Palmolive) comes a multitude of new natural and premium brands that are gaining ground in the market with innovation, sustainability, pricing and digital engagement. In this highly dynamic market, Dove has built a solid market presence with its purpose-driven brand, trusted product quality and constant innovation, which makes it one of the most successful brands in the personal care industry in the UK and a worthy case study for assessing strategic competitiveness.











[bookmark: _Toc236776271][image: ]Figure 2: Organisational Context of Unilever's Dove Personal Care Business in the United Kingdom
Source: Developed by the author based on Dove (2024), Unilever (2024a), Unilever (2024b), and Euromonitor International (2024)
[bookmark: _Toc236776217]3. External and Internal Strategic Analysis
[bookmark: _Toc236776218]3.1 External Environment Analysis (PESTLE Analysis)
To assess the external environment of Dove Personal Care in the United Kingdom, it is crucial to grasp the key components of the external environment. It is important to understand the key elements of the external environment to understand the strategic position of Dove Personal Care in the United Kingdom. PESTLE is a tool that businesses use to analyse macro-environmental factors that impact their performance and business decision making (Johnson et al., 2020). The UK market offers a range of opportunities and threats for Dove due to political economic, social, technological, environmental and legal changes.

[bookmark: _Toc236776272]Figure 3: PESTLE Framework - Macro Environment
[bookmark: _Toc236776219]Political
Politically, the post-Brexit trade landscape in the UK has brought about regulatory changes, customs processes and supply chain challenges which have implications for multinational consumer goods firms (Department for Business and Trade, 2024). However, companies like Unilever are encouraged to build up environmentally responsible operations because of the support they receive from the government to make manufacturing more sustainable and move towards the circular economy.
[bookmark: _Toc236776220]Economic
Economic conditions continue to be difficult with inflation and rising living costs impacting consumers' purchasing power and therefore worsening price sensitivity in the FMCG sector (Office for National Statistics (ONS), 2024). Although private-planets are competing with Dove, the popularity of the brand along with the perception of the quality of the product keeps customers coming back, even in the times of economic downturn.
[bookmark: _Toc236776221]Social
Social environment offers favourable growth opportunities. When choosing personal care products, UK consumers are becoming more health conscious, well-informed about diversity, and conscious of the ethical choices they make. Dove's Real Beauty campaign, which has been going on for years, and the Dove Self-Esteem Project would align closely with these shifting consumer values, fostering positive self-image, body confidence, and inclusivity, in order to enhance consumer engagement (Dove 2024).
[bookmark: _Toc236776222]Technological
The personal care market is undergoing rapid change, thereby transforming the marketplace. The personal care marketplace is changing rapidly due to the technological development. As ecommerce, artificial intelligence (AI) marketing, data analytics and digital consumer engagement continues to grow, businesses are now able to personalise customer interactions and enhance marketing performance (Chaffey, 2022). Unilever has been investing in digital transformation furthering Dove's omnichannel presence and consumer insights capabilities (Unilever, 2024a).
[bookmark: _Toc236776223]Environmental
Environmental expectations have been rising due to growing awareness of climate change and the sustainability of its resources. Consumers are becoming more environmentally conscious and opting for recycled packaging, ethically sourced ingredients, and lower carbon emissions. Dove aims to lower environmental impact and enhance its brand credibility by implementing the Unilever Climate Transition Action Plan and sustainable packaging measures (Unilever, 2024a).
[bookmark: _Toc236776224]Legal
Finally, the legal arena must be adhered to and strictly followed by ensuring compliance with UK consumer protection legislation, product safety regulations, advertising standards and environmental requirements. Besides this, the Competition and Markets Authority (CMA) has given more attention to the meaning of Ecolabel marketing claims, which have to be backed up by evidence, and the prohibition of greenwashing (Competition and Markets Authority, 2021). Good governance and good regulatory compliance are therefore very critical in safeguarding Dove's image and maintaining its competitive advantage.
In conclusion, the PESTLE analysis reveals that while external factors such as economic pressures and regulatory complexities pose challenges, the changing consumer preferences for sustainability, digital engagement, and inclusive branding create significant opportunities for Dove to strengthen its competitive edge in the UK personal care market.
[bookmark: _Toc236776268]Table 1: PESTLE Analysis of Dove Personal Care in the United Kingdom
	Factor
	Key Issues
	Strategic Implication for Dove

	Political
	Post-Brexit trade regulations; sustainability policies
	Improve supply-chain resilience and sustainable operations

	Economic
	Inflation; cost-of-living pressures
	Strengthen value proposition and pricing strategy

	Social
	Demand for inclusivity, wellness and ethical brands
	Enhance purpose-led branding and customer engagement

	Technological
	AI, e-commerce, digital marketing, data analytics
	Expand omnichannel capabilities and personalised marketing

	Environmental
	Sustainable packaging; carbon reduction; circular economy
	Accelerate eco-friendly product and packaging innovation

	Legal
	Consumer protection, advertising standards, CMA Green Claims Code
	Ensure compliance and transparent sustainability communication


Source: Developed by the author based on Johnson et al. (2020), Competition and Markets Authority (2021), Department for Business and Trade (2024), Office for National Statistics (2024), Dove (2024), and Unilever (2024a).
[bookmark: _Toc236776225]3.2 Industry Structure Analysis (Porter's Five Forces)
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[bookmark: _Toc236776273]Figure 4: Porter's Five Forces Analysis of Dove Personal Care in the United Kingdom
Source: Developed by the author based on Porter (1980), Johnson et al. (2020), Euromonitor International (2024), and Unilever (2024a).
Porter's Five Forces model assesses the level of attractiveness and competitive force an industry faces by studying the forces, which affect profitability and long-term strategic positions, of the industry (Porter, 1980). The UK personal care market is highly competitive, with established multinational companies like Nivea (Beiersdorf), L'Oréal Paris, Palmolive (Colgate-Palmolive), and excellent natural brands using innovation, price, sustainability and brand reputation as competitive measures (Euromonitor International, 2024).
There is not much threat from new competition because of the substantial hurdles that new firms have to clear, such as heavy investment, brand loyalty, regulatory requirements, and the retail distribution networks. But niche brands and D2C brands can get into specific market segments more easily with the help of digital commerce (Johnson et al., 2020). Unilever has a moderate supply-side leverage, underpinned by global purchasing power; however, in cases of commodity packaging and sustainable raw materials, the price fluctuations of these commodities could impact production costs (Unilever, 2024a). Buyer bargaining power is high as there are a number of alternative brands and brands are becoming more aware, and there is a strong influence of major retailing stores and online platforms. Lastly, substitutes are moderate as consumers have a choice to switch to affordable skincare products manufactured by brands other than the company or to purchase organic or premium skin care products that provide similar benefits.
Dove's overall assessment of the UK personal care industry is one of being competitive but still appealing. The brand has built a strong brand equity, a purposeful marketing campaign, ongoing product innovation and an extensive distribution network that helps the brand to counter competitive forces and maintain a differentiated market position.
[bookmark: _Toc236776226]3.3 External Strategic Implications
The external analysis shows that Dove acts in an environment of great competition and opportunities in the UK personal care market. The strategic pressures of inflation, regulatory review and fierce competition are growing, while growing consumer demand for sustainability, inclusiveness and digital engagement is significant. Dove can continue to uphold their purpose-based brand positioning, continuous innovation, omnichannel prowess, regulatory compliance and environmental leadership to gain a competitive edge in the market (Johnson et al., 2020; Porter, 1980; Unilever, 2024a).



[bookmark: _Toc236776227]3.4 Internal Environment Analysis 
[bookmark: _Toc236776228]Resource-Based View (RBV)
The Resource-Based View (RBV) of the company recognizes that if the company has resources and capabilities that are valuable, rare, inimitable and well organized, it will have a competitive advantage which can be sustained (Barney, 1991). The key strategic asset for Dove Personal Care is its brand equity, its well-established brand name that carries a strong recognition value across the world. The most important strategic asset for Dove Personal Care is its well-established and recognized brand name due to decades of consistent product quality and purposeful marketing. By establishing a strong emotional bond with consumers and cultivating trust, authenticity, and inclusiveness, Dove has built a stronger bond with consumers that goes beyond just the product's functional features (Aaker, 1996; Dove, 2024).
Dove also has the backing of a number of advantages, including brand equity, Unilever's vast research and development (R&D) capabilities, its global supply chain, financial strength, digital marketing expertise and already established retail relationships. These organisational resources allow Unilever to continuously develop new products, respond quickly to market changes and distribute their products (whether physical retail or e commerce) effectively (Unilever, 2024a). In addition, the Dove's sustainability programmes, such as responsible sourcing and eco-friendly packaging, boost the brand's image with the growing number of eco-conscious consumers in the UK.
[bookmark: _Toc236776229]VRIO Analysis
The VRIO framework examines the value, rarity, inimitability and organization of resources that could lead to sustainable competitive advantage within an organization (Barney and Hesterly, 2021). The dove has a purpose-driven brand identity and consumers trust the brand, meeting the four VRIO criteria. It's made a reputation for itself in the market for promoting body confidence in its Real Beauty campaign, and it's been difficult for others to get right.
Likewise, Unilever's global innovation capability, advanced R&D facilities and integrated supply chain are important and hard-to-replicate organizational abilities that enable them to enhance products continuously and improve their efficiency (Unilever, 2024a). In addition, Dove's comprehensive retail relationships, digital marketing capabilities, and advanced consumer data analysis enable them to stay ahead of market trends and provide personalized customer experiences (Chaffey, 2022). The product formulations of Dove, however, are easily copied by competitors, but the brand's reputation, the relationship it has with the consumers and its organizational capabilities are harder to copy, providing a sustained competitive advantage.
[bookmark: _Toc236776269]Table 2: VRIO Analysis of Dove Personal Care in the United Kingdom
	Strategic Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Dove Brand Equity
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Real Beauty Campaign
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Unilever R&D Capability
	✓
	✓
	✓
	✓
	Sustainable Competitive Advantage

	Global Supply Chain
	✓
	✗
	✓
	✓
	Temporary to Sustained Advantage

	Retail & E-commerce Network
	✓
	✗
	✗
	✓
	Competitive Parity

	Digital Marketing & Consumer Analytics
	✓
	✓
	Moderate
	✓
	Competitive Advantage

	Sustainability Capability
	✓
	Moderate
	Moderate
	✓
	Emerging Competitive Advantage


Source: Developed by the author based on Barney (1991), Barney and Hesterly (2021), Unileever (2024a), Dove (2024), and Johnson et al. (2020).
[bookmark: _Toc236776230]Internal Strategic Implications
This internal analysis also reveals that Dove has significant strategic assets including brand equity, purpose-led differentiation, innovation and access to Unilever's financial, technological and operational resources, all of which are recognised and valued globally. These are excellent attributes to help maintain competitive edge in the UK personal care market. However, sustaining this requires ongoing spending on product innovation, digitalization, sustainability efforts, and customer engagement to meet changing customer needs and demands, as well as intensifying competition. Therefore, Dove's ability to perform well in the long run will be determined by the ability to capitalize on the current capabilities while continually adapting to new market conditions (Johnson et al., 2020).
[bookmark: _Toc236776231]3.5 Strategic Diagnosis 
[bookmark: _Toc236776232]SWOT Matrix
[image: ]
[bookmark: _Toc236776274]Figure 5: Strategic SWOT Analysis of Dove Personal Care in the United Kingdom
Source: Developed by the author based on Johnson et al. (2020), Unilever (2024a), Dove (2024), Euromonitor International (2024), and Competition and Markets Authority (2021).
The SWOT framework is used to combine the results of the external and internal analyses to determine dove's strategic positioning by identifying its strengths, weaknesses, opportunities and threats (Johnson et al., 2020). Its key assets are brand equity that is recognized throughout the world, purpose-driven positioning as a result of its Real Beauty campaign, consumer trust, and the access to Unilever's financial, technological and distribution prowess (Unilever, 2024a; Dove, 2024). Its main disadvantages are its reliance on the already established market in the UK, higher price points than private label products and therefore its susceptibility to the costs of raw materials and packaging. Consumer demand for sustainable and ethical products, growth of digital commerce, personalised skin care and sustainable packaging offers significant opportunity. Threats are the high competition from large and small companies, inflation, regulatory pressures on environmental claims and shifting consumer demands (Euromonitor International, 2024; Competition and Markets Authority, 2021).
[bookmark: _Toc236776233]Strategic Interpretation of SWOT
Based on the SWOT analysis, Dove has an excellent brand equity and has a purpose-based differentiation, which can help the company take advantage of new market opportunities and offset external threats. Dove's internal capabilities and the positive consumer trends are aligned, offering a good basis for a sustainable competitive advantage. However, sustainability, digital transformation, and product innovation efforts will still need to be sustained to meet the changing needs and demands of customers and to outpace competition. It is thus crucial that future strategic options focus on innovating or differentiating from competitors (Porter, 1985; Johnson et al., 2020), and promoting environmentally-sensitive growth, as well as building operational resilience and customer loyalty to ensure Dove's continued dominance in the UK personal care market.
[bookmark: _Toc236776234]4. Comprehensive and Holistic Evaluation
[bookmark: _Toc236776235]4.1 Corporate Social Responsibility (CSR)
Organizations that try to value creation over the long run while mitigating environmental and social issues have embraced the concept of Corporate Social Responsibility (CSR) (Carroll, 1991). For Dove, CSR is not just about philanthropy, it's a part of their brand and part of Unilever's sustainability strategy. Its CSR initiatives focus on embodying body confidence, diversity, and inclusion, such as by reaching millions of young people worldwide with educational resources that raise self-esteem and defy unrealistic beauty standards (Dove, 2024). Dove's broader Climate Transition Action Plan and sustainability commitments (Unilever, 2024a) includes focussed efforts on virgin plastic reduction, recycled plastic packaging and responsible sourcing of ingredients, environmentally.

[bookmark: _Toc236776236]CSR Alignment with Business Objectives
The Dove's CSR activities are well aligned with their strategy of sustainable growth through purpose-led brand differentiation. Dove is not just a company that does CSR as a standalone department, but one that brings social responsibility into product decisions, marketing and consumer interaction. Campaigns like Real Beauty enhance brand authenticity and customer trust, and help to ensure customer loyalty and long-term brand equity (Aaker, 1996). At the same time, investments in sustainable packaging and responsible sourcing are in response to the growing consumer demand for sustainable products and underpin Unilever's vision of profitable growth driven by sustainable innovation (Unilever, 2024a). This fit allows Dove to create value for society as well as for itself.
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[bookmark: _Toc236776275]Figure 6: CSR Strategy Alignment of Dove Personal Care in the United Kingdom
Source: Developed by the author based on Carroll (1991), Dove (2024), Unilever (2024a), and Competition and Markets Authority (2021).
[bookmark: _Toc236776237]Critical Evaluation
However, Dove is under scrutiny for its sustainability commitments as a whole, even though it has a good standing in the CSR world. Environmental outcomes are becoming a key priority for stakeholders, with expectations for measurable results, clear ESG reporting and credible evidence to back up sustainability claims. In addition, the UK has introduced its own Green Claims Code, making unsubstantiated claims (Competition and Markets Authority, 2021) a reputational risk for businesses. So Dove needs to boost impact measurement, increase the transparency of its supply chain and increase third-party verification of its environmental and social efforts. This would help to build trust with the stakeholder base, mitigate the risk to reputation and further cement Dove's reputation as a brand with purpose that can achieve both commercial and societal sustainability.
[bookmark: _Toc236776238]4.2 Balanced Scorecard
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[bookmark: _Toc236776276]Figure 7: Balanced Scorecard for Dove Personal Care in the United Kingdom
Source: Developed by the author based on Kaplan and Norton (1992), Johnson et al. (2020), Dove (2024), and Unilever (2024a).
The Balanced Scorecard (BSC) was introduced by Robert S. Kaplan and David P. Norton to turn an organisation's vision and strategy into measurable objectives in four connected perspectives: Financial, Customer, Internal Business Processes and Learning & Growth (Kaplan and Norton, 1992). The Balanced Score Card is different from traditional performance measurement methods which are mainly financial as it combines financial and non-financial measures, allowing organisations to track strategic implementation and their impact on long-term value creation. The framework offers a framework for Dove Personal Care in the United Kingdom to ensure operational performance is in alignment with its brand purpose and Unilever's sustainable growth goals.
[bookmark: _Toc236776239]Financial perspective
In terms of finances, Dove seeks sustainable revenue growth, better profitability and better return on investment, while retaining its premium brand positioning. These KPIs are applicable and relevant, such as sales revenue growth, operating margin, market share and return on marketing investment. Product innovation, premium product development, operational efficiency, and sustainable cost management are key areas where these objectives can be realized, as outlined by Unilever (2024a).
[bookmark: _Toc236776240]Customer Perspective
The customer perspective is about enhancing consumer satisfaction, brand loyalty and trust in Dove's purpose-driven positioning. Customer satisfaction, Net Promoter Score (NPS), brand awareness, customer retention rate, and digital engagement metrics are some of the key performance indicators (KPIs) that can be used. Programs like the Real Beauty campaign, consumer-specific experiences, and omnichannel marketing further cement Dove's unique value proposition and lasting customer connections (Dove, 2024).
[bookmark: _Toc236776241]Internal Business Process Perspective
The internal business process view of Dove aims to increase efficiency and speed up innovation and sustainability. Performance indicators are product development cycle time, sustainable packaging adoption, supply chain efficiency, quality performance and regulatory compliance. Operational excellence and meeting changing consumer expectations and environmental legislation is achieved through investments in research and development, digital technologies and responsible sourcing (Johnson et al., 2020; Unilever, 2024a).
[bookmark: _Toc236776242]Learning And Growth Perspective
Lastly, the learning and growth focus is on building the organisation's learning and growth capabilities for future competitiveness. The focus is on improving employee skills, encouraging innovation, building digital capabilities and creating a culture that is inclusive of all employees. Some key indicators are employee engagement, innovation pipeline, training hours, digital capability development and sustainability competencies. By promoting continuous learning and organisational development, Dove is able to respond to evolving market dynamics and maintain a competitive edge through innovation.
Overall, the Balanced Scorecard proves that the strategic success of Dove is based on the combination of financial success, customer value, operational excellence and organisation learning, which in turn lead to sustainable competitive advantage in the UK personal care market.
[bookmark: _Toc236776243]5. Strategic Choices and Implementation
[bookmark: _Toc236776244]5.1 Strategic Alternatives
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[bookmark: _Toc236776277]Figure 8: Strategic Alternatives for Dove Personal Care in the United Kingdom
Source: Developed by the author
[bookmark: _Toc236776245]Option 1 - Premium Differentiation Strategy
The cost of implementing a premium differentiation strategy would benefit dove's competitive position by improving the quality of products, developing innovative products for the skin care market and reinforcing purpose-driven brand communication. With the Real beauty campaign and the better performance of its products, Dove can afford to charge higher prices for products and can build brand loyalty and brand equity in the UK market (Porter, 1985; Aaker, 1996).
[bookmark: _Toc236776246]Option 2 - Sustainable Product Innovation Strategy
This approach will accelerate innovation by using sustainable formulations, recyclable packaging and environmentally responsible sourcing. If Dove's product development aligns with the increasing consumer demand for ethical and eco-friendly personal care products, then it would help bolster Dove's sustainability efforts and support Unilever's environmental goals and long-term competitive advantage (Unilever, 2024a).
[bookmark: _Toc236776247]Option 3 - Digital Consumer Engagement Strategy
A digital consumer engagement strategy highlights the importance of broadening the scope of omnichannel marketing, leveraging artificial intelligence (AI) for personalisation, engaging in social media activity, and analysing data to enhance customer relationships. Digital interaction would increase brand awareness, customer retention, brand insights and give Dove the ability to adapt and react to changing buying habits and trends (Chaffey, 2022). As a group these three strategic options offer possibilities for maintaining Dove's competitive standing in the personal care market in the UK.






[bookmark: _Toc236776248]5.2 Evaluation of Strategic Alternatives 
[bookmark: _Toc236776249]Porter's Generic Strategies
The generic strategies developed by Porter are: cost leadership, differentiation and focus strategies (Porter, 1985). Dove's biggest differentiator is premium as their brand is differentiated by purpose, innovation, customer trust and quality. This strategy gives Dove a high point position, and, at the same time, gives it less direct competition in price from private brands. As a result, having a unique, differentiated strategy based on ongoing innovation and brand authenticity is still a preferred strategy in the personal care market in the UK.
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[bookmark: _Toc236776278]Figure 9: Porter's Generic Strategies Positioning Map
[bookmark: _Toc236776250]Ansoff Matrix
The Ansoff Matrix is a framework for assessing degrees of strategic growth – market penetration, market development, product development and diversification (Ansoff, 1957). Product development is the most appropriate growth strategy as Dove's presence in the UK is established. By creating sustainable products, refillable packaging, and high-quality skin care solutions, Dove is able to meet evolving consumer demand and take advantage of the existing market experience and distribution channels. This approach provides less strategic risk than diversification and an innovation-driven growth for the long-term.
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[bookmark: _Toc236776279]Figure 10: Ansoff Matrix for Dove UK







[bookmark: _Toc236776251]BCG Matrix
Businesses can be categorized using the BCG Matrix based on the market growth and relative market share of the business units (Henderson, 1970). Dove Personal Care is the best position of “Star” as it has a good market share in a rising premium and sustainable personal care market in the UK. It is therefore justifiable to continue investing in innovation, marketing and sustainability to keep on top and to create future cash flows.
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[bookmark: _Toc236776280]Figure 11: BCG Matrix
[bookmark: _Toc236776252]SAFe Evaluation Matrix
The SAFe framework considers strategic options from the perspective of their Suitability, Acceptability and Feasibility (Johnson et al., 2020). The proposed alternatives can be evaluated in terms of their overall scores, with the Sustainable Product Innovation Strategy having the highest score. It is consistent with Dove's purpose-led positioning, meets rising consumer expectations for products that are good for the planet, and leverages Unilever's existing research, financial and operational strengths. This approach is thus most potent in building sustainable growth and in reinforcing the competitive edge in the long term.
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[bookmark: _Toc236776281]Figure 12: SAFe Evaluation Radar Chart (Preferred) or Score
[bookmark: _Toc236776253]5.3 Recommended Strategy and Implementation 
[bookmark: _Toc236776254]Recommended Strategy
From the analysis of PESTLE, VRIO, SWOT, Porter's Five Forces, Ansoff Matrix, BCG Matrix and SAFe, Dove Personal Care in the United Kingdom has been recommended Sustainable Product Innovation Strategy as the most suitable choice of strategy. This helps Dove achieve its brand purpose and is in line with the growing demand for sustainability from consumers, and also benefits from the innovation prowess, global supply chain and sustainability expertise of Unilever. It also enhances long-term differentiation and builds up brand equity and competitive advantage (Johnson et al., 2020; Unilever, 2024a).
[bookmark: _Toc236776255]Implementation Roadmap (2026-2030)
Implementation should be done in a phased manner. The Dove should prioritize sustainable product design, consumer research and research and development during 2026. By 2027-28, the company is expected to introduce new versions of its products featuring recyclable or refillable packaging, complemented by a comprehensive digital marketing strategy and partnerships with strategic retailers. In 2029–2030, Dove must be continually testing, measuring and refining its performance based on customer feedback and ESG indicators (Kaplan and Norton, 1992) while focusing on sustainability in its supply chain and rollout to other product categories.
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[bookmark: _Toc236776282]Figure 13: Implementation Roadmap (2026-2030)
[bookmark: _Toc236776256]Implementation Challenges
Some of the key implementation challenges are the costs and availability of investment, disruption of the supply chain, resistance to organisational change, regulatory requirements for sustainability claims, and the uncertainty over consumer uptake of new product innovations (Competition and Markets Authority, 2021).
[bookmark: _Toc236776257]Risk Mitigation Strategies
To reduce these risks, Dove needs to improve the collaboration with suppliers, phase-in product releases, provide training for employees, incorporate third-party environmental certification and track consumer recyclability feedback in order to inform agile product decisions and regulatory compliance.
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[bookmark: _Toc236776283]Figure 14: Risk Mitigation Framework
[bookmark: _Toc236776258]Key Performance Indicators (KPIs) 
Success will be tracked via measurable KPIs, such as revenue growth, UK market share, customer satisfaction, Net Promoter Score (NPS), percentage of recyclable packaging, reduction in carbon emissions, innovation success rate, digital engagement and employee sustainability training completion. These will help Dove measure the strategic progress and track that it is on track with its commercial and sustainability goals (Kaplan and Norton, 1992).
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[bookmark: _Toc236776284]Figure 15: KPI Dashboard for Strategy Implementation
Source: Kaplan and Norton (1992) Balance Scorecard; Unilever (2024) Annual Report and Accounts 2024







[bookmark: _Toc236241912][bookmark: _Toc236776259]Section 2
[bookmark: _Toc236776260]Reflective Account (Gibbs' Reflective Cycle): 
Gibbs' Reflective Cycle (Gibbs, 1988) is used as a reflective account to critically consider the learning that took place in the research, analysis and development of the strategic management report against the Dove Personal Care Business in the United Kingdom for Unilever. The model includes a structured framework of six stages Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan that can facilitate systematic reflection and ongoing professional development.
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[bookmark: _Toc236776285]Figure 16: Adapted from Gibbs (1988)


[bookmark: _Toc236776261]Description
The aim of this assessment was to take on the role of a strategic management consultant to appraise Dove's strategic position in the UK personal care market. For this purpose, I gathered data from the academic publications, books, industry publications, company publications and government publications. I used various strategic management tools, such as PESTLE, Porter's Five Forces, VRIO, SWOT, Balanced Scorecard, Porter's Generic Strategies, Ansoff Matrix, BCG Matrix, and SAFe framework to analyze the external environment, resources and capabilities of Dove, strategic options, and implementation plan for the organization. In the whole report, I tried to correlate theory and theory with the business evidence so as to provide realistic and evidence-based strategic recommendations.
[bookmark: _Toc236776262]Feelings
When I was given the task, I was confident of comprehending the strategic management parts of the assignment, but not as confident when I had to combine several analytical frameworks into a report. The first time I saw the strategic models it was a bit difficult to choose the most relevant and to establish logical bridges between them. But, as I read the research papers and organisational reports, my faith slowly grew. The process helped to deepen my understanding of the complementarity of strategic tools in supporting managerial decision making, not as standalone tools.
[bookmark: _Toc236776263]Evaluation
In general, I think the research and writing process was successful in that I was able to critically analyze Dove's competitive environment from several different lenses, rather than just descriptive analysis. The results of both the internal and external analyses reinforced the need to recommend a Sustainable Product Innovation Strategy. Furthermore, by summarising the current academic literature, company reports and industry evidence this supported my arguments and deepened my understanding of strategic implementation. However, there was one restriction – that of the financial data available from the public at the business unit level for Dove in the UK market. As a result, certain strategic interpretations were made using information from Unilever's corporate disclosures and industry reports, rather than information specific to the products.
[bookmark: _Toc236776264]Analysis
This assignment was an eye opener that said that strategic theories must be used in conjunction with one another and not singly. For instance, by conducting PESTLE analysis, external opportunities for Dove were highlighted that include sustainability and shifting consumer trends and through the VRIO analysis, organisation capabilities were identified that can be used to take advantage of the opportunities. Likewise, SWOT analysis was the basis for analyzing the strategic alternatives by Porter's Generic Strategies, Ansoff Matrix, BCG Matrix and SAFe framework. This process of strategic models’ application in the sequence showed the way how evidence-based decision making can be used to enhance the formulation of organisational strategy. Moreover, comparing theories of academics with business practice in real world has improved my analytical capabilities and also upgraded my argumentation, justified recommendations with proper evidence (Johnson et al., 2020).
[bookmark: _Toc236776265]Conclusion
From my experience in completing this assignment, I understand that the successful strategic management isn't just about knowing each model, it's about being able to combine all the information I've acquired from various sources into an integrated strategic recommendation. I have gained a greater power to think critically, research, write academically and make decisions based on evidence as a result of this experience. It has also added value to my understanding about sustainability, innovation and stakeholder management as key elements in achieving long-term competitive advantage for organizations in the modern world.
[bookmark: _Toc236776266]Action Plan
As far as future academic and professional studies, I plan to gain a more comprehensive grasp on using the various industry databases, expand on quantitative data interpretation, and enhance financial analysis. I will also aim to improve my strategic planning skills and capacity to assess the viability of other strategic scenarios through scenario planning and predictive business analytics. Additionally, I will further develop my academic writing abilities by reading and using more academic sources that have gone through peer review and by applying rigorous Harvard referencing. These will help me to develop stronger consultancy reports and to be able to make sound decisions in management scenarios moving forward.
[bookmark: _Toc236776267]References
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Porter’s Five Forces Analysis of Dove Personal Care
in the United Kingdom

1. THREAT OF NEW ENTRANTS
Low

High brand loyalty and trust in

established brands

Significant investment required for
R&D, marketing and distribution

Regulatory compliance and safety
standards create entry barriers

Digital channels reduce barriers for
niche/D2C brands, but scale is difficult

) 4

BARGAINING POWER
OF SUPPLIERS
MODERATE

Large number of raw material
and packaging suppliers

« Unilever's global scale provides
strong negotiating power

« Rising costs of sustainable
ingredients and packaging
can increase supplier power

« Dependence on quality and

ethical sourcing standards

3. BARGAINING POWER
OF BUYERS
HIGH

Wide availability of alternative
brands and private labels
High price sensitivity due to
cost of living pressures
Strong influence of retailers
and online platforms

Easy product switching due to
low switching costs

U 2

Dove
Y

Dove Personal Care
(UK Market)

4. THREAT OF SUBSTITUTES 5. COMPETITIVE RIVALRY
MODERATE HIGH
« Availability of alternative personal « Intense competition among global
care solutions (organic, natural, players: Nivea (Beiersdorf),
premium skincare, DIY products) L'Oréal Paris (L'Oréal), Palmolive

(Colgate-Palmolive), Simple,
Olay and others

« Frequent product innovation,
promotions and advertising

« Strong focus on sustainability,
digital engagement and brand
differentiation

Overall Implication
<O, The UK personal care industry is highly competitive with strong buyer power and intense rivalry.

However, Dove's strong brand equity, purpose-led differentiation, innovation, and Unilever's global |
resources help it sustain a strong competitive position. |

« Private label and value brands
offer similar benefits at lower price

+ However, Dove's brand trust,
quality and purpose-driven
positioning reduce substitution risk

Source: Adapted from Porter (1980) Competitive Strategy: Techniques for Analyzing Industries and Competitors;
Johnson et al. (2020) Exploring Strategy (12th ed.); Euromonitor International (2024) Beauty and Personal Care in the United Kingdom;
Unilever (2024) Annual Report and Accounts.
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Strategic SWOT Analysis of Dove Personal Care

in the United Kingdom

An integrated view of internal strengths and weaknesses and external opportunities and threats
shaping Dove’s strategic position in the UK market.

STRENGTHS

Strong Global Brand Equity
Dove is a trusted and widely recognized brand
associated with quality and care.

Purpose-Led Positioning
Real Beauty campaign creates emotional
cconnection and strong brand differentiation.

High Consumer Trust & Loyalty
Long-standing reputation for safety,
authenticity and inclusivity.

Unilever’s Resources & Capabilities
Access to world-class R&D, innovation,
financial strength and global scale.

Extensive Distribution Network
Strong presence across retail, e-commerce
and multiple channels in the UK.

& o o

OPPORTUNITIES

g Demand for Sustainable

al Products

Increasing consumer preference for natural,
ethical and environmentally responsible brands.

Expansion of Digital Commerce
Growth of online shopping and direct-to-consumer
channels offers new growth avenues.

Personalised & Innovative Skincare
Rising interest in personalised solutions and
premium skincare categories.

Eco-Friendly Packaging & Circular Economy
Opportunities to lead in recyclable, refillable

and sustainable packaging solutions.

Increasing Social Awareness & Inclusivity
Dove’s inclusive messaging aligns with evolving
consumer values and expectations.

_

>

Personal Care
(UK Market)

A

@® Premium Pricing

Dove products are relatively more expensive
than private-label alternatives.

Dependence on Mature Market
Heavy dependence on the mature UK market
limits high growth potential.

Raw Material Cost Pressure
Rising costs of ingredients and packaging
impact profit margins.

@ Limited Differentiation in Some Segments
Some product categories face limited
differentiation compared to competitors.

& THREATS

Intense Market Competition
Strong competition from global brands
(Nivea, L'Oréal, Palmolive) and niche players.

® Private-Label Alternatives
Retailer own-label products gaining quality
and price advantage.

@ Inflation & Cost-of-Living Pressures
Economic uncertainty reduces discretionary
spending on personal care products.

@ Regulatory Scrutiny
Increasing regulation on ingredients, sustainability
claims and advertising standards.

® Changing Consumer Preferences
Rapidly evolving trends may shift consumer
preferences and brand loyalty.

©

Strategic Insight: Dove is well-positioned with strong internal capabilities and a purpose-driven brand.
By leveraging its strengths to capture emerging opportunities and addressing key weaknesses,

Dove can mitigate external threats and sustain long-term competitive advantage in the UK market.

Source: Developed by the author based on Johnson et al. (2020), Unilever (2024), Dove (2024),
Euromonitor International (2024) and Competition and Markets Authority (2021).
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CSR Strategy Alignment of Dove Personal Care

in the United Kingdom

DOVE CSR INITIATIVES

‘eal Beauty Campaign
Promotes body positivity,
diversity and inclusion through
purpose-driven marketing.

BUSINESS OBJECTIVES

Brand Differentiation
Differentiate Dove as a
purpose-led and trusted
beauty brand.

STRATEGIC OUTCOMES

Strong Brand Equity
Enhanced reputation and brand
equity through authentic
purpose-led actions.

RONNCONE U

Dove Self-Esteem Project
Empowers young people with
self-esteem education and
digital learning resources.

Sustainable Packaging
Reducing virgin plastic,
increasing recycled plastic and
using recyclable materials.

Responsible Sourcing
Sourcing ingredients ethically
and supporting sustainable
agriculture and communities.

Carbon Reduction Initiatives
Committed to reducing
greenhouse gas emissions across
operations and value chain.

Customer Trust & Loyalty
Build emotional connections
and long-term loyalty with
consumers.

Sustainable Growth

Drive profitable growth through
sustainability-driven innovation
and responsible practices.

Innovation Leadership
Develop innovative products
with sustainable ingredients
and packaging solutions.

Regulatory Compliance
Meet and exceed environmental
standards and responsible
marketing regulations.

CIUCCIICIC

Competitive Advantage
Differentiation and innovation
create barriers to imitation

and strengthen market position.
Enhanced ESG Reputation
Improved stakeholder trust

and recognition in ESG and
sustainability rankings.

Long-term Profitability
Sustainability initiatives drive
efficiency, risk reduction and
cost savings.

Sustainable Value Creation
Create long-term value for
people, planet and business
while contributing to society.

Dove
&

Dove’s CSR is embedded in its purpose: to help the next generation develop a positive relationship with beauty.
By integrating CSR into its strategy, Dove creates shared value for society, the environment and the business,
ensuring sustainable growth in the UK personal care market.

Source: Developed by the author based on Dove (2024) Our Mission & Campaigns,
Unilever (2024a) Annual Report and Accounts 2024, Carroll (1991) Business Horizons, 34(4), pp. 3948,

and Competition and Markets Authority (2021) Green Claims Code.
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Balanced Scorecard for Dove Personal Care
¥

in the United Kingdom

Translating Dove’s purpose-led strategy into measurable performance across
four interconnected perspectives to create sustainable value.

Strategic Objectives i Key Performance Indicators (KPIs)

+ Achieve sustainable revenue growth | Sales revenue growth (%)

|
+ Improve profitability and efficiency | Operating margin (%)

1. FINANCIAL « Expand market share in core categories Markatsharel %)

PERSPECTIVE + Maximize return on marketing investment d i oMl

Deliver sustainable « Drive cost efficiency and responsible EUEATrets knvestpent (ROMD
financial growth investment Cost per unit / cost savings (%)

hasoi

and create value for

shareholders. f

Strong customer relationships and ef

ent processes drive financial performance.

Strategic Objectives Key Performance Indicators (KPls)

« Strengthen brand trust through purpose (©) Customer satisfaction score (%)
and authenticity
« Increase customer satisfaction and loyalty @ Net Promoter Score (NPS)
2 ClSJSTgMER « Enhance digital engagement and Customer retention rate (%)
PERSPECTIVE omnichannel experience o at W
Build strong brand « Grow brand awareness and preference «
equity and deepen

Digital engagement rate (e.g., social,

website, app usage)

consumer trust * Understand and respond to consumer needs 0

and loyalty. ‘

Delivering superior customer value depends on excellent internal processes.

Strategic Objectives Key Performance Indicators (KPls)

Accelerate product innovation New product success rate (%)
Develop sustainable and responsible

Nl s e g % of products with sustainable packaging
BUSINESS PROCESS « Improve supply chain efficiency Supply chain efficiency (OTIF*) (%)
PERSPECTIVE « Ensure product quality and safety

Excel in key processes. Quality compliance rate (%)

to deliver quality
products sustainably
and efficiently.

« Strengthen regulatory compliance
and ethical standards

(X R

Regulatory compliance score (%)

d, motivated and innovative people enable outstanding processes.

@ Strategic Objectives Key Performance Indicators (KPls)

+ Develop and engage a high-performing 8% Employee engagement score (%)
=

| and diverse workforce

4. LEARNING & « Strengthen digital and data capabilities iiainingihours per’employee]
| GROWTH PERSPECTIVE « Foster innovation and continuous learning Number of innovations in pipeline
B.uild ca!)abilities, foster + Promote inclusive culture and wellbeing Digital capability index / maturity score
innovation and nurture « Build sustainability knowledge and
a purpose-driven, leadership Sustainability training coverage (%)
inclusive culture.

*OTIF: On Time In Full

Dove creates long-term sustainable growth and makes a positive impact on consumers,

Z ) STRATEGIC OUTCOME
0V€ By aligning financial success with customer value, operational excellence and people development,
‘ communities and the planet.

Source: Developed by the author based on Kaplan & Norton (1992); Johnson et al. (2020);
Dove (2024); Unilever (2024a) Annual Report and Accounts 2024.
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Strategic Alternatives for Dove Personal Care 7)) e

in the United Kingdom

¥

Three strategic pathways to strengthen Dove’s competitive position and deliver

sustainable growth in the UK personal care market.

+
64
Premium Differentiation
Strategy

@ Enhance premium product quality and

skincare innovation

@ Strengthen purpose-led brand identity

through Real Beauty campaign

@ Justify premium pricing and increase
customer loyalty

@ Build stronger brand equity and

competitive differentiation

Sustainable Product
Innovation Strategy

B on s .
oo

Digital Consumer
Engagement Strategy

Develop eco-friendly and biodegradable
products

Increase use of recyclable and
sustainable packaging

Source ingredients responsibly and
ethically

Strengthen sustainability leadership
and support Unilever’s ESG goals

@ Strategic Focus:

Sustainability, Innovation, Responsibility

O 0 0 0

Expand omnichannel marketing and
e-commerce presence

Leverage Al-driven personalisation and
smart recommendations

Enhance social media engagement
and influencer partnerships

Use data analytics to understand
consumers and improve experiences

O 0 0 o

ata, Customer Insig|

SUSTAINABLE COMPETITIVE ADVANTAGE
By pursuing the right combination of premium positioning, sustainability leadership,
and digital engagement, Dove can strengthen brand loyalty, drive growth,
and create long-term value for consumers and stakeholders.

Source: Developed by the author based on Porter (1985) Competitive Advantage;
Aaker (1996) Building Strong Brands; Chaffey (2022) Digital Marketing; Unilever (2024) Annual Report and Accounts 2024.




image9.png
Differentiation
Uniqueness
perceived by
customers

Competitive
Advantage

Low Cost
Lowest cost
position in
the industry

A

DIFFERENTIATION

N7

N4

Offer unique products / services
that are valued by customers
across the whole market.

COST LEADERSHIP

&

Achieve the lowest cost position
across the whole market to
compete on price.

COST FOCUS

Focus on a specific segment and
achieve the lowest cost position
within that segment.

Narrow Scope
(Specific Segment)

Dove 2

{
|

|

|

|

i

| Dove is positioned here.
i The brand differentiates through superior

product quality, purpose-led branding,

' innovation, and trust across a broad range
| of consumer segments in the UK.

LR G R RE )

DIFFERENTIATION FOCUS

Focus on a specific market segment
and differentiate to meet its
unique needs.

Porter’s Generic Strategies Positioning Map

Where Dove Personal Care is Positioned in the UK Personal Care Market

@ Key Insight

Dove competes through
broad differentiation,
delivering unique value
to a wide range of
consumers rather than
competing on price.
This enables Dove to
build strong brand equity,
customer loyalty, and
sustainable competitive
advantage.
—

Competitive Scope Broad Scope

(Whole Market)

Source: Porter, M.E. (1985) Competitive Advantage:
Creating and Sustaining Superior Performance. New York: Free Press.
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Existing
Markets

Ansoff Matrix for Dove UK

Strategic Growth Options for Dove Personal Care in the United Kingdom

Introduce existing Dove products
into new markets.

« Expand into new geographic regions

within the UK (e.g., rural areas, smaller towns)
o Target new customer segments

(e.g., men’s grooming, older consumers)
* Grow presence in new distribution

channels and retailers

4. DIVERSIFICATION

Introduce new products
into new markets.

* High risk and high investment

* Enter unrelated product categories
outside personal care

* Not the recommended strategy
at the current stage

MARKET PENETRATION

Increase market share of existing
products in existing markets.

* Increase usage among existing customers
o Strengthen brand loyalty and repeat purchase
© Promotional offers and in-store visibility

© Improve customer engagement and advertising

3. PRODUCT DEVELOPMENT

Introduce new products
for existing markets.
Develop new skincare and haircare innovations
Launch sustainable, eco-friendly and
refillable products
Expand premium and specialist product lines

Leverage Dove’s brand equity and
distribution in the UK

Dove
Y

RECOMMENDED
STRATEGY

Product Development
is the most suitable
growth strategy for
Dove in the UK.

It leverages existing
strengths, meets
evolving consumer
needs, and carries
lower risk compared
to diversification.

R

e

Existing Products

Strategic Implication:

Products

New Products

Dove should focus on Product Development to strengthen its portfolio with innovative,
sustainable and premium products that meet changing consumer preferences in the UK.

Source: Ansoff, H.l. (1957) “Strategies for Diversification.” Harvard Business Review, 35(5), pp. 113-124.
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BCG Matrix for Dove Personal Care in the United Kingdom 7)oy e

Assessing Dove’s Product Portfolio Based on Market Growth and Relative Market Share

4
STARS Dove
High Dove Personal Care <
(fast growth) (UK Overall Portfolio)
Position: Strong Market Share in a
Growing Market
* Dove has a strong market share in the UK
personal care market. |
« Growing demand for premium, skincare
Market and sustainable products.
Growth + Requires continued investment in innovation,
Rate marketing, and brand building to maintain
%) leadership.
o, \
A
CASHCOWS  /Doe)
Core Dove Products \ ¥ /
(e.g., Beauty Bar, Body Wash, -
Shampoo)

Position: High Share in Low
Growth Markets

Established products with high market share
Low in mature categories.

(slow growth) Generates strong cash flows.

Strategy: Maintain efficiency, manage costs,

and use cash to invest in Stars and

QUESTION MARKS 9

: New Product Lines / L]

® Emerging Categories
(e-g., Men+Care Premium Range,
New Skincare Innovations)
Position: Low Share in High Growth Markets

* New or recently launched products in
high-growth segments.

« Potential for future growth but require
significant investment.

* Focus on building brand awareness,
trial, and distribution.

& DOGS

!

Declining / Low Performing ' -
Products -

Position: Low Share in
Low Growth Markets

o Low market share in stagnant or
declining categories.

o Limited growth potential and low returns.

* Strategy: Harvest or divest to
reallocate resources.

¥

Question Marks.
High Relative Market Share Low
(Strong Share) (Dove vs. Largest Competitor) (Weak Share)

Strategic Insight
Dove's strong position as a STAR in the UK personal care market highlights its leadership in a growing industry.
Continued innovation and sustainability focus will help maintain leadership while building future growth engines.

©

Source: Adapted from Henderson, B.D. (1970) The Product Portfolio. Boston Consulting Group.
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SAFe Evaluation Matrix for Dove Personal Care in the UK

Evaluating Strategic Alternatives using SAFe Framework: Suitability, Acceptability, Feasibility

SAFe Evaluation Radar Chart (Scores )]

Suitabil
(Strategic fit with
Dove's goals)

5

Feasibility
(Capability, resources
and implementability)

Acceptability
(stakeholder support
and alignment)

—e— Option 2: Sustainable Product Innovation Strategy
—e— Option 1: Premium Differentiation Strategy
—e— Option 3: Digital Consumer Engagement Strategy

Dove

SAFe Evaluation Score Comparison (Scores 1-5) ,‘
T

" Acceptability  Feasil Total

" S Suitability

Strategic Alternatives | (gyratagic Fit) (Stakeholder  (Resources & Score

Support) Capability) | (Out of 15)
Option 2:
e T 45 43 13.5
groyation (Preferred)
Strategy
Option 1:
@ Premium

Differentiation 4.2 4.0 3.8 12.0
Strategy
Option 3:
Digital Consumer

EQ Shasgetecs 3.8 3.9 3.9 1.6
Strategy

Key Interpretation

The Sustainable Product Innovation Strategy (Option 2) achieves the highest overall

score across all SAFe dimensions. It best aligns with Dove’s purpose-led strategy,

meets strong stakeholder and consumer expectations for sustainability, and is highly

feasible given Unilever's innovation capabilities and resource base.

Thereforo, Option 2 is the most strategic and balanced choice for Dove in the UK.

\s

Suitability Acceptability Feasibility

CJ/ Measures how well the strategy aligns 808, e i iavelc sppartifrom ey, 0 Evaluates the practicality of implementation

( .) with Dove's mission, brand positioning, stakeholders including consumers, employees, idering resources, capabiliies, ay.
and long-term objectives. partners, and regulators. and organisational readiness.
Strategic Recommendation: Scoring Scale:
Dove should prioritise Sustainable Product Innovation to strengthen its market leadership, 1=Verylow 2=Low 3=Moderate
deliver long-term value, and contribute to a more sustainable future. 4=High 5= Very High

Source: Framework adapted from Johnson, G., Scholes, K., Whittington, R. & Angwin, D. (2020) Exploring Strategy, 12th ed., Pearson Education.
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STRATEGIC
FOCUS

KEY

INITIATIVES

KEY

DELIVERABLES

EXPECTED
OUTCOME

@

Implementation Roadmap (2026-2030)

Sustainable Product Innovation Strategy for Dove Personal Care in the United Kingdom

(o (4 (& _ (&)

2026

Foundation & Research

Build strong foundation
for sustainable innovation
and future-ready portfolio.

+ Invest in R&D for sustainable
formulations

* Consumer insight & trend
analysis

+ Develop eco-friendly
packaging concepts

+ Strengthen partnerships
with sustainable suppliers

Sustainable product
pipeline and concept
portfolio

Stronger innovation
capabilty and

STRATEGIC IMPACT:
This roadmap will help Dove lead the transition toward a more sustainable future while meeting
evolving consumer expectations and driving profitable growth in the United Kingdom.

sustainabilty readiness

2027

Pilot Launch &
Market Preparation

Launch innovative, sustainable
products and build consumer
awareness.

« Pilot launch of new sustainable
product lines

« Introduce recyclable/
refillable packaging

« Run integrated marketing &
digital campaigns

« Partner with key retailers
for shelf visibility

&5

@ 'ncreasedbrand
awareness and early
market traction

New sustainable
product range
launched

2028

Market Expansion
& Scaling

Scale successful innovations
across categories and
strengthen market position.

+ Expand successful products
across categories (Hair, Skin,
Body, Deodorants)

« Increase distribution
coverage across UK

« Strengthen e-commerce
and direct-to-consumer
channels

Wider market
reach and category
>3 o & expansion
7 Revene gowtn
and stronger
market share

2029

Supply Chain Optimization
& Sustainability Leadership

Optimize operatioles and
supply chain for end-to-end
sustainability.

« Implement sustainable
sourcing at scale

« Reduce carbon footprint
in manufacturing & logistics

« Improve waste reduction
and circularity

« Engage employees & suppliers
in sustainability goals

’ Sustainable operations

and responsible
- [t

Lower environmental
impact and improved
operational efficiency

Dove
¥

2030

Performance Review &
Continuous Improvement

Evaluate performance,
drive continuous innovation
and long-term value.

+ Evaluate KPIs & consumer
feedback

« Drive continuous product
innovation

+ Report ESG performance
transparently

« Set new goals for 2031+

Improved performance,
innovation pipeline
and ESG leadership

Long-term value
creation and sustained
competitive advantage

Dove

S/

Source: Adapted from Kaplan & Norton (1992) Balanced Scorecard; Johnson et al. (2020) Exploring Strategy; Unilever (2024) Annual Report and Accounts 2024.
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RISK MITIGATION FRAMEWORK Dove

Sustainable Product Innovation Strategy for Dove Personal Care in the United Kingdom ‘

IMPLEMEN 1ON CHALLENGES (RISKS)

1. High Investment Costs

« Significant investment required in R&D,
sustainable materials and packaging

« Higher upfront costs may affect short-term
profitability

2. Supply Chain Disruption

« Uncertainty in sourcing sustainable raw
materials and packaging

« Geopolitical, climate and logistics disruptions

3. Regulatory & Compliance Risks

«+ Changing regulations on environmental claims,
packaging and product safety

« Risk of non-compliance and reputational damage

4. Consumer Adoption Uncertainty

+ New sustainable products may face low
acceptance initially

« Premium price sensitivity in some segments

5. Organisational Change Resistance

« Employees may resist change and new ways
of working

« Slow internal adoption of sustainability goals

MITIGATION STRATEGIES

Mitigation Strategies

« Phased investment and prioritisation of high-potential innovations

« Leverage Unilever's scale, shared R&D and economies of scale

« Focus on long-term ROl and cost savings from efficiency improvements

Mitigation Strategies

« Diversify suppliers and build strong supplier partnerships
« Develop local and regional sourcing alternatives

+ Maintain safety stocks for critical materials

Mitigation Strategies

« Monitor regulatory changes proactively

« Ensure compliance with UK and EU sustainability regulations.
« Use third-party certifications and transparent communication

Mitigation Strategies

« Conduct consumer testing and pilot launches

« Educate consumers on benefits and value

« Communicate purpose-led brand story effectively

Mitigation Strategies

« Provide training and upskilling for employees

+ Communicate vision and benefits clearly

« Align incentives and performance metrics with sustainability goals

OUTCOME: By proactively addressing these risks with targeted mitigation strategies, Dove can ensure smooth implementation of its
Sustainable Product Innovation Strategy, create long-term value, and strengthen its leadership in the UK personal care market.

Source: Adapted from Johnson, G., Scholes, K., Whittington, R. & Angwin, D. (2020) Exploring Strategy, 12th ed., Pearson Education;
ISO 31000:2018 Risk Management Guidelines; Unilever (2024) Annual Report and Accounts 2024.
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KPI DASHBOARD FOR STRATEGY IMPLEMENTATION (2026-2030) Dove

Sustainable Product Innovation Strategy for Dove Personal Care in the United Kingdom
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‘These KPIs will enable Dove to measure financial pe . customer value, impact, and m";blg Customers Planet People
capability—ensuring sustainable growth and long-term competitive advantage in the UK market.

Note: Targets are indicative and will be refined annually based on performance and market conditions. Source: Kaplan & Norton (1992) Balanced Scoracard; Unilever (2024) Annual Report and Accounts 2024





image16.png
Gibbs’ Reflective Cycle Applied in This Reflection

A structured approach to evaluate learning and enhance future performance

o

ACTION PLAN
If it arose again, what
would you do?

Use wider databases and industry
sources for better data.

z4

Enhance financial and quantitative
analysis skills.

Apply scenario planning and
predictive analytics.

Continue improving academic
research and writing.

CONCLUSION
What else could

you have done?

O- Need for better access to primary

financial data.
+ Could explore more quantitative
analysis.
« Importance of stakeholder
perspectives could be deeper.

——— This cycle is iterative - reflection leads to continuous improvement and better future performance.

DESCRIPTION

What happened?
Undertook strategic analysis
of Dove Personal Care in the UK.
Applied multiple strategic
models and frameworks.

Collected data from academic,
industry and company sources.

LEARNING AND
PROFESSIONAL
DEVELOPMENT

CONTINUOUS

ANALYSIS

What sense can you
rmake of the experience?

Integrated models provided deeper
insights into strategy formulation.
Link between internal capabilties
and external opportunities evident.
Evidence-based approach enhanced
critical thinking and understanding.

FEELINGS

What were you thinking
and feeling?

Initially challenged to integrate
multiple frameworks.

Felt uncertain about data
limitations.

Gained confidence as research
progressed.

¢

©

EVALUATION

What was good and

what could be improved?
Strength: Comprehensive use of
strategic tools and evidence.

Improved analytical and writing
skills.

Limitation: Limited access to
Dove UK business-unit data.

Source: Adapted from Gibbs, G. (1988) Learning by Doing: A Guide to Teaching and Learning Methods.
Oxford: Oxford Polytechnic.
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Report Framework and Analytical Process

Strategic Evaluation of Unilever's Dove Personal Care Business in the United Kingdom
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STRATEGIC IMPLICATION

Dove’s strong alignment with consumer values, innovative product portfolio, and purpose-led approach position it wellto sustain growth

and leadership in the highly competitive UK personal care market.




