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[bookmark: _Toc237372129]Abstract
The report is a strategic management analysis and evaluation of Unilever's LUX brand in the UK beauty soap market utilizing comprehensive frameworks such as PESTEL, VRIO, SWOT, Porter's Five Forces, Ansoff's Matrix and Balanced Scorecard. Upon closer investigation, it can be seen that despite LUX's strong attributes such as its century-long history, its huge brand equity and the distribution network of Unilever, there are some critical challenges that influence LUX as a business such as competition, economic pressures and the changing consumer profile favouring sustainability. The recommended “Conscious Luxury” strategy is about repositioning LUX as an economical premium brand by developing new products and sustainable practices, for the increasingly conscious consumer. Change management, communication clarity and technological investment are the solutions to challenge of internal resistance, greenwash, and cost pressures during implementation. The reflective element involves Gibbs' Reflective Cycle and discusses learning process to show how concepts can be applied in the business world. The report highlights and presents a sustainability journey that heritage brands can successfully execute, turning sustainability challenges into opportunities to gain competitive advantage in established markets.
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[bookmark: _Toc237372130]Introduction
This strategic management report examines the LUX brand of Unilever in the beauty soap sector in the UK using the detailed frameworks namely, PESTEL, VRIO, SWOT, Porter's 5 Forces, Ansoff's Matrix and Balanced Scorecard. Key opportunities are identified in sustainability and digital transformation, and threats in the form of intense competition and costs of living. The "Conscious Luxury" segmentation strategy suggested by the recommended strategy positions LUX as a medium selling price premium brand with the help of product development initiatives and being eco-friendly. Changing the system requires internal acceptance, green washing risks and cost pressures, which are tackled by change management, communicating transparent information and investing in technologies. The reflective part applies Gibbs' Reflective Cycle to analyse the learning process, emphasising how the theoretical aspects have been translated into practical applications in the business world. This report shows how heritage brands can simultaneously transform themselves to a more sustainable competitive edge in mature markets.
[image: ]
Figure: Unilever (Mintel et al, 2023).






[bookmark: _Toc237372131]Section 1
[bookmark: _Toc237372132]1: Organisational Context and Overview
[bookmark: _Toc237372133]1.1 Summary of chosen organisation
Unilever Background and Challenge
The Unilever is a multinational consumer product conglomerate that was established as a result of amalgamation of the Dutch margarine manufacturer Margarine Unie and the British soap manufacturer Lever Brothers in 1929. This is where history about the soap and fats, the company has had a long history of dedication to hygiene and nutrition; and this makes it leave a legacy that stands to this day to shape its strategic direction. Its mission statement is to ensure that living a sustainable life is not just the preserve of certain individuals, it depicts the desire of the company to ensure that it incorporates sustainability in all its business activities. 
[image: C:\Users\FB PC\Desktop\DSy1wicW0AAwEt0.jpg]
Figure: Unilever (Mintel et al, 2023).


Business Model and Brand Portfolio
Unilever has a business model that consists of a huge number of familiar brands in the categories of Beauty and Wellbeing, Personal Care, Home care, and Foods and Refreshment, with a huge revenue being created by offering its products through mass-market and intensive retail association. This model is applicable to LUX brand due to its leadership in Personal Care; the Unilever global supply chain and marketing capabilities enable LUX to establish itself as a high-class mass-market beauty soap. This analysis enables a granular and practical strategic analysis because it focuses on one area, the UK beauty soap market, so that the recommendations are specific to the competitive nature and consumer preferences in the area (Grewatsch, Kennedy and Bansal, 2023a).
[image: ]
Figure: LUX (Fatehi and Choi, 2025).
[bookmark: _Toc237372134]1.2 The industry in which the organisation operates
Industry/Market Position
Unilever also exists in the realm of consumer packaged goods (CPG) that has a low margin, a high number of brands, intense rivalry in the market, and high-power distance of large retailers. The UK beauty and personal care is a saturated and mature market worth more than a billion pounds (or over 27 billion) with the premium and natural/organic segment indulging in substantial growth (Mintel, 2023). The main rivals of LUX in the soap market in the UK is the mass-market soap Dove (Unilever as well) and Carex and Imperial Leather (which are owned by PZ Cussons) and high-end entrants such as L'Occitane and niche natural brands. The brand is competing in the sector of a mass-prestige and provides luxury experience at a low cost (Mintel, 2023).
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Figure: UK Soap Market (Fatehi and Choi, 2025).
Reason behind the Market Focus
This is one of the distinguishing features, and LUX can tap consumers who want luxurious sensory experiences but at a lower price compared to the real luxury items, an approach built on the economies of scale, enjoyed by Unilever. UK market is a particularly convenient target market and offers its own challenges and opportunities such as a high level of consumer awareness of the sustainability-related issue and a high level of rivalry with both national and foreign brand in terms of competitiveness. Such specificity will make the recommendations practical, supported by facts and specific to the conditions of the market that LUX may face in the UK.
[bookmark: _Toc237372135][bookmark: _GoBack]2: External and Internal Analysis
[bookmark: _Toc237372136]2.1 External Analysis
Political Factors
The UK political environment is presently derivative of regulatory scrutiny and policymaking change to the business environment. Brexit trade deals have also brought in complications and even higher prices on imported raw materials in their supply chain which impact on Unilever supply chain operations (Cui et al., 2023). The plastic packaging policy of the government, such as the Plastic Packaging Tax, directly affects the packaging approach of the LUX brand, compelling the brand to focus on more sustainable options to reduce expenses and adhere to the policies (UK Government, 2022). Political stability is generally high and it can vary subject to effects that may affect consumer confidence and business investment (Fatehi and Choi, 2025).
[image: ]
Figure: PESTLE analysis (Huang et al., 2022).


Economic Factors
The UK economy is combating serious issues such as elevated inflation rates and cost-of-living crisis that has decreased the consumer spending ability and contributed to a more cost-conscious buying habit with more price sensitive buyers. This financial strain may cause consumers to switch-down to less expensive soap product brands and is a menace to the LUX premium mass-market positioning (Alnoor et al., 2023). On the other hand, LUX may benefit from the so-called lipstick effect wherein people indulge themselves by buying lower-priced luxuries in bad economic times because its products are a little luxury (Nunes, 2022). The change in the prices of raw materials, including palm oil and petrochemicals, directly affects the cost base and profit margin of Unilever, so it is essential to have an effective supply chain management system and hedging system (Huang et al., 2022). 
Social Factors
The beauty and personal care industry in the UK is under the strong influence of social trends with a strong movement to health, wellness, and sustainability (Mintel, 2023). Consumers are seeking cleaner beauty, ingredient sourcing practices, and socially responsible production, a trend that puts pressure on LUX with its radically old-fashioned formulation that frequently incorporates synthetic fragrances and ingredients (Camilleri, 2022). The society also has a societal trend towards body positivity and inclusivity, where there are fewer and fewer brands that follow unattainable beauty ideals, and this is opposed to the past, where body products focused on celebrity glamour (Bothello et al., 2023). 
Technological Factors
The changes brought about by technological developments are disruptive to the beauty industry, posing both opportunities and threats. E-commerce and D2C are on the rise, and this provides LUX with a direct access to the consumer and the opportunity to avert valuable data in order to customize marketing (Rêgo et al., 2022). Moreover, innovations in the manufacturing industry, like "Industry 4.0," provide more efficiency and sustainability in production (Mukhuty, Upadhyay and Rothwell, 2022). Generative AI is also being used by companies to assist in strategic decision-making, analysing market data and consumer sentiment on a large scale (Doshi et al., 2025). LUX should adopt these technologies to stay competitive, also optimize its supply chain and also be able to reach this new digitally-sensitive consumer (Fosso Wamba et al., 2024).
Environmental Factors
The personal care industry is facing a lot of scrutiny as far as the environmental impact is concerned. The sustainability of sourcing palm oil and other raw materials is another major reputational and operational risk facing Unilever that needs to be governed by strong policies of sourcing sustainably to counter greenwashing allegations (Bothello et al., 2023). The movement of the blue beauty, aimed at protecting the marine ecosystems is picking up and companies are under pressure to use water-safe ingredients and use less water in their products (Mintel, 2023). Increasing consumer interest in plastic pollution is a key change driver, and a corroboration to circular economy designs, such as the use of refillable packaging and more frequent use of post-consumer recycled (PCR) materials (Radic et al., 2022). 
Legal Factors
The UK contracts legal environment is also strict particularly when it comes to product safety, consumer rights and Green Claims. Cosmetics regulation within the United Kingdom has stringent requirements on ingredient safety, labeling and marketing claims that demand Unilever to have LUX products fully compliant ( Cosmetics Regulation (EC) No 1223/2009). Advertising claims are also monitored strictly by the Advertising Standards Authority (ASA) to make sure that they are not misleading and this is crucial in the marketing campaigns conducted by LUX (ASA, 2023). There is a high risk of legislation on greenwashing in the future, and to ensure that LUX sustainability boasts come true, its allegations necessitate support and verification (Bothello et al., 2023).
Threats and Opportunities in the market
There are various opportunities that LUX can exploit, as indicated in the PESTEL analysis. The upward trend towards sustainable and ethical products is sufficiently a great opportunity where LUX can be innovative with eco-friendly formulations and designs (Camilleri, 2022). The development of e-commerce and online marketing will enable LUX to circumvent the limitations of the traditional retail environment and establish direct contact with the customers (Trischler and Li-Ying, 2023a). Using the opportunities of personalized marketing that is supported with the help of the newest technologies and AI, in particular, may considerably increase customer engagement and loyalty (Chowdhury, Budhwar and Wood, 2024). 


[bookmark: _Toc237372137]2.2 Internal Analysis
VRIO Analysis of Heritage and Brand Equity
The LUX brand has a huge brand equity that has taken 100 years to create and is closely linked to glamour and celebrity endorsements. This advantage is beneficial since the resource is highly likely to receive customer loyalty and can be sold with a high price degree, which gives it a high base of competitive advantage (Helfat et al., 2023). Unilever is capable of capitalizing this asset due to its highly developed infrastructure in marketing internationally and this is a long term competitive advantage of LUX brand to the company.
[image: ]
Figure: VIRO analysis (Alnoor et al., 2023).
VRIO Analysis of Distribution Network
The ability to access a huge and highly-developed supply chain and distribution network of Unilever is an essential asset to LUX. The value of this network is that it guarantees the availability of products in an immense amount of retail outlets in the UK so that LUX can enjoy a high market penetration (Helfat et al., 2023). This ability is not exceptional however, as leading rivals such as Procter & Gamble have an equivalent distribution system all over the world. Unilever is well structured to take care of such a network and this enhances logistics and efficient flow of products to retailers.
Innovation, Marketing, VRIO Analysis
Unilever possesses R&D that it can depend on to come up with new formulations, including the so-called LUX Botanical, which will prove useful since it will enable LUC to react to trends such as the inclination to demand natural ingredients (Coccia, 2025). High-impact marketing campaigns implemented in the past by Unilever have been the key to the success of LUX to offer good brand building options. This is not unique as numerous large organizations are capable of it and the rivals can also legislate in the widespread talent pool, having parity of rivalry (Alnoor et al., 2023).
Sustainability Initiatives: VRIO Analysis
The ability to sustainably source and minimise environmental impact is an evolving resource that is becoming more valuable to satisfy the needs of consumers and anticipate regulation (Camilleri, 2022). Nevertheless, the organization is making effective investments and that could turn into a long-lasting competitive advantage in case it is implemented successfully and communicated in a transparent manner (Aguilera et al., 2024).
Strong and Weaknesses in the Organisations
The VRIO analysis has identified the key strengths of LUX with the most prominent being the strong brand equity and the heritage as it is the key strength that differentiates it in a competitive market. The next considerable strength is the financial stability and global scale of Unilever that gives it the opportunity to invest heavily in R&D and marketing (Unilever, 2023). Its over-dependence on time-tested methods of marketing, such as TV advertising, may not be as efficient to get in touch with the digitally-native generation of consumers (Rêgo et al., 2022).


[bookmark: _Toc237372138]2.3 SWOT Analysis
Strengths
LUX has a well-established brand awareness and customer loyalty over 100 years of history, which would be an excellent source of marketing and customer retention (Unilever, 2023). The brand enjoys the use of the Unilever vast international and UK distribution network where it enjoys rampant distribution in retail outlets. The business strategy used by Unilever to create and operate successful brands all over the world, as well as the high capacity of R&D in the field of beauty and personal care, offers LUX a good competitive foundation (Helfat et al., 2023). 
Weaknesses
LUX has some problems with its brand image because some consumer groups consider it to be old-fashioned and dependent on synthetic contents. The production process has a hard time adapting to small-batches, highly sustainable or so-called clean production, which restricts the capacity of LUX to react to the trends on the market in a timely fashion (Mukhuty, Upadhyay and Rothwell, 2022). Also, the marketing and distribution expenses of having an extensive global brand can be substantial and therefore competing at a reduced price with less expensive rivals can be hard.
[image: ]
Figure: SWOT Analysis (Mukhuty, Upadhyay and Rothwell, 2022).
Opportunities
The increasing consumer demand towards natural, sustainable, and transparent products is an excellent opportunity to rebrand LUX within the segment of clean beauty (Camilleri, 2022). Digital channels expansion will enable LUX to build a direct-to-consumer relationship and a personalized marketing experience enabled by data analytics and AI (Trischler and Li-Ying, 2023a). When it comes to innovation in the packaging process, e.g. plastic-free or refillable options are available, LUX can become a pioneer in the quest to be the most sustainable (Roux et al., 2025).
Threats
LUX competes against less high-end brands such as L'Occitane mass-market brands such as Dove and PZ Cussons (Mintel, 2023). The cost-of-living crisis can cause consumers to trade down to less expensive products which can pose a threat to the market share and profitability of LUX (Alnoor et al., 2023). There is a threat of instigating legal and reputational risks associated with sustainability and greenwashing claims, which, in turn, becomes a serious threat to brand credibility (Bothello et al., 2023). 
	SWOT Analysis
	Strengths (S)
	Weaknesses (W)

	Opportunities (O)
	SO Strategies
	WO Strategies

	O1: "Clean Beauty"
	S1, O1: Introduce a new sub-line of products, dubbed as Clean Heritage, with the use of the LUX brand equity to create a narrative about a fashionable sustainable luxury.
	W1, W2, O1: Invest in R&D to re-formulate the core products, with natural ingredients and process technologies (Coccia, 2025).

	O2: Digital & E-commerce
	S3, O2: Build a D2C web site with interactive content and AI-based recommendations regarding the products (Chowdhury, Budhwar and Wood, 2024).



	W3, O2: Use digital marketing to showcase value and explain a higher price tag and go directly to cost-sensitive customers.

	Threats (T)
	ST Strategies
	WT Strategies

	T1: Competition
	S1, T1: Reinforce LUX differenceiation via unparalleled, dramatic celebrity collaborations and exclusive collections.
	W1, T1: Focus on a niche, e.g., an idea of sustainable luxury, to not compete on prices with Dove (Alnoor et al., 2023).

	T2: Economic Downturn
	S2, T2: Use leverage in getting power to occupy prime shelf space and get better promotional terms.
	W3, T2: Direction: Concentrate on value engineering so that it can offer a small-luxury product at a premium which is affordable.

	T3: Greenwashing
	S4: Use the capability to do research and develop verifiable and third-party-certified sustainable products (Bothello et al., 2023).	
	W1, W3, T3: Invest in sustainability certification (e.g., B-Corp) to reestablish trust and reverse perceptions that it is an old-fashioned suggestion.





[bookmark: _Toc237372139]3: Comprehensive and Holistic View of the Organisation
[bookmark: _Toc237372140]3.1 Corporate Social Responsibility (CSR) Strategy
CSR Alignment Analysis
The strategy of CSR, adopted by LUX, is mainly implemented in the framework of the Sustainable Living Plan (USLP), implemented by Unilever and which also offers the general framework of sustainability practices. Its CSR program, including the "LUX Stand with Beauty" campaign, aims at social empowerment and its environmental actions are part of the long-term objectives of Unilever to cut down the amounts of plastic wastes as well as to create sustainable sources of its materials. A practical initiative to illustrate this fit is the Clean Future strategy, which will see Unilever achieve a portfolio of 100 per cent circular plastic packaging with a direct response to consumer issues with plastic waste (Grewatsch, Kennedy and Bansal, 2023).
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Figure: Corporate Social Responsibility (Bothello et al., 2023).
CSR Strategic Attribution
Camilleri (2022) argues that the benefits of a CSR initiative should be assigned strategically to the main business objectives and that LUX should be focused on sustainability to have them directly relevant to the brand positioning as the conscious consumer. The potential of CSR decoupling (when the corporate policies do not translate to ground) can also create a threat such that the corporate policies can be called greenwashed, such statement can be very harmful to the brand reputation (Bothello et al., 2023). In the case of LUX in the UK, there is an overall congruence of strategies, which however needs to be supported by a clearer and explicit communication line in order to turn the CSR credentials into a strong consumer value proposition.
Systems Thinking Approach
With the systems-thinking approach, these CSR initiatives should be implemented in the business model to its fullest extent to control this "wicked problem (Grewatsch, Kennedy and Bansal, 2023a). In such a way, LUX will be able to develop a logical and believable sustainability story that will resonate with its customers and establish long-term brand loyalty. This holistic solution will also curb the threat of greenwashing, by making sure that all the claims are supported by a functioning reality (Bothello et al., 2023).


[bookmark: _Toc237372141]3.2 Balanced Scorecard (BSC) (Kaplan and Norton,1992)
Financial Perspective
The Financial perspective tries to understand how the LUX brand generates value to the shareholders and underpin all other strategic actions. The LUX brand would incorporate the revenue growth, gross margin, and the return on sales as key performance indicators (KPIs), where it can have straightforward measures of success (Aguilera et al., 2024). Certain economic goals might be stipulated such as an increase in revenue in 5 percent annually and a gross margin of over 50 percent, in line with the overall financial goals of Unilever (Unilever, 2023). Such efforts are aimed at reaching these goals by balancing the product mix, rolling out higher margin latex sub-brands (such as LUX Botanicals) and achieving cost efficiencies via optimization of the supply chain (Puspitawati, Lhutfi and Qudratov, 2024).
Customer Perspective
Customer perspective shows that LUX needs to define their target segments and create a special value as they should aim at developing an impressive customer experience. The aim is to be the brand of choice when it comes to affordable luxury, and the rise of the conscious consumer and their demand to use natural and sustainable products (Freeman, 2023). Some of its efforts to do this are by redesigning its packaging that will be more sustainable (e.g., options allowing refillability), introducing a digital campaign called Clean Heritage to educate consumers, and improving the customer experience in the D2C e-commerce platform (Trischler and Li-Ying, 2023b).
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Figure: Balanced Scorecard (Puspitawati, Lhutfi and Qudratov, 2024).
Internal Business Processes Perspective
Internal Business Processes view focuses on the operational excellence required to give value and contribute to the strategy as a whole. This includes streamlining the supply chain to source ingredients sustainably, create a circular packaging system that creates less waste (Radic et al., 2022). The reusable/recyclable percentage of plastic packaging and percentage of key ingredients that is certified as sustainable would be monitored as KPIs and would give quantifiable targets. An ambition might be to get to half the recycled plastic content in packaging in three years, in line with the objectives of the corporation (Unilever, 2023). The aligned initiatives include investing in new formulations and packaging R&D and applying advanced analytics to oversee and control the supply chain to stay efficient and sustainable (Fosso Wamba et al., 2024).
Ambition to learn and develop
The value is to create a future-oriented workforce, which is sustainable science-capable, digital-marketing proficient, and data analytics-capable, which will help the brand to react to market shifts (Chowdhury, Budhwar and Wood, 2024). The view is essential in making the organization capable of innovating and sustaining its competitive edge in the long term (Gupta et al., 2022). To realise this, efforts have been made to collaborate with particular companies to train the staff on AI and data analytics, encourage innovation and sustainability as a part of the culture through focused internal efforts (Mukhuty, Upadhyay and Rothwell, 2022).


[bookmark: _Toc237372142]4: Strategic Choices and Implementation
[bookmark: _Toc237372143]4.1 The strategic choices available to the organisation at the business level
Business-Level Strategy Evaluation
On the business-level, LUX will need to select one main strategic orientation to gain competitive advantage considering the historic classic-style Cost Leadership and Differentiation (Porter, 1980). Price war against other products such as Imperial Leather or Carex would hurt the margins and cannot be viewed as a long-term viable alternative because this would harm the value proposition of a company (Alnoor et al., 2023).
Differentiation Strategy Evaluation
Alternatively, as LUX wants to pursue a pure Differentiation strategy, the brand has a one-of-a-kind product with customers who value it, LUX leverages its heritage and brand equity. This definition enables LUX to be a price-targeting company since it can sell at a premium due to the exclusivity of positioning based on better sensory experiences and brand prestige (Porter, 1980). The best strategy that LUX should use is Focused Differentiation strategy that entails targeting a definite market segment and providing them with superior product in quality or features that are appreciated by the segment (Chowdhury, Budhwar and Wood, 2024).
[image: ]
Figure: Differentiation Strategy (Chowdhury, 2024).
Testing According to Porter Five Forces
The Focused Differentiation strategy is justified and justified by the analysis of the UK market of soaps as analysed by Porters Five Forces (Porter, 1980). Competition amongst the existing competitors is fierce with the market being flooded with powerful players and LUX must establish a differentiation over both mass-market giants and high-end players. The competitor power is moderate, because it is possible that new entrants may get in the market with the help of digital-native, niche brands, but the presence of brand equity and distribution are obstacles. 
Buyers power is also very high and they have a lot of options to be made and the switching cost is low hence the need to create loyalty. Supplier bargaining power is low to moderate, with the scale of Unilever giving it power to engage with suppliers, although, with unique sustainable ingredients, power is changing. 
[bookmark: _Toc237372144]4.2 The most appropriate strategy for the organisation
Ansoff Matrix
The Matrix of Ansoff (Ansoff, 1957) offers a theory of growth, or rather assesses the strategies in terms of products and markets (Existing/New). 
Market Penetration is an area where market share is attained in the UK market with existing products, which LUX can achieve by putting extra effort in marketing. 
Product Development- This is where new and innovative products will be developed to penetrate the already existing market in UK, which LUX is the most appealing market to venture to as it fits within the scope of the identified opportunities of sustainability and new formulations. 
Market Development would entail marketing of the existing products to new markets, of which it is possible but not the centre of this analysis. The riskiest strategy is diversification which is not advisable to LUX at this point.
Diversification: The risk of substitutes is considerable that is the reason why the substitutes can be provided as functional bar soaps, or multi-purpose cleaning wipe, and that is why it is necessary to have a strong differentiation.

[bookmark: _Toc237372145]4.3 Recommended Strategy
The Strategy Proposed: Conscious Luxury
According to the analyses the proposed LUX UK strategy would be a Focused Differentiation strategy, which would be executed through Product Development with the key proposal: Conscious Luxury. This will involve positioning LUX as a high end, eco-friendly and affordable beauty soap brand which is of service to the contemporary and ecologically sensitive consumer. Such a differentiation and sustainability hybrid is a kind of strategy innovation that forms a distinctive position in the market (Alnoor et al., 2023). 
[image: ]
Figure: Strategy (Sewpersadh, 2023).
The Directorial way the Strategy provides maximum functioning
Such a strategy will yield maximum performance in terms of offering a simple and straight forward message LUX will offer a low cost high end premium sensory experience that is earth friendly. This appeals to the core of the target so-called conscious consumer segment, which creates strong brand loyalty, one of the competitive advantages (Roux et al., 2025). Product Development, which is the core of the strategy, supports the brand in being able to develop new formulas that are highly sustainable and differentiates LUX against the competition that might not be able to keep up with the changes, providing it with a long-term competitive advantage (Sewpersadh, 2023).
[bookmark: _Toc237372146]4.4 Implementation Challenges and Solutions
Challenge: Overcoming Internal Cultural and Operational Resistance
To adopt this strategy, Unilever will have to introduce a major change in their paradigm of the traditional mass-market and turn its approach to a more sustainable and nimble model. Internal stakeholders who have been used to the previous method of doing things might resist this especially in terms of cost implication of sustainable sourcing (Mukhuty, Upadhyay and Rothwell, 2022). Resistance could be overcome by empowering a mass action by training and incentivizing teams to become stakeholders of sustainability goals and create a change momentum (Rêgo et al., 2022).
Challenge: Greenwashing and Consumer Perception
The second significant hurdle is conveying the new sustainable positioning to the consumers without accusations of greenwashing that poses a high risk in the existing market (Bothello et al., 2023). Consumers are growing cynical towards corporate claims of sustainability and ask to know where this transparency and verifiable evidence. By making physical, visible sustainability investments, like refillable packaging, will serve as tangible evidence that LUX takes sustainability seriously and is not just talking the talk but doing it practically (Camilleri, 2022).
Challenge: Controlling Cost Pressures
The third one is how to deal with the cost headaches caused by going to sustainable sourcing, packaging, which may initially raise production costs. This may affect competitiveness and profitability in a price-sensitive market, such as the UK (Alnoor et al., 2023). Moreover, by investing in supply chain efficiency using technologies, such as AI and advanced analytics one has a chance to minimize waste and operational costs, which helps to alleviate the financial burden of sustainability programs (Chowdhury, Budhwar and Wood, 2024).


[bookmark: _Toc237372147]Section 2: Reflective Account
[bookmark: _Toc237372148]Reflective Practice using Reflective Cycle (Gibbs, 1988)
This reflective paper contains the steps followed during the research, analysis and preparation of the strategic management report of the LUX brand of Unilever in the UK market. This reification is a chance to analyse the learning process and define the aspects of personal and professional growth. This section analytically examines the experience using the Gibbs Reflective Cycle (Gibbs, 1988), to come out with deep insights on strategic consulting work in the future.
[bookmark: _Toc237372149]Description
I have learnt that the task was to take the role of a strategic management consultant and to analyse the current strategic position of LUX, and suggest recommendations on how to increase its competitive edge. I have now realised that it started with the identification of Unilever and the LUX brand, and then a thorough study of the market of beauty soaps in UK. I have found out that it was the task of implementing different strategic models/tools such as PESTEL, VRIO, SWOT and Porters Five Forces, Ansoffs Matrix and Balanced Scorecard in order to provide an intricate analysis. One of my insights is that the ultimate product was a report to the Board of Directors, combining theoretical concepts of business with a feasible business practice.
[image: ]
Figure: Gibbs Reflective Cycle (Bothello et al., 2023).
[bookmark: _Toc237372150]Feelings
I must take into account that prevalent sentiments of being overwhelmed were felt during the initial phases of the research since there was a lot of information found on Unilever and the UK market was not that simple. I belief that the difficulty was to narrow the analysis to the LUX brand only, to disclose unnecessary data on the other activities of Unilever. I have learnt that with the analysis and the frameworks used, a feeling of conviction and clarity came especially in the finding of the most feasible strategy into the Conscious Luxury strategy. Nonetheless, one of my insights is that there were some fears on how to make sure that all the recommendations made should be pragmatic, practical and based on the theoretical references found.
[bookmark: _Toc237372151]Evaluation
I have noticed that it was an excellent experience both in relation to closing the divide between reading and my business practice. At work, I will make sure that this principle will be incorporated in the following aspects of my practice the use of frameworks such as PESTEL and VRIO offered a systematic approach to the analysis of the complex business environments with the analysis being more rigorous. I belief that Making the CSR and sustainability part of the core strategic recommendations, and no longer a surface-level, sort of, add-on, but a key element of the value proposition was the most challenging part. Nevertheless, I will make sure that this role is consistent to my personal values as the reflection also stated that the preliminary analysis would have been enhanced with doing a more specific competitor analysis of the direct competitors of LUX in the sustainable beauty sector to utilize the best practices.
[bookmark: _Toc237372152]Analysis
My personal talents appear to lend themselves well to the critical role of the holistic approach to strategic management was found in the analysis. As highlighted in the PESTEL analysis, macro-environmental factors, especially the social and environmental trends in the UK are no longer mere peripheral issues; but rather the main drivers of competitive advantage. One point where I might struggle is and I will work on it is the thing that I naturally gravitate towards is this knowledge played a key role in developing the strategy of the Conscious Luxury that is a direct reaction of these trends. In addition, This role is consistent to my personal values as the VRIO analysis indicated that Unilever has intangible assets as its most valuable resources (e.g., brand equity), which cannot be easily copied by the competitors (Helfat et al., 2023). 
[bookmark: _Toc237372153]Conclusion
I understand this position will be difficult for me because this project has hugely contributed towards developing my knowledge on strategic management as a dynamic and integrative field. I have acquired useful experiences of applying the analysis structures to the real-life business issues and summarizing huge masses of information into logical and practical suggestions. I am aware that I will need to further develop my skills in the experience helped to reiterate the need to target particular market segments and create a clear and defensible value proposition. I was informed that sustainability is no more an unnecessary addition but a core strategic requirement that can bring a substantial competitive edge in the case of an authentic integration. Having a strategic management consultant means having not only an analytical mind, but also the capability of thinking creatively and striking a balance between theoretical inspirations and actual facts.
[bookmark: _Toc237372154]Action Plan
In the future, I will be looking to improve my knowledge about sustainability accounting and reporting to be able to appraise and advice on CSR approaches more often in future consultancy works. I will also be keen on mastering art of change management so that I can successfully deal with the implementation issues that come with strategic recommendations. In order to enhance my analysis skills, I will train myself in the use of VRIO and Five Forces model on a more varied range of companies and industries to train my skills in finding competitive advantage sources. Lastly, I will practice improving my communication to articulate multifaceted strategic recommendations in easily comprehensible and compelling ways, because that is one of the keys to being a successful consultant.









[bookmark: _Toc237372155]Conclusion
The strategic analysis of LUX in the beauty-goods area consisting of soap in the UK reveals that the brand has many strengths, such as its century old history, great brand equity and the distribution network is created by Unilever. These benefits need to be optimised in order to tackle a new set of threats from hyper-competitive markets, changing economic pressures and consumer expectations towards sustainability. The suggested "Conscious Luxury" differentiated strategy by product, will help LUX offer a product to the consumers who are going conscious and dividing their consumption between luxury and conscious. The success will depend upon engaging with internal resistance, managing greenwashing risks, and controlling cost pressures when investing in technologies and communicating transparently. Overall, this report will show how heritage brands can be successfully repositioned towards sustainability and how challenges can become unique opportunities for competitive advantage in more and more grounded and established markets.
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