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[bookmark: _Toc234358297]Section 1: Strategic Analysis of Dove Beauty Bar in the UK Market
[bookmark: _Toc234358298]1. Organisational Context and Overview	
[bookmark: _Toc234358299]1.1 Overview of Unilever and Dove Beauty Bar
Historical Development of Unilever and align product
Unilever is a British consumer packaged goods company founded in 1929 by Georg Schicht and Antonius Johannes Jurgens, with its headquarters in London. The company operates in 190 countries, employing 120,000 people working in different product segments (Unilever, 2025). Unilever brand Dove showcases its iconic product “Dove's Beauty Bar” address through signature formulation showcasing its reliable demand in the market. Dove has accounted to raise about $331 million in revenue regarding the launch of the campaign, leading to enhanced brand value (MarkHub, 2026). 
Mission: Unilever’s mission is to meet personal care, hygiene and nutritional needs, which is more reliable in achieving sustainable living (Unilever Plc, 2025). 
Vision: Unilever's vision is to pioneer innovation that enhances everyday people’s life by showcasing its global reach in reducing its environmental footprint. 
Purpose: Unilever's core purpose is to “brighten everyday life for all” by putting customers first and integrating sustainable principles to address changes (Unilever, 2026). 
Business model: Unilever has adopted the “Desire at Scale” model by showcasing its significant growth through digital e-commerce, creator-led marketing and “AI-powered innovation". 
[bookmark: _Toc234358300]1.2 Industry Overview
The UK wellness and beauty industry has adopted expansion strategies with an intent to improve its operational efficiency. For instance, the sector has achieved a financial grant of £2m from the UK government for promoting the products of SME companies in 2025 (British Beauty Council, 2025). The initiative has also helped the industry in ensuring timely completion of its business operations. On the other hand, the sector will also increase its revenue to $33bn in 2030 (Grand View Research, 2025). Thus, the improvement in the business income has helped in enhancing the demand of products such as “Dove Beauty Bars” among customers.
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Figure 1: Revenue of the UK Beauty and wellness Sector
(Source: Grand View Research, 2025)
[bookmark: _Toc234358301]1.3 Key Competitors in the UK and Market Position 
The growth of the beauty companies has adversely influenced the popularity of Dove Beauty Bars among customers. For example, the beauty products of P&G such as “Olay” have increased their sales value to $6.7m in 2025. On the other hand, P&G has increased its gross margin to 51.39% in comparison to 42.24% of Unilever in 2025 (Williams, 2025). “Dove Beauty bar” ability to achieve its premium position in market based on its cream formulation, dermatologist and its premium segment showcase its position in market. 
[image: ]	
Figure 2: Market Position of Unilever
(Source: Williams, 2025)



[bookmark: _Toc234358302]2. External and Internal Analysis	
[bookmark: _Toc234358303]2.1 External Environment Analysis (PESTLE)
Political
The UK government has invested £800m in developing 6 business projects with an internet to improve the product quality of the retail industry in 2025 (Cornwell, 2025). In addition, the sector also has developed digital platforms such as “Queen of Greens“ with an intent to monitor the waste volume of the organisations in 2026. On the other hand, the government has also invested £100bn in promoting SME companies for meeting its business expenses (Bell, 2026). 
Opportunity
The governmental support and digital innovation improvement make an opportunity for Dove beauty bar products to strengthen suitable packaging and reinforce its premium brand positioning.
Threat
The increasing financial support also raises competitive position due to growth of independent skincare and soap brands in the UK market.
Economical 
The inflation rate of the UK is about 2.8%, which squeezes overall profit margin leads to high rises of operational expenses (Trading Economics, 2025). This leads to a slowdown in the spending of the customer by about 0.7%, which leads to high-rise household debt in the market. The market size of the foreign exchange of the UK showcases its growth rate of about 6.43% from 2026 to 2034 due to volatility of raw materials in the market (IMARC Group, 2026). UK exchange rates have significantly affected FMCG companies' performance through revenue transition and high rises in supply chain, affecting the overall revenue of the business. 

[image: ]
 Figure 3: Inflation rate of UK in 2026 
(Source: Trading Economics, 2025)
Strength
The declination of inflation supports consumer confidence, increasing Dove premium beauty purchases and strengthening long-term market growth opportunities in the UK.
Weakness 
Higher inflation rate also transforms consumers towards use of lower-priced competing soap brands apart from Dove quality soaps.
Social
In the UK, around 60% of the customers have preferred the use of skincare products made with natural ingredients in 2025. The change in the product demand has helped in improving the operational strategy of the organisation. On the other hand, the market value of the UK skincare services has increased to $4.84bn in 2026 (Mordor Intelligence, 2026). Thus, the enhancement in the popularity of the beauty products has helped in improving the commodity demand of the organisations.
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Figure 4: Market Value of the UK Skincare Services
(Source: Mordor Intelligence, 2026)
Opportunity 
The shift in preference towards organic ingredients has helped Unilever in diversifying the contents of its products such as Dove Beauty Bar.
Threats 
The inclusion of organic materials has also increased the product price of Dove Beauty Bars among customers.
Technological
The technological disruption also increases customer engagement by enabling ecommerce segment purchasing capability with better operational quality. On the other hand, the market value of the UK retail AI services has increased from $200m in 2018 to $750m in 2025 (Grand View Research, 2025). As this service also is helpful towards reaching customer engagement and managing inventory level. Also, the UK government had also been granted £3 million in innovation grants during 2025 towards improving digital transformation to support business expansion of the beauty care segment (Government of UK, 2025). Thus, the improvement also be helpful towards reaching rural and urban both customers with ensuring retail ecommerce segment product delivery priority effectively. 
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Figure 5: Market Value of the UK Retail AI Services
(Source: Grand View Research, 2025)
Opportunity
The customer engagement also improves to explore Dove beauty bar product base with AI-powered consumer analytics and demand forecasting process.
Threat
The increasing demand for AI technologies has also enhanced the threat of cyberattacks that has adversely influenced the operational efficiency.
Legal
Dove Beauty Bar operates with a strong regulatory market UK followed “Consumer Rights Act 2015” which in term outlines legal rights in buying goods and services by focusing on quality of products (Government of UK, 2015). This Act has its major impact in managing product safety through quality control, responsible sourcing and advertising. On the other hand “UK Regulation (EC) No 1223/2009” is more reliable for selling of the product by infusing proper ingredients that are addressed during manufacturing (Government of UK, 2022). Hence, use of these guidelines criteria is also necessary for maintaining product quality and smooth operation in the UK market with an expanding customer base. Unilever used this law for reliable formulation of products by infusing active ingredients which are addressed through animal testing. 
Opportunity
The strict adherence of cosmetic regulation guidelines make consumer confidence in Dove Beauty Bar about product quality and ingredients for sale in the UK market. 
Threats
The compliance cost also increases due to the regulatory changes relating to cosmetic ingredients and sustainability that increase price instability of Dove beauty bar products.
Environmental
The UK government has developed the “Carbon Budget” with an intent to achieve “net zero emissions” in 2040 (Burnett and Stewart, 2025). In addition, the local authority has also adopted the “Clean Power Transition” initiative that has monitored the energy consumption of the industries. The programmes mentioned above have helped the retail sector in strengthening sustainability in its business operations. In addition, the market value of the sustainable packaging services has increased from $283m in 2023 to $347m in 2025 (Market.US, 2024). Hence, the promotion of sustainability has helped in improving the product quality of the industry.
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Figure 6: Market Value of the Sustainable Packaging Services 
(Source: Market.US, 2024)
Opportunity
The growing priority of sustainability packaging also be aligned with the Dove recycle packaging method increasing brand position in the UK market..
Threat
Increasing investment in sustainable packaging materials and environmentally friendly manufacturing processes raises production costs and reduces marginal value effectively.
[bookmark: _Toc234358304]2.2 Internal Environment Analysis (VRIO)
	Resource
	Valuable
	Rare
	Inimitable
	Organized to Capture Value
	Competitive Implication
	Internal Competencies 

	Dove Brand Equity and Market Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive benefit
	Dove beauty bar product is considered as the most significant power brand associated under the Beauty and Wellbeing business group that creates a strong market position. Hence, the beauty and wellbeing segment also generated €13.2 billion in revenue that also assured the fastest growing segment under Unilever (Unilever, 2025a). In addition, real beauty campaigns and dermatologically tested formulations also create more opportunities towards the sales targeted brand of Dove in the UK market.

	Research & Development and Product Innovation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive benefit
	Dove Beauty Bar benefits from the R&D that also the core strategic choice of Unilever abruptly influences approximately 20,000 patents supported by digital technology. As this is also helpful towards skincare formulation and auto ingredient safety measure for product segment development of Dove. Hence, the organization also revealed that expenditure of R&D also rose by €836m for better engagement of customers with suitable product choice (Unilever, 2025a). This investment potential also raises continuous product innovation to strengthen competitiveness of Dove Beauty Bar in the UK market.

	Global Supply Chain and Distribution Network
	Yes
	No
	No
	Yes
	Temporary competitive edge
	The sale of the Dove beauty bar also raised the intention of developing the “Unilever Manufacturing System (UMS)” which will monitor the volume of waste materials across its 124 factories in 2025 (Hargreaves, 2025). This system also encourages better analysis of waste management that enables more cash inflow of business associated with the beauty and wellness segment, especially exploring power brand focus associated with the dive segment. Thus, the inclusion of the digital inventory monitoring system has assisted Unilever in enhancing its operational productivity of beauty and wellness products.

	Sustainability and ESG Capability
	Yes
	No
	No
	Yes
	Temporary competitive edge
	Unilever has adopted initiatives such as “Better Plastic” that has helped in improving the packaging quality of products such as Dove Beauty Bars in 2026. In addition, Unilever has also reduced 2500 tonnes of plastics in its business operations (Dove, 2026).

	AI-enabled Digital Marketing and Consumer Analytics
	Yes
	Yes
	Yes
	Yes
	Sustained competitive benefit
	Unilever has adopted “cloud-based infrastructure" by ability to drive its operational efficiency with 3 billion transactions per week to connect with 3.4 million people (Unilever, 2025c). The company collaborated with Accenture in the adoption of “digital twin” which boost efficiency in manufacturing leads to enhance its product quality in the market. Unilever through adoption of "AI" ability to access consumer insights leads to enhanced improvement in dove product reformulation. Adoption of Dove “Change the Compliment campaign” showcases its significant polarity which has its ability to achieve 700 million impressions by accessing positive sentiment of customers. 


Table 1: VRIO analysis


Strength
As per the above table, the demand for Dove Beauty Bars has increased due to the enhancement in the market growth of skincare services in the UK. In addition, the brand has also adopted sustainability that has helped in improving its popularity among customers.
Weakness
The enhancement in the R&D expenses has increased the prices of the beauty products that has reduced the financial stability of the organisation. On the other hand, the extensive dependency on the AI services has hampered the commodity popularity of Unilever that has also reduced the goodwill of the organisation.
[bookmark: _Toc234358305]2.3 SWOT analysis
Strength
The premium beauty and wellbeing product portfolio has also been raised more rapidly with capture 4.7% underlying sales growth and 1.1% volume growth in 2025. In 2025, the underlying sales of Dove is about 3.5% by solidifying its iconic beauty bar through “Real beauty campaign" (Bloomberg, 2026). This in term leads to enhanced “Dove beauty bar” popularity for premium pricing and unique formulas. As a result, it is also helpful towards capturing 59% of the emerging market of the UK for long term growth (Unilever PLC, 2025b).
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Figure 7: Financial performance
(Source: Unilever PLC, 2025b)
Weakness
Unilever’s brand Dove faced significant issues regarding premium pricing, raw material which is due to high rises of inflation. HUL product Dove faced significant issues leading to product hikes which led to a significant delay in consumer demand which affected quarterly earnings of business (The Economic Times, 2026). High rises of packaging materials faced significant pressure which is about to rise 15 to 50% that is due to geopolitical disruption (Upstox, 2026).
Opportunity
Unilever develops a partnership with “Google Cloud AI” encountering a reliable transformation of the brand by the ability to expand its e-commerce facility which leads to enhancing the overall brand portfolio (Unilever PLC, 2026a). Impact of the Google cloud partnership helps to analyse consumer insights by serving customers with personalized product discovery which in term showcases visibility of brand. The consumers of the “Dove Beauty Bar” serve recommended skincare solutions and scalable consumers for accessing consumer insights. 
Threats
Unilever’s product Dove faced stiff competition in the market with rises of competitors such as Olay, Korean, Nivea and Pears to uphold large market share. Sales growth of Dove is about 4.3% and offset its slow growth in the beauty and wellbeing segment (Unilever PLC, 2026). This in term leads to high popularity of the beauty bar product of Dove by relying on science-led innovation which in term leads to enhancing overall brand value. Shifting of consumer preferences towards liquid washes as compared to beauty boards to enhance overall product sales. 

	
[bookmark: _7pynp63zj9i3]

[bookmark: _Toc234358306]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc234358307]3.1 Corporate Social Responsibility (CSR)	
[bookmark: _Toc234358308]3.1.1 Overview of Unilever's CSR Strategy
Unilever has adopted CSR strategies to improve the acceptance level of its “Dove Beauty Bar” products among customers. For example, Dove has developed the “The Dove Self-Esteem Project* with an intent to illustrate the organic raw material content of its commodities in 2025 (Dove, 2026b). The initiative has also helped the organisation in improving its loyalty among customers. Dove has increased its brand value to $5.9bn in 2025 (Brand Finance, 2025). Thus, the improvement in the product popularity has helped Unilever in acquiring a competitive advantage over other organizations.
[image: ]
Figure 8: Brand Value of Dove
(Source: Brand Finance, 2025)
[bookmark: _Toc234358309]3.1.2 Environmental Sustainability Initiatives
Unilever has also stressed upon resolving environmental issues to improve the popularity of its beauty and skincare brand products such as Dove among customers. The organisation has developed the “Reusable & Refill Campaign” for recycling 57% of its plastic materials in its packaging activities in 2025 (Unilever, 2026). In addition, the initiative has also helped Dove in monitoring its emission value significantly. Dove has also reduced its carbon footprint volume by 110m tonnes in 2025 (Common Earth, 2025). Thus, the lowering of the emissions has helped Dove in achieving operational sustainability.
[bookmark: _Toc234358310]3.1.3 Social Responsibility and Community Engagement	
Unilever has focused on exercising social responsibilities for improving its goodwill among the society. Dove has its ability to engage with community members through “Dove real pledge program" showcases self-expression of the brand to enhance confidence and self-esteem (Dove, 2025). In addition, the programme has also increased the goodwill of the retail company among the consumers. Although, Dove have launched “#New Year's Unresolution Campaign” showcases “new year resolution” by ability to embrace overall confidence of women (Dove, 2026a). Thus, improvement in the community participation level and growth in the revenue has helped Unilever in acquiring competitive advantage over other organisations.
[bookmark: _Toc234358311]3.1.4 Ethical Governance and Supply Chain Practices
Dove has also emphasised on strengthening its inventory management services with an intent to ensure timely completion of its business operations. The organisation has developed the “Mannheim factory” that provides raw materials to the business units of the companies in 50 countries in 2025. In addition, the infrastructural enhancement has also associated the parent company such as Unilever in strengthening its product demand among customers (Jessen, 2025). Overall, the enhancement of the supply chain activities has helped Dove in improving its market position. 
[bookmark: _Toc234358312]3.1.5 Alignment of CSR Strategy with Business Objectives
Unilever showcases its success through the adoption of “purpose-driven profit” circular economic protocols and fair labor practices enhance accountability. Unilever product “Dove beauty bar” showcases its significant profit by relying on "Real beauty is universal” and through significant retouching enhances the confidence level of the girl (Dove, 2025). This in term leads to enhanced market share by showcasing its competition in the market. In addition, the company boosted 250,000 farmers with a “livelihood programme” achieved during 2026 by showcasing its alignment in managing fair practices. 
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Figure 9: Real beauty campaign
(Source: Dove, 2025)
[bookmark: _Toc234358313]3.2 Balanced Scorecard Analysis	
[bookmark: _Toc234358314]3.2.1 Overview of the Balanced Scorecard
The Balanced Scorecard is a viable method that helps in evaluating the internal and external management activities of the organisation. According to Kaplan and Norton (1992), the technique emphasises on discussing the impact of financial performance, customer base, operational initiatives and growth activities on the brand image of the company. Overall, the inclusion of the BSC method has helped in acquiring adequate knowledge regarding the market stability of Unilever.
[image: ]
Figure 10: Balanced Scorecard
(Source: Madsen, 2025)
[bookmark: _Toc234358315]3.2.2 Financial Perspective
Objectives
· To improve revenue potential of Dove Beauty Bar by 4–6% annually focus on premium Beauty & Wellbeing and Personal Care products in the UK market.
· To explore long term profitability with operating margin rising from 20% through digital transformation and supply-chain optimisation.
Key Performance Indicators (KPIs)
· Sales revenue growth
· Market share
· Gross profit margin
Targets
· The enhancement of annual sales of Dover beauty bar that must be 10% of overall sales volume led to growth associated with the beauty and wellness product segment.
· A total contribution of $0.26 billion with approximately 2% contribution of revenue also needs to be achieved through the sale of the Dove beauty bar segment in the UK market.


Strategic Initiatives
The improvement capitalised investment in power brands including Dove that generate 78% of Group turnover helpful to better acknowledge shareholders potential and expansion business progress effectively (Unilever News, 2026).
[bookmark: _Toc234358316]3.2.3 Customer Perspective
Objectives
· To improve brand loyalty and customer satisfaction value by 20% through incorporation of personalised experiences with sustainable brand offering. 
· To enhance digital customer engagement by 10% through AI powered with detailed online specification of dove product segment for maintaining quality. 
Key Performance Indicators (KPIs)
· Net Promoter Score
· Customer loyalty and satisfaction score 
· Customer Effort Score 
Targets
· Increases in its e-commerce growth of about 20% for the development of beauty services and “double-digit” growth for Dove new product development. 
· Achieve a consumer satisfaction rate 75%, which leads to enhancing its market share through portfolio growth in the beauty and wellness segment. 
Strategic Initiatives
The adoption of sustainable real communication initiatives with video presentation such as real beauty campaign and “#Myhairmysay” also has the ability to improve engagement of more consumer base with long term growth (Dove, 2025). 
[bookmark: _Toc234358317]3.2.4 Internal Business Process Perspective
Objectives
· Increase the digital inventory investment value by $50m to meet the growing expenses of raw materials associated with the Dove product segment.
· Reduce the volume of operational wastes by 200m tonnes through the promotion of sustainable packaging services.
Key Performance Indicators (KPIs)
· Manufacturing efficiency
· Packaging recyclability rate
· Inventory turnover
Targets
· The key achievement will also be associated with 100% recyclable packaging of Dove Beauty Bar in line with Unilever's sustainability commitments by 2030.
· The use of AI demand forecasting also raises inventory damage efficiency by 25% with digital supply chain optimization.
Strategic Initiatives
· Dove has developed the “Dove Nature Regeneration Project” that has preserved 123000 acres of forest land with an intent to improve the living standards of 6000 people in 2025 (Dove, 2026d)
[bookmark: _Toc234358318]3.2.5 Learning and Growth Perspective	
Objectives
· To improve workforce productivity by 15% with adopting digital upskilling and AI competencies.
· To enhance digital innovation related investment by 20% for improving data driven decisions with better inventory control.
Key Performance Indicators (KPIs)
· Employee satisfaction score
· Digital and AI adoption rate
· Employee retention rate
Targets
· A total of 16.1% of turnover will also be raised towards investment of digital upskilling through "Brand and Marketing Investment (BMI)” to raise workforce capability.
· Improve employee satisfaction score by 20% as compared to the previous year capture score of 84%.
Strategic Initiatives
The inclusion of “"Next Wave Organisation" programme in 2025, also be improved digital upskilling capability and adopted “Healthier U programme’ in more than 56 countries improve well-being with ensure strong retention among employees (Unilever Plc, 2026).

[bookmark: _Toc234358319]4. Strategic Choices and Implementation	
[bookmark: _Toc234358320]4.1 Current Business-Level Strategy 
[bookmark: _Toc234358321]4.1.1 Cost Leadership
Unilever’s brand Dove has its operation in 153 countries based on premium product pricing and its significant demand in the market. Thus, Dove has its significant demand by 136 million people and the ability to reach 230 million by 2030 (Unilever, 2025a). Unilever has its ability to enhance brand investment by showcasing significant demand for the beauty bar by infusing it with high quality ingredients.	
[bookmark: _Toc234358322]4.1.2 Differentiation Strategy	
Unilever has adopted a “differentiation strategy” in the competitive market by relying on innovation and customer loyalty in the market. Unilever’s product Dove enhances improvement in product line through use of AI by designing “personalisation product recommendations” which enhance overall productivity (Unilever PLC, 2025). Thus, the rise of productivity is addressed through “Change the Compliment” which leads to 700 million impressions that enhance personalization. 	
[bookmark: _Toc234358323]4.1.3 Current Competitive Position
Dove is the best-selling brand of Unilever by ability to position itself in the market through "Real Beauty Campaign" and showcases its customer loyalty. Unilever has its ability to invest £7.5M through significant demand of “Dove's Refillable” programme to enhance overall brand value (LinkedIn, 2026). Thus, Dove showcases its large market share through reliable sealing of beauty bars. 	
[bookmark: _Toc234358324]4.2 Evaluation of Strategic Options	
[bookmark: _Toc234358325]4.2.1 Porter's Five Forces Analysis
Threat of New Entrants
The threat of new entrants is higher for Dove due to the expansion of the UK Skincare sector. For instance, the consumer expenditure on beauty products in the UK has increased to $17.2bn in 2024 (Deb, 2024). Thus, the improvement in the preference level of the consumers has also increased the market competition level for the organizations.
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Figure 11: Consumer Expenditure Value on Skincare Products
(Source: Deb, 2024)
Bargaining Power of suppliers
Dove has also observed low bargaining power of the suppliers due to the diversification of its inventory management activities. For instance, the organisation has 150 raw material monitoring centers that help in strengthening its supply chain activities in 2026 (Tracxn, 2026). Overall, the enhancement in the supplier volume has helped Dove in improving its product quality.
Bargaining Power of Buyers
The bargaining power of buyers is high due to the enhancement in its brand popularity among the customers. For example, Dove has increased its consumer loyalty score to 79% in 2025 (Dove, 2025). Thus, the strengthening of the customer relationship has helped Dove in overcoming market competition. 
[image: ]
Figure 12: Consumer Loyalty Score of Dove
(Source: Dove, 2025)
Threat of Substitutes
Dove has a low threat level of substitutes due to the diversified business strategies adopted by the product. For example, the brand has provided “$5 coupon offers” for the customers that have increased its product consumption levels in 2025 (Dove, 2026e). Hence, the inclusion of diversified product strategies has helped Dove in improving its brand loyalty levels
Competitive Rivalry
The level of competitive rivalry for Dove is higher due to the enhancement in the business income of its competitors. For instance, L'Oréal has increased its revenue to $47.2bn in 2025 (Brand Finance, 2026). Hence, the improvement in the market value of the companies has reduced the product preference level of Dove among customers.
[image: ]
Figure 13: Revenue of Skincare and Cosmetic Companies
(Source: Brand Finance, 2026)
[bookmark: _Toc234358326]4.2.2 Ansoff Matrix	
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Figure 14: Ansoff Matrix
(Source: Vidya , 2022)
Market Penetration
Unilever increased its Dove volume 3.6% which has been driven due to its significant growth of product in Beauty and personal care (Unilever, 2026c). Unilever has showcased a significant campaign “FIFA World Cup” by having 50,000 creators involved with Dove brands which leads to enhanced fan engagement (Unilever PLC, 2026d). 
Product Development
Unilever has launched “Dove glow body washes” in the UK by showcasing its significant product demand in the market. “Dove glow body washes” have its high popularity due to the significant use of active ingredients and benefits which enhance brand value. This in term leads to high rises of Unilever of beauty and wellbeing about 0.4% leading to high rises of sales growth ion market leading to high rises of sales growth in market (Unilever, 2026b). 
[image: ]
Figure 15: Dove glow body washes
(Source: Dove, 2026c) 
Market Development
Unilever has its ability to expand its Dove products by accessing North Korea consumer needs to resonate with “local tradition” in the market. For instance, the market size of "Korean beauty products" is expected to rise to about USD 3.41 billion in 2026 (Mordor Intelligence, 2026). Thus, Unilever developed a partnership with “K-pop star” to promote products in the Korean market. 
Diversification
Unilever has the ability to expand its “probiotic skincare products” for diversifying intense competition form SME associated with regulating business through e commerce segment with digital marketing. As probiotic market of cosmetics product also be growth 6.5% CAGR rate with capture market share of $14.9 million by 2027 ensure strong opportunity for capturing consumers rapidly (Mordor Intelligence, 2025).
[image: ]
Figure 16: Probiotic cosmetic market
(Source: GVR, 2025)
[bookmark: _Toc234358327]4.3 Selection of the Most Appropriate Strategy	
[bookmark: _Toc234358328]4.3.1 SAFe Framework Evaluation
Suitability
Dove has emphasised on strengthening its brand positioning through community participation and environmental growth. The organisation has pledged to achieve 100% reduction of plastics from its business operations by 2030 (Leonardini, 2025). Thus, the adoption of the sustainable initiative has helped in improving the brand relationship of the company.
Acceptability
Dove has also adopted partnership techniques for strengthening its market position and ensuring smooth completion of its business operations. For instance, the organisation has collaborated with Bridgerton with an intent to promote empowerment among female employees in 2026 (Dove, 2026a). Thus, the adoption of business tie-ups has helped the organisation in strengthening community engagement levels.


Feasibility
Dove has increased its penetration volume to 5300m customers in 2024 (Linkedin, 2025). Hence, the consistent improvement in the market income has helped the product in increasing its preference level among customers.
[image: ]	
Figure 17: Revenue of Dove
(Source: Linkedin, 2025)
[bookmark: _Toc234358329]4.4 Strategy Implementation	
The recommended strategy of market development adopted by Unilever has been addressed through use of the SAFe framework by highlighting consumer demand towards Dove beauty bar. Dove has a significant demand for “Campaign for Real Beauty” by ability to promote its brand which leads to enhanced overall product sales. From the Ansoff Matrix, it has been addressed that Unilever expands its Dove beauty bar in the Korean market by addressing strict complexities faced by the export and import of raw materials. Thus, Unilever showcases its significant expansion of Dove portfolio by developing long term relation with new buyers which leads to enhanced brand value. 
[bookmark: _Toc234358330]4.5 Potential Implementation Challenges	
Internal Challenge
· The operational cost of Dove products has increased to $786m due to enhancement in raw material prices (Lanzone, 2026).
· Dove has also observed a decline in the consumer rating to 4/5 due to the availability of alternatives in 2026.
External Challenge
· The occurrence of the political disruption has hampered the supply chain operations that increasing raw material cost of final product development of beauty bar.
· The improvement in the global inflation value has reduced the consumption level of the product.
Mitigation 
· The expansion of the supplier volume will assist Dove in overcoming inventory management issues.
· The proper allocation of financial resources will assist Dove in reducing its price levels.


[bookmark: _Toc234358331]Section 2: Reflective Account	
[bookmark: _Toc234358332]1.1 Reflection Using Gibbs' Reflective Cycle	
[bookmark: _Toc234358333]1.1.1 Description
As per experience, I have provided a critical analysis regarding the operational strategies adopted by Unilever for overcoming market competition and strengthening customer relationships. The report has also helped me in understanding the market trends through the use of external tools such as the PESTLE framework. In addition, I have also adopted SWOT and VRIO analysis methods in evaluating the management operations of the company. According to Zwikael, (2024), the adoption of the external and internal frameworks have helped in improving the operational efficiency of Unilever, which enhances Dove beauty bar sales. On the other hand, I have also adopted the use of Balanced Scorecard for discussing the financial and employee management initiatives adopted by Dove in its business projects. Overall, the inclusion of the frameworks mentioned above have helped me in improving my report quality.	
[bookmark: _Toc234358334]1.1.2 Feelings	
While doing this research, I think that the adoption of the strategic management framework is more reliable in responding to business challenges. In this assignment, I gain knowledge regarding organizational transition, which is more likely to achieve remarkable sustainability in business. During the initial phases of research, I faced key challenges by collecting reliable information in time through uses of literary sources, which accomplished the research. I use my critical thinking skills to showcase the competitive advantages of the “Dove beauty product” through the use of the VRIO framework. I have the ability to collect structured information through external and internal analysis by showcasing unique insights of that customer for expansion of the brand. This framework helps me to showcase the adoption of the CSR strategy by Unilever regarding its product, which is more reliable in achieving business objectives. 
[bookmark: _Toc234358335]1.1.3 Evaluation	
During the completion of the report, I observed that I was able to improve my analytical and time management skills, which helped me in reducing the occurrence of delays in the completion of the evaluation process. As stated by Tabassi et al. (2024), the proper allocation of responsibilities has helped in reducing work pressure of the workers involved in the project. In addition, the sharing of duties has also helped me in understanding the capabilities of my team members. On the other hand, I also noticed that I was having issues in communicating my decisions and suggestions to my group, which hampered the coordination level of my team. In addition, I also witnessed issues in my self-confidence level that has reduced my ability to execute descriptive evaluation for expansion of Dove products. Thus, the problem mentioned above has also lowered the growth level of my professional career.
[bookmark: _Toc234358336]1.1.4 Analysis
I have gathered information by ability to showcase significant challenges faced by Unilever that are addressed through reliable market development. The Porter's Five Forces showcases the competitive rivalry of the FMCG company by showcasing the substitution chances of suppliers and buyers through a unique product offering. I think that my analytical skills help me to showcase unique consumer insights by pushing the product which in term enhances overall accountability. I address that the literary sources help to gain sustainable arguments by ability to handle challenging situations. While working with my peers help me to serve proper information, which leads to encountering strategic transformation of Unilever's product Dove. I also analysed the strategic dynamics and also highlighted external threats, helping me to showcase the operational process of the business. These experiences help to gain further insights by showcasing proper interaction with the company through operational execution. 	
[bookmark: _Toc234358337]1.1.5 Conclusion
Based on the lessons learnt from the report, I feel that the inclusion of the tools and frameworks have helped me in improving the quality of my analysis carried out for companies such as Unilever. In addition, the strengthening of my time management and analytical skills has helped me in improving my work discipline levels. I have also strengthened my financial knowledge through the use of Balanced Scorecard tools that also increased the efficiency of my investigation process. On the other hand, I also observed communication issues that have adversely influenced my career growth and lowered my image among my group members. I also felt a decline in my confidence level for analyzing complex market situations that has adversely influenced my progression and growth. Overall, the improvement in my work discipline has helped me in strengthening my professional development.	
[bookmark: _Toc234358338]1.1.6 Action Plan	
	Improvement plan 
	Action 
	Time bound 

	Improve time management 
	· Ability to participate in the time-blocking game and prioritise tasks within the stipulated time. 
· Adoption of the “Pomodoro Technique” helps me to manage tasks by preventing burnout through cognitive depletion. 
	5 months 

	Enhance my communication issue 
	· Practice "active listening” by describing clear messages through reliable feedback. 
· Ability to practice “self-recording sessions” by addressing improvement through questions. 
	5 months 

	Inability to tackle a decision 
	· Ability to decide by avoiding interaction and the brainstorming process to resolve issues through proper monitoring. 
	5 months 


Table 2: Action plan 
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