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Executive Summary
This report is an assessment of the strategic position of Unilever plc with a specific focus on Dove Beauty Bar in the United Kingdom market. The report has been written from the strategic management-consulting point of view and then evaluates the product's current competitive position and identifies strategic actions that can improve the long-term performance of the product in the UK personal care sector. The report starts with the organisational context covering Unilever's history, mission, vision, business model, market position and competitive environment of Dove Beauty Bar. It then critically evaluates the external environment using the PESTEL framework and the internal environment using the VRIO framework. The results of this analysis are used in a SWOT analysis to determine the key strategic strengths, weaknesses, opportunities and threats of the product.
The report also assesses Dove Beauty Bar's CSR initiatives and analyses organisational performance in the financial, customer, and internal business process and learning and growth perspectives with the help of the Balanced Scorecard framework. These findings are used to identify suitable business-level strategic options by applying recognised strategic management frameworks to determine the most appropriate strategy to sustain competitive advantage within the UK market. Challenges to the practical implementation and mitigation are also discussed. The report ends with strategic recommendations that will boost Dove Beauty Bar's market position while helping to achieve Unilever's long-term sustainability goals. Finally, a reflective account is written using Gibbs' Reflective Cycle to reflect on the research, analysis and the preparation of the report for the student, pointing out the lessons learned and professional development needs.
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[bookmark: _ip35lvrlndgs][bookmark: _Toc236068239]Introduction
Strategic management is the way of helping organisations to react to market changes and maintain a competitive edge over the long-term (Alkhodary, 2023). In very competitive consumer goods markets, appropriate strategies need to be based on a detailed understanding of the external business environment and internal organisation. The report aims to assess the strategic position of Unilever plc with a particular emphasis on Dove Beauty Bar in the United Kingdom based on the assessment requirements. The report has applied the well-known strategic management tools such as PESTEL, VRIO, SWOT, Balanced Scorecard and strategic choice models to analyse the product's strategic environment. The practical recommendations are made based on this analysis to improve the CS of Dove Beauty Bar in the UK market. The report ends with a reflective analysis and evaluation of the research and analytical process, following Gibbs' Reflective Cycle.
[bookmark: _ftlzlqcicsxp][bookmark: _Toc236068240]Overview of the organisation 
[bookmark: _iel1o7do5qra][bookmark: _Toc236068241]Company Background
Unilever PLC was formed in 1929 when Lever Brothers of Britain and the Dutch company Margarine Unie merged and is one of the world's biggest fast-moving consumer goods (FMCG) companies (UNILEVER, 2026b). It is a company with more than 400 brands in the beauty and wellbeing, personal care, home care, nutrition and ice cream sectors, and has operations in more than 190 countries (UNILEVER, 2026b). The Dove Beauty Bar is a specific case study in this report, since it is one of Unilever's best-known personal care brands that is well recognised on the market and has a long history of providing skincare benefits and ethical branding. The UK has been chosen as the market for analysis, as it is Dove's home market, which has high consumer awareness levels, fierce competition and high growth in demand for sustainable personal care products.
[bookmark: _6ktnpxj855cz][bookmark: _Toc236068242]Mission
Unilever's purpose is: “To make sustainable living commonplace” (UNILEVER, 2026). The mission is reflected in Dove Beauty Bar in their attention to gentle skin care formulations, responsible sourcing, their reduced environmental impact and campaigns to promote positive body confidence. Dove not only offers a product with a function, but also a product with a value, a sustainable value, a social value, which in the long run allows for positioning the brand as different.
[bookmark: _nnnnddp33r86][bookmark: _Toc236068243]Vision
The vision of Unilever is to be the world leader in sustainable business in delivering superior product performance with positive environmental and social impact. Continuous reformulation, recyclable packaging, and campaigns promoting responsible consumer behaviour are all part of this vision for Dove Beauty Bar in the UK (UNILEVER, 2026a). This type of activity helps to build customer trust and helps to maintain the brand's competitive edge in the long run.
[bookmark: _upihjenvjpda][bookmark: _Toc236068244]Business Model
Unilever is a consumer-led company with never-ending product development, effective brand management, extensive research and development and a global supply chain (Haase et al. 2024). Dove Beauty Bar is able to create value through providing a superior cleansing tool with moisturising properties in a mild cleansing technology. The brand's strategy of distribution in supermarkets, pharmacies, convenience stores, and digital platforms ensures market reach, while enabling a swift response to consumer preferences.
[bookmark: _xmjod88p9wut][bookmark: _Toc236068245]Industry, Competitors and Market Position
Dove Beauty Bar exists in a highly competitive personal care industry in the UK, with Innovation, Sustainability, and Reputation playing a major role in customer decision-making. It is the main competitor of Nivea Creme Soft Soap (Beiersdorf), Lux (Unilever's portfolio in selected channels), Imperial Leather (PZ Cussons), Original Source (PZ Cussons) and private label supermarket brands. As competition grows, Dove Beauty Bar retains its premium status with consumers, supported by its dermatologically proven formula, purposeful marketing and alignment with new consumer values around health, inclusiveness and environmental responsibility.
[bookmark: _vesf0f1opxva][bookmark: _Toc236068246]External and Internal Analysis
[bookmark: _f9kwimfzyei9][bookmark: _Toc236068247]PESTEL Analysis
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Figure 1: PESTEL Analysis
(Source: Self-created)
Political Factors 
Multinational companies like Unilever have regulatory certainty because the political situation in the UK is stable (Rose, 2025). However, the complexities of trade after Brexit are continuing to add to the complexity of supply chains, with customs requirements, regulatory differences and greater costs in the procurement process. Moreover, the UK's net zero emissions goal has led to more stringent sustainable packaging and responsible manufacturing rules (Shahzad et al. 2024). The changes are a threat as well as an opportunity to Dove Beauty Bar. The stricter compliance regulations could lead to higher operational costs, but Unilever's work around sustainable sourcing and recyclable packaging has put Dove in a more favourable position than those companies that are lagging in their transition. Political developments further underscore sustainability as a strategic capability, in support of regulatory compliance, and enhancing competitive differentiations in the UK personal care market.
Economic Factors 
Like the global market, in the UK personal care market, inflation, energy costs and manufacturing expenses remain to have an impact on purchase behaviour (Salah, 2025). More money has driven consumers to look at alternatives, which has added a level of competition between the premium brands and their retailer counterparts. However, Dove Beauty Bar has a differentiated value proposition, offered by providing better benefits to skin care products and building brand credibility, not just through price (Tserenbat et al. 2024). However, consumers may be tempted to opt for lower quality alternatives during a long time of economic uncertainty. Operational efficiency coupled with product quality will be key to maintaining profitability and the premium positioning of Dove, the study indicates.
Social Factors 
It is found that social factors are the most influential factors on Dove Beauty Bar in the UK market. Today, consumers are increasingly seeking products that will benefit their skin health, inclusiveness, ethical sourcing and environmental responsibility (Ajayi et al. 2024). Dove has managed to establish emotional linkages and catch our attention with these preferences, which has helped to differentiate the brand. However, as always, consumers' tastes are shifting to include transparency on ingredients, cruelty-free products and sustainable packaging (Santoro, 2022). This is because Dove will not be able to start with a clean slate. Investment in the social mission and tangible sustainability gains remain very important to ensure consumer confidence and a competitive advantage.
Technological Factors
The UK personal care industry is transforming because of technological innovation, impacting product development, digital marketing and consumer analytics. Unilever can invest in AI, research, development, and data-driven decision-making, which will help it quickly adapt to consumer preferences and optimise operations with Dove Beauty Bar. In the meantime, e-commerce and social media have boosted the competition so that new skin care companies can directly address consumers (Turcu and Brancu, 2025). Thus, Dove needs to innovate and engage with the market virtually, maintaining its brand reputation to gain a competitive advantage.
Environmental Factors 
One of the factors that matters to the UK's personal care business is environmental sustainability (Nwori and Uchegbulam, 2025). Consumers are more than ever before seeking brands that minimise plastic waste and carbon emissions, and that are accountable for the ingredients. Dove's response is both in the form of recycling programs and responsible sourcing best practices, all aimed at improving Dove's sustainability profile. However, they do require continual investment and raising the profile of the brand regarding the sustainability of their environmental advantages. Therefore, sustainability must be seen as a strategic competency that will create consumer confidence and competitive differentiation, and not just due to regulatory requirements (Hamoudi, 2023).
Legal Factors 
Dove Beauty Bar will be subject to a strict legal regime in the UK regarding product safety, advertising, consumer protection, environmental compliance and data privacy (Olteanu, 2025). Adhering to these rules is crucial for building consumer trust and safeguarding the reputation of the brand. However, with the rising vigilance in environmental claims and product transparency, organisations have to go beyond the legal minimum (Schilling-Vacaflor and Gustafsson, 2024). Seeking to comply in advance of the legislation and regulation helps Dove minimise the legal and reputational danger and builds trust over the long term. Effective legal governance thus enables a sustainable competitive advantage and is not just a compliance need.
The PESTEL analysis reveals that the social, environmental and technological influences have the greatest impact on Dove Beauty Bar's competitive positioning in the UK market today. Political, economic and legal changes pose operational challenges in terms of increased compliance burdens and market volatility but also stimulate innovation and sustainable business. However, the main drawback of PESTEL is that it focuses on macro-environmental factors and fails to analyse the organisation's capacity and explain whether Dove has adequate resources to take advantage of the opportunities in the market. Hence, an in-depth internal investigation is necessary to assess if Unilever has a sustainable competitive advantage for Dove Beauty Bar by leveraging its strategic resources. This is done with the VRIO framework.
[bookmark: _24x3eot8xpz3][bookmark: _Toc236068248]VRIO Analysis
	Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Consumer trust and Brand Reputation
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	R&D of Unilever
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	ESG and Sustainable Sourcing
	✓
	Moderately
	Moderately
	✓
	Sustained competitive advantage (temporary)

	Supply Chain Network
	✓
	╳
	╳
	✓
	Competitive parity

	Finance and Investment
	✓
	╳
	╳
	✓
	Competitive parity

	Purpose-driven marketing
	✓
	✓
	✓
	✓
	Sustained competitive advantage


Table 1: VRIO Analysis
(Source: Self-created)
Consumer Trust and Brand Reputation
Dove's most powerful asset is its brand that has been established over many decades with consistent quality and clear messages around purpose and values. In the UK market, Dove Beauty Bar is considered to be a moisturising skin care, dermatologically safe and a true social responsibility (Friedman, 2024). While similar cleansing products may be offered by competitors, it is much harder to build up decades of consumer trust and emotional connection. This suggests that Dove's brand equity fulfils all four VRIO conditions and offers a long-term competitive advantage that allows the company to charge premium prices and retain its customers for a period.
The capability to research and develop
Unilever has a strong focus on research and development, with a commitment to developing new products, enhancing product formulations, and creating innovative packaging solutions, as well as gathering consumer insight (Akter and Kabir, 2025). This function allows Dove Beauty Bar to be responsive to skin care trends and ensure product quality. Larger competitors are unlikely to be able to integrate scientific expertise, innovation infrastructure and knowledge sharing from around the world. Moreover, Unilever's structure provides a good environment for commercialisation of innovation, enabling the potential to convert research into competitive market products (Laursen and Andersen, 2023). Thus, R&D is yet another continuous competitive edge.
The sustainability and purpose-driven marketing
Dove's sustainability efforts and the global, award-winning Real Beauty Campaign further reinforce a differentiation strategy by connecting the brand to consumer shifts in perception on inclusivity, wellbeing and responsible business practices. Many competitors have made efforts to be sustainable, but Dove has gone so far as to make social purpose a component of its long-term brand DNA, and not a short-term marketing campaign (Tserenbat et al. 2024). However, as the industry adopts ESG more and more, it may be possible to make sustainability less rare over time. Thus, it is essential that Dove continually prove themselves to show measurable environmental and social impacts, and not just because of their current reputation.
Conducting business with suppliers and financial resources
With a vast global supply chain and a significant financial footing, Unilever operates with financial efficiency, market power and resilience to market volatility (Sanni, 2024). However, such capabilities are becoming more prevalent at multinational FMCG companies like Procter & Gamble, L'Oréal and Beiersdorf. While these resources can be important in sustaining operations, they are not enough to develop a distinct competitive advantage (Alfano, 2025). However, most notably, they help Dove Beauty Bar support and expand its unique strategic capabilities.
The VRIO analysis findings prove that Dove Beauty Bar can gain a competitive advantage from intangible resources, such as brand equity, the capability of research capabilities, and marketing that has a purpose. It is hard for competitors to match these resources and makes differentiation in the marketplace long lasting. If this advantage is to be maintained, however, it is necessary to invest constantly in it since innovations and consumer trend expectations may eventually decrease the scarcity of resources. The results of these analyses serve as a basis for the next SWOT analysis to integrate the inside and outside analyses.
[bookmark: _ixztpfkl30sk][bookmark: _Toc236068249]SWOT Analysis
	Strengths
	Weaknesses

	· An international brand reputation and trust from consumers
· R&D support for continuous product innovation
· The brand's marketing efforts are purposeful, and they have a solid sustainability foundation
	· High cost may prevent some consumers from being able to afford the premium price
· Overreliance on the company's overall corporate goals and resources
· Mature UK market limits opportunities for rapid organic growth

	Opportunities
	Threats

	· An increasing demand for sustainable and ethically crafted skin care products
· Increased growth of digital retailing and personalised engagement with consumers
· Product innovation based on environmentally friendly ingredients and packaging
	· Competition from multinationals and retailer own-label products
· Rising production costs and inflation, which are taking a bite into consumer purchasing power
· Strengthening environmental and product compliance requirements


[bookmark: _wmlfx2worsja][bookmark: _Toc236068250]Table 2: SWOT Analysis
[bookmark: _ofs7f7rf3o4j][bookmark: _Toc236068251](Source: Self-created)	
The SWOT analysis reveals that Dove Beauty Bar's strengths correspond significantly with the opportunities it is likely to exploit in the UK personal care market, such as the trend for sustainable and ethical skincare options (Confetto et al. 2023). However, the pressure of rising inflation, tougher competition and stringent environmental laws remains a risk to profitability and market share. Based on the results, Dove's operational efficiency needs to be improved, and its brand reputation and innovations need to be capitalised on to maintain the competitive edge (Tserenbat et al. 2024). The analysis then gives an unequivocal strategic foundation for assessing appropriate business-level strategies in the following section.
[bookmark: _7003rp9ulbmw][bookmark: _Toc236068252]Comprehensive and holistic view of the organisation
[bookmark: _hmsy4ap11g98][bookmark: _Toc236068253]Corporate Social Responsibility (CSR) Strategy 
In the UK personal care market, the launch of Dove Beauty Bar is a key part of Unilever's Corporate Social Responsibility (CSR) strategy, which is crucial to achieve strong market positioning. For Unilever, CSR is not a one-off project, but it is permanently integrated into its long-term business plan, whereby environmental sustainability, responsible sourcing, ethical business practices and social impact are all a part of it (Samans and Nelson, 2022). For Dove, it is seen in initiatives such as the Real Beauty Campaign, campaigns for positive body confidence, the ability to source ingredients sustainably, and promises on packaging, just to mention a few (DOVE, 2026). These initiatives help to enhance the brand's reputation and respond to changing consumer expectations for social accountability when choosing and consuming products. From a strategic management perspective, Dove's CSR activities create value in the business other than its reputation. Increasing numbers of UK consumers put sustainability, ethical production and corporate values into account when making buying decisions (Tserenbat et al. 2024).
This translates to Dove's commitment to responsible business practices creating greater customer trust, brand loyalty and helping differentiate it from its competitors who only focus on price or functional product features. Furthermore, by focusing on these activities as part of Unilever's broader sustainability efforts, it is easier to ensure that Unilever continues to comply with increasing environmental legislation and regulations, and reduce the risk of future operational implications due to resource depletion and climate change. Nevertheless, CSR is not enough to ensure a sustainable competitive advantage (Kim and Kim, 2025). There is now a greater expectation by consumers that organisations can demonstrate results and rely less on promotion for their sustainability claims. Not meeting environmental or social goals may result in reputational damage and greenwashing allegations towards Dove (Rochayatun et al. 2023). Keeping transparency high, with measurable sustainability targets, reporting and innovation every so often, is therefore important, so that the stakeholders will still keep their faith in the company (Abubakar et al. 2022).
Overall, Dove's CSR strategy is a social responsibility programme as well as a capacity of the business. Dove enhances its long-term competitiveness by connecting its business goals with creating environmental and social value and promotes sustainable growth in the personal care market in the UK.
[bookmark: _5ko3301ua6rw][bookmark: _Toc236068254]Balanced Scorecard Analysis
	Perspective
	Objective
	KPIs
	Target
	Initiatives

	Financial
	Enhance revenue improvement and profitability
	The numbers of sales revenue, operating margin and market share
	Boost sales and profitability in the UK
	Increase the premium product mix, enhance supply chain efficiency and cost management

	Customer
	Improve customer satisfaction and brand loyalty
	Customer Satisfaction Score, repeat Purchase rate, Brand awareness
	Drive up customer loyalty and consumer confidence
	Enhance digital engagement, sustainability communication and personalised marketing

	Business Processes (Internal)
	Enhance the efficiency of operations and sustainable production
	Production efficiency, rate of reusable packaging, product quality measures
	Minimise waste in operations and enhance manufacturing productivity
	Practice sustainable packaging, responsible sourcing, and process innovations

	Learning and Growth
	Improve innovation ability and employee training
	New product introduction, staff training, R&D spending
	Promote innovation and skills in the workforce
	Boost research, digital and sustainability training investments


Table 3: Balanced Scorecard Analysis
(Source: Self-created)
The Balanced Scorecard is a cohesive tool that allows the goals of the strategic plan of Dove Beauty Bar to become quantifiable organisational performance. Unlike conventional financial reporting, it introduces non-financial elements as well as financial ones, providing managers with an opportunity to monitor the creation of long-term value in all business activities and remain focused on business issues (Kumar et al. 2024). In addition to growth in sales, sustainable growth in revenue needs to be profitable despite inflation and rising production costs. It is not necessary to sacrifice price to improve efficiency and increase premium product offerings to improve long-term profits (Girdzijauskas et al. 2022). The customer perspective is an indication of Dove's niche in the UK personal care market. Consumer trust, brand loyalty and satisfaction are essential; consumers have become more aware of sustainability, ethical business practices and product quality when buying products (Agu et al. 2024). As a result, a more robust digital presence and clear communication can help to foster lasting customer relationships and build brand equity.
Internal business processes are concerned with the excellence of operations (Patil et al. 2025). Dove continues to invest in sustainable sourcing, recyclable packaging and factory efficiencies, ensuring it is able to meet the needs of environmental regulators and consumers. All of these improvements also contribute to cost reduction and minimising the supply chain's impact on the organisation and reinforce its competitiveness. Lastly, the learning and growth perspective acknowledges the need for ongoing innovation and organisational capability for sustaining competitive advantage (Khemraj et al. 2023). Research and development, employee training, and investment in digital technologies also enable Dove to adapt to evolving market trends and develop new, eco-friendly skin care products. This is also a reflection of the valuable, hard-to-imitate capabilities identified in the previous VRIO analysis. Overall, the Balanced Scorecard shows that Dove's long-term success is dependent on having a balance between financial, customer value, operational excellence and continuous organisational learning. The framework, therefore, offers a feasible way to strategy, performance monitoring and sustainable competitive advantage in the UK personal care market.
[bookmark: _k4jusku80mtt][bookmark: _Toc236068255]The strategic choices and implementation
[bookmark: _fq1b5wam8ej9][bookmark: _Toc236068256]Business-Level Strategy 
Dove Beauty Bar uses a differentiation strategy and competes with other brands based on their superior product quality, moisturising features and brand identity. This is complemented by the Real Beauty Campaign, sustainable product development and ongoing product innovation, which allow Dove to offer value to customers that, goes beyond product functionality. Ethical values and environmental issues have become a key influence in consumers' buying habits, and purpose-driven branding offers an opportunity to differentiate, thus gaining a competitive advantage in the UK market (Kalogeras and Mejri, 2025). On a strategic level, differentiation is not just about brand reputation; it is about innovation- continuous innovation. As the market grows, sustainable packaging, cruelty-free ingredients and eco-friendly production methods are becoming more common and are making these capabilities less distinctive (Jani et al. 2026). Therefore, Dove's ability to be a stronger competitor depends on the increased innovation of sustainable ingredients, sustainable packaging, and digital consumer interaction. These programs will enable them to lock in customer loyalty and support premium pricing even in the presence of inflation.
Moreover, operational efficiency must be coupled with differentiation; it must aim at controlling the cost of production without compromising the product or its quality (Liu and Zhao, 2022). With this balance, Dove will maintain profitability while also investing in R&D, sustainability and marketing efforts that will further enhance its competitive edge over time.
[bookmark: _86ep0mxjtv5c][bookmark: _Toc236068257]Porter's Five Forces Analysis
	Force
	Impact
	Strategic Implication

	Threat of New Entrants
	Low–Moderate
	Entry barriers are based on strong brand reputation and distribution network

	Bargaining Power of Suppliers
	Moderate
	The responsible sourcing and diversified sourcing practices decrease dependency risks

	Bargaining Power of Buyers
	High
	There are many choices available for consumers, and they are more conscious of their prices

	Threat of Substitutes
	High 
	There is added competition from alternative skincare products and retailer own-brand soaps.

	Competitive Rivalry
	High
	Multinational brands and private-label products compete, and innovation is continuous


Table 4: Porter's Five Forces
(Source: Self-created)
The competitive rivalry and buyer power are the most significant factors within Dove Beauty Bar's positioning in the UK personal care market according to Porter's Five Forces analysis. There is a wide range of products available to consumers, who can compare the quality, sustainability and price of products from better-known brands and retailer own-label products (Sharma, 2025). Therefore, continuous product innovation and effective communication are essential to keep customers loyal (Bing et al. 2024). The risk from products that could substitute for these is still a threat because consumers can purchase different products with similar functional benefits, such as soaps, body wash, and skin care products. Nevertheless, as Dove has been well established with a great reputation, its product quality is trusted by customers, and its emotional brand positioning makes the likelihood of switching lower when compared to less famous brands. Unilever's global procurement power and diverse sourcing base help to moderate supplier power, but can also limit the flexibility of suppliers and the cost of procurement due to rising expectations for sustainability (Shaoping, 2023).
At the same time, barriers to market entry are relatively high since it takes significant time and financial resources to build their own brand equity, distribution networks, and consumer confidence. Overall, the Five Forces analysis highlights the importance for Dove to differentiate its offerings, remain efficient and continue to innovate to maintain its competitive edge in the increasingly competitive UK market.
[bookmark: _1vcmmia6a6w8][bookmark: _Toc236068258]Strategic Growth Option (Ansoff Matrix)
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Figure 2: Ansoff Matrix
(Source: Self-created)
According to the Ansoff growth matrix, product development is the most suitable growth strategy for Dove Beauty Bar in the UK. The personal care market in the UK is relatively mature, and so the potential for market growth with current products is limited. Rather, creating better product variants that are in tune with consumers' tastes and preferences has a better long-term growth potential (Ramasamy et al. 2024). Future avenues for development may be looking to ingredients that are more natural, more biodegradable packaging, and new skin types or eco-friendly consumers. These innovations would help Dove to further differentiate its product offering and meet the growing consumer demand for sustainable and high-quality skin care products. While market development into new geographical areas is an important corporate agenda item for Unilever, this consultancy report concentrates solely on the UK market (Knudsen et al. 2023). Thus, product development is of the greatest strategic importance as it builds on Dove's brand reputation, customer loyalty, and research identified during the VRIO analysis.
This will demand ongoing investment in research and development, an eye on consumer trends and cooperation within the various marketing, manufacturing and supply chain functions. The strategy would allow Dove to maintain its market relevance and add sales to an increasingly competitive market.
[bookmark: _b774todb72as][bookmark: _Toc236068259]Implementation Challenges and Mitigation
	Challenge
	Impact
	Mitigation

	Rising production costs
	Reduced profitability
	Optimise and streamline Supply Chain Management

	Consumer scepticism towards sustainability claims
	Destruction of trust in the brand
	Share clear sustainability reporting and measurable sustainability criteria

	Rapid competitor innovation
	Loss of market share
	Focus on research and product development, as well as digital marketing, to be more aggressive

	Regulatory changes
	Higher compliance costs
	Tighten up regulatory oversight and ensure compliance systems are robust and proactive.


Table 5: Challenges and Recommendations
(Source: Self-created)
Effective risk management is essential for the successful implementation of the proposed strategy. However, strategic actions will be less successful if these issues are not dealt with proactively, including operational issues, evolving consumer expectations, and regulatory changes (Holloway, 2024). Therefore, Dove should implement continuous performance monitoring, enhance communication with stakeholders, and maintain organisational flexibility to react quickly to the dynamic market conditions. These would have boosted implementation efficacy and given a competitive edge in the long term in the UK personal care market.
[bookmark: _rr9zu33j6jek][bookmark: _Toc236068260]Reflection
Description
This consultancy project allowed a critical strategic assessment of Dove Beauty Bar's strategic position in the personal care market in the UK with strategic management theories and analysis. The PESTEL, VRIO, SWOT, Porter's 5 Forces, Balanced Scorecard and Ansoff Matrix models were used to assess the internal capability and external business environment in this report. The corporate reporting was also interpreted, and the academic literature and industry evidence were explored, which resulted in the development of clear strategic recommendations. The task was not only theoretical but also needed students to apply the concepts of strategic management to a business situation to strengthen the connection between theory and business decision-making.
Feelings
At this initial stage of the project, it was challenging to use several strategic management frameworks in one analysis. By grasping individual models, I was able to see how these models could be used together in an evaluation of organisational strategy. While reading the report, I got more confident and started to understand how external opportunities and threats impact internal resources and how this will influence strategic decision-making. I also knew that, for arguments to be strong, they needed to be supported by valid evidence, not opinions. After completing the report, I am more confident in my ability to be analytical in complicated business situations and use a structured and evidence-based approach.
Evaluation
An upside of this project was that it was an opportunity to transfer strategic management theories to a well-known organisation worldwide. The use of real company accounts and research from academic sources is useful to reinforce the analysis and critical evaluation of business decisions. Multiple frameworks were also integrated; showing organisational success does not rely on just one of the strategies but on the interplay between internal capacity and external conditions.
However, there were some problems in the project too. It took great care for the writer to differentiate between descriptive information and critical analysis throughout the writing process. Creating focus on Dove Beauty Bar with the use of corporate information published at the Unilever level was also challenging. To meet this challenge, evidence was identified that was directly relevant to the product and the UK market. Overall, the challenges helped me to better analyse strategic information and to develop more targeted recommendations for consultancy.
Analysis 
The project has proved the necessity for organisations to make a compromise between operations and competition, while managing the project strategically. The use of PESTEL and Porter's Five Forces also provided a good indication of the impact of changes in the external environment on strategic opportunities and risks, and VRIO and The Balanced Scorecard emphasised the need for internal capabilities and performance measurements. These two frameworks gave a complete picture of the mechanisms of creating and sustaining sustainable competitive advantage.
It was also an eye-opening experience for the importance of evidence-based decision-making. Financial reports, market evidence and academic literature make strategic recommendations more believable, as opposed to assumptions (Yahaya, 2024). Moreover, Dove's sustainability efforts were examined, and it was found that CSR could directly drive competitive advantage when it is part of an organisation's strategy rather than an isolated effort. This learning has reinforced my appreciation of the importance of making financial decisions between stakeholders' expectations, innovation, and long-term organisational resiliency.
Conclusion 
In retrospect, this project has helped my understanding of strategic management along with how it can be applied in a multinational organisation. This assignment helped me to develop my skills in analysing the business environment, understanding the abilities of the organisation and providing strategic recommendations based on the data. It also emphasised the need for using several analysis tools to facilitate decision-making. Overall, I feel more confident about using the concepts of strategic management in real-life situations with organisations and it would support my academic and professional growth.
Action Plan 
For future strategic management projects, I want to be able to look at more of the academic literature and industry reports before creating recommendations, as this will help to build my analytical skills. In addition, I would like to develop my skills in understanding the information provided in an organisation, especially the financial and sustainability reporting indicators, to be able to draw more evidence-based conclusions. The ability to produce writing that is more critical will continue to be developed and achieved through emphasis on understanding the implications of evidence rather than describing activities of the organisation (Csaszar et al. 2024). Moreover, I will keep acquiring more knowledge on strategic management frameworks and their application in various industries. The actions will allow me to generate more effective consultancy reports and to make a greater contribution to strategic decision-making at the highest level in my future academic course of study and professional life.
[bookmark: _dg9i6qjsktzc][bookmark: _Toc236068261]Summary 
This task proved to be a success as it utilised strategic analysis and reflective learning methods, and therefore came up with a wide-ranging analysis of Dove Beauty Bar's competitive position in the personal care market in the UK. The consultancy report identified numerous strengths of Dove's strategy, including strong brand equity, continuous innovation, a sustainable approach and a marketing strategy of “purpose” not “products”, which all aid towards sustaining the company's competitive advantage. Some of the key challenges were also identified based on the analysis of the market competitiveness, growing customer demands, inflation and increasingly stringent environmental requirements. The assignment has resulted in a product development strategy being the most appropriate way for the business to move forward, with sustainable innovation, business efficiency and increased digital engagement assisting. Furthermore, the reflective aspect highlighted the benefits of incorporating such structures within the real business context, developing my strategic management and critical thinking, evidence-based decision-making and consultancy reporting skills. In general, this assignment created an action plan that will help Dove Beauty Bar's sustainable growth and competitive performance, as well as gave me valuable learning experiences both academically and professionally to tackle complex strategic questions and make well-informed managerial decisions.
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