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[bookmark: _Toc236563289]Introduction
This report is prepared by an external strategic consultant commissioned by the Board of Unilever plc to assess the existing strategic position of the company and to recommend a plan to enhance the company's competitive position. Unilever is divided into four business groups and this analysis is specific to Unilever's Personal Care business in the United Kingdom, and not the organisation as a whole. Section 1 applies external and internal strategic frameworks to evaluate the business before developing a CSR strategy, performance measurement approach and implementation plan. Section 2 reflects on the overall process using Gibbs' (1988) Reflective Cycle.
[bookmark: _Toc236563290]1. Organisational Context and Overview
[bookmark: _Toc236563291]1.1 Company Background, Mission and Business Model
It was formed on 2 September 1929 when Lever Brothers, a British soap manufacturer set up by William Hesketh Lever in 1885, merged with the Dutch company Margarine Unie. Margarine Unie was at the time a combination of the biggest Dutch soap, margarine and chocolate manufacturers. The Economist called the merger "one of the largest industrial amalgamations in European history" (Unilever Archives, 2019a; Unilever, 2021). Unilever is still headquartered in London today, providing billions of consumers around the world with familiar brands like Dove, Lifebuoy, Vaseline, Sunsilk and Persil (Unilever Archives 2019b).
Unilever's purpose is to make sustainable living commonplace, and this is embodied in its Compass strategy launched in 2020 (Unilever, 2020a; 2020b). It has a multi category FMCG business with global R&D capabilities and a portfolio of Power Brands (Unilever plc, 2024).  Following the demerger of its Ice Cream business in mid 2025, Unilever reorganised into four reporting groups: Beauty and Wellbeing, Personal Care, Home Care and Foods (Unilever plc, 2024, 2025). In March 2026, the company announced an agreement to merge its Foods business with McCormick so that greater attention could be directed towards Home Care and Personal Care operations (Unilever, 2026). However, some shareholders expressed concern that the transaction might not be completed before the expected mid 2027 deadline.
[bookmark: _Toc236563292]1.2 Focus of This Report and Justification
Rather than assessing Unilever as a whole, this report concentrates on the Personal Care business within the United Kingdom. This focus is justified for three reasons. First, the UK is both Unilever's home market and the location of its global headquarters, making reliable information more readily available (Unilever, 2021). Second, following the 2025 restructuring, Personal Care was identified alongside Beauty and Wellbeing as one of the company's priority business groups for future growth (Unilever, 2026). Finally, the UK Personal Care portfolio includes several of Unilever's longest established brands, including Dove, Lifebuoy, Sure and Simple.
Personal Care is treated as the specific product focus throughout this report. Unilever does not disclose financial, operational or strategic information for individual brands. However, because Personal Care is reported as a separate business group with its own revenue, profit margin and strategic priorities, it provides the most appropriate basis for this analysis.
[bookmark: _Toc236563293]1.3 Industry, Competitors and Market Position
Fortune Business Insights (2026) estimates that the UK cosmetics and personal care market will be worth a little more than USD 15.76 billion in 2025 and will increase at more than 6% per year through 2032. Multinational organizations like Procter and Gamble, L'Oréal, Beiersdorf, Colgate Palmolive and Reckitt Benckiser are the main competitors, with more and more direct to consumer brands and private label products entering the market (Nexdigm, 2026). Despite this competitive environment, Unilever remains one of the world's three largest companies in the personal care industry by revenue. Its Beauty and Wellbeing and Personal Care divisions together generate around half of total group revenue while achieving higher margins than the businesses that are being divested (Mordor Intelligence, 2026).
[bookmark: _Toc236563294]2. External and Internal Analysis
[bookmark: _Toc236563295]2.1 Macro-Environment Analysis
[bookmark: _Toc236563296]2.1.1 PESTEL Analysis
PESTEL analysis is used to examine the six broad external factors that influence business performance (summarised in Figure 1). Politically, Brexit has increased regulatory complexity by requiring businesses selling products in both the UK and EU to comply with separate cosmetic product notification systems. In addition, changes in UK trade policy continue to influence tariffs on imported raw materials such as palm oil. From an economic perspective, the cost of living crisis between 2022 and 2025 reduced household spending power. According to the Office for National Statistics, the poorest fifth of households had a median disposable income of only £21,600 during this period (Nexdigm, 2026). As a result, many consumers switched to lower priced brands and private label alternatives, while fluctuations between the euro and pound also affected the reporting of Unilever's UK revenues.
Social changes are still influencing consumer demand. The ageing population has raised the profile of skincare within dermatology, and the grooming market is a growing sector among men. There has also been a change in consumer preferences for natural/organic products, with Mordor Intelligence projecting that by 2025 74 percent of consumers will be more interested in such products. Technological innovations, especially those in artificial intelligence, are helping companies to better personalise products, sense demand and develop innovative products to better meet customer needs.
Environmental and legal pressures are also increasing in importance. Environmental laws are being phased in and will remain in effect through 2029 and Extended Producer Responsibility (EPR) standards will make packaging compliance more costly. Meanwhile the Advertising Standards Authority (ASA) and the Competition and Markets Authority (CMA) has also tightened up enforcement of claims made for the environment that are not substantiated. As told in the case of Unilever's Persil advertising in 2022 which was rejected by the ASA (ASA, 2022). All cosmetic products sold in the UK are also subject to UK notification requirements under the Office for Product Safety and Standards (OPSS). Premiumisation and digital channels are the most promising areas for growth on the whole, while budget pressures from households and stricter regulation of environmental claims are the biggest threats. These findings provide the foundation for the SWOT analysis presented in the following section.
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Figure 1: PESTEL Analysis of Unilever's Personal Care Business (UK)
These external pressures are driven by the structure of the UK personal care industry rather than the strategy of any individual company. The industry remains capital intensive, is dominated by a relatively small number of well established multinational firms.
[bookmark: _Toc236563297]2.2 Micro-Environment Analysis
[bookmark: _Toc236563298]2.2.1 Industry Life Cycle
Figure 2 compares the UK personal care market with the standard characteristics of the industry life cycle. The sector is currently experiencing moderate annual growth of around six per cent rather than rapid expansion. It is dominated by a stable group of well established multinational companies, with relatively few significant new entrants. Innovation is also largely incremental, focusing on product reformulation, packaging improvements and product extensions instead of creating entirely new categories. Together, these characteristics indicate that the UK personal care industry is in the maturity stage, where slower volume growth, intense promotional activity, greater price competition and ongoing market consolidation are common.
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Figure 2: Industry Life Cycle Indicators for UK Personal Care
Despite this mature market position, some segments continue to perform strongly. Premium dermatological skincare and natural or clean label products are growing faster than the wider market, representing what is often described as rejuvenated maturity. This distinction has important strategic implications. A broad mass market approach is more likely to compete in slower growing segments, whereas a premiumisation strategy enables firms to target higher growth opportunities within the mature market. 
[bookmark: _Toc236563299]2.2.2 Porter's Industry Five Forces Analysis
Porter's Five Forces framework is applied to assess the overall attractiveness of the UK personal care industry rather than Unilever's competitive position alone. In the model, the structural forces that affect the profitability of all the firms in the industry are examined (see Figure 3).
Competition is also high, as a number of large multinational firms vie for the retail shelf space, customers and spend on marketing and promotion. The threat of new entrants is low to moderate. Although establishing manufacturing capacity and distribution networks on the scale of Unilever requires substantial investment, digital channels and direct to consumer business models have lowered entry barriers for niche brands specialising in natural beauty and grooming products.
Supplier bargaining power is also assessed as low to moderate. Unilever's global purchasing scale limits the influence of most suppliers of raw materials and ingredients. However, suppliers of proprietary active ingredients used in premium dermatological formulations retain greater negotiating power because of the specialised nature of their products. Buyer power is high due to the concentration of the UK grocery retail market, where a small number of major retailers can negotiate lower prices while expanding their own private label offerings.
The threat of substitutes is moderate. Consumers can switch to private label products, medically recommended alternatives or emerging natural brands within the mass market. In the high price range, however, brand loyalty and trust in dermatological knowledge decreases the chance of substitution. In general, the industry is most competitive and is faced with the highest pressure from buyers' bargaining power. The results confirm the conclusions of the PESTEL analysis, as premiumisation offers a more robust and long-lasting competitive advantage than a price-driven strategy (Karadzhov and Patarchanova, 2025).
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Figure 3: Porter's Five Forces Analysis of the UK Personal Care Industry
[bookmark: _Toc236563300]2.3 Internal Analysis
[bookmark: _Toc236563301]2.3.1 Unilever's Strategic Resources and Capabilities
Unilever's internal resource base is built around four key strengths. These include a portfolio of globally recognised brands, with Dove recognised as the world's leading personal wash brand, an extensive manufacturing and distribution network operating across more than 190 countries, annual research and development investment exceeding €1 billion with a focus on dermatological and formulation science, and a purpose driven corporate identity centred on the Unilever Compass. The resources have been built over many years and each resource helps the company in a different way. Premium pricing, global distribution, operational efficiency, research and development, product innovation and scientific credibility, and company identity driven by purpose, are among the benefits of strong brand equity. 
Although these resources clearly support business performance, not all necessarily provide a lasting competitive advantage. Some may simply represent the capabilities expected of leading firms in the personal care industry. To distinguish between essential capabilities and genuine sources of sustained competitive advantage, the following analysis applies both Porter's Value Chain and the VRIO (Valuable, Rare, Inimitable and Organisation) framework.
[bookmark: _Toc236563302]2.3.2 Value Chain Analysis
Porter's Value Chain for Unilever's Personal Care business is shown in figure 4, which shows how value is created throughout the organisation's primary and support activities from sourcing raw materials to building relationships after the sale with consumers.
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Figure 4: Value Chain Analysis of Unilever's Personal Care Business (UK)
Primary Activities
Inbound logistics rely on a global sourcing network for vegetable oils, surfactants and specialist active ingredients, enabling flexible, high volume manufacturing across production facilities in the UK and Europe. This flexibility allows production to be adjusted according to demand for either mass market or premium products. Inbound logistics is also gaining in importance, responsible sourcing of key raw materials can have an impact on the supply-chain resilience and the Unilever's sustainability commitments. Outbound logistics primarily serve major supermarket chains, pharmacy retailers such as Boots and Superdrug, together with expanding online and quick commerce channels that are becoming increasingly important alongside traditional retail.
Within this mature industry, marketing and sales represent one of the largest areas of investment. Increased its marketing spending to 16.1 per cent of turnover, which is an increase of 300 basis points over four years (Unilever plc, 2025). It is important to keep communicating in a competitive market, and not just to sell products, but to safeguard market share. Consumer care services and programmes like the Dove Self Esteem Project can help build customer relationships, foster brand loyalty and safeguard long-term profitability beyond the point of sale.
Secondary Activities
Support activities are centred on the company's four business group structure and the "One Unilever" operating model, which aims to balance global efficiency with local responsiveness. Human resource management increasingly focuses on digital capability development through dedicated skills academies, addressing capability gaps identified later in the balanced scorecard analysis.
Technology development remains a significant source of competitive strength. Continued investment in research and development supports scientifically validated dermatological claims that reinforce Unilever's premium brand positioning and strengthen the brand equity identified as one of the company's most valuable VRIO resources. It can also help to make more sustainable product development possible through reformulation and packaging optimisation, and connect innovation with consumer needs and environmental expectations. Sustainability is integrated throughout procurement through the Compass sourcing policies, ensuring that key raw materials including palm oil, paper, tea, soy and cocoa are sourced from deforestation free supply chains. These practices not only improve supply chain resilience but also strengthen Unilever's sustainability credentials, which are examined further in Section 3.
[bookmark: _Toc236563303]2.3.3 VRIO Analysis of Distinctive Resources and Capabilities
Table 1 evaluates the four key resources identified in the previous section using the VRIO framework developed by Barney (1991). Rather than simply listing organisational resources, the framework assesses whether each resource is valuable, rare, costly to imitate and effectively organised to determine whether it can generate a sustained competitive advantage (Murcia, Ferreira and Ferreira, 2022).
Table 1: VRIO Analysis of Unilever Personal Care's Key Resources
	Resource / Capability
	Valuable
	Rare
	Costly to Imitate
	Organised
	Competitive Implication

	Global brand portfolio (Dove, Lifebuoy, Vaseline)
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage; decades of investment are hard to replicate quickly.

	Global manufacturing and distribution scale
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage; few rivals match this combined scale.

	Research and development / dermatological science
	Yes
	Moderate
	Yes
	Yes
	Temporary advantage; increasingly matched by L'Oreal and Beiersdorf investment.

	Purpose led positioning (Unilever Compass)
	Yes
	No
	No
	Partially
	Competitive parity; comparable commitments are now standard, and the 2022 Persil ruling shows enforcement has not kept pace with claims (ASA, 2022).


The analysis indicates that only brand equity and global distribution satisfy all four VRIO criteria. These resources therefore represent the strongest and most sustainable sources of competitive advantage and form the foundation of the recommendations presented later in this report. Although Unilever's research and development capability remains valuable, competing firms are making comparable investments, reducing its ability to provide a long term advantage. Similarly, purpose led positioning, despite being central to Unilever's corporate messaging, no longer meets the rarity criterion because similar sustainability commitments are now widespread across the FMCG sector. It also falls short on the organisation criterion, as the company's marketing communications have not always been supported by sufficient evidence. This weakness, highlighted by the 2022 Persil ruling, is examined further in the CSR evaluation in Section 3 (Paul and Mathew, 2025).
[bookmark: _Toc236563304]2.4 SWOT Analysis
The results of the external and internal analysis have been combined in the SWOT matrix presented in figure 5. The VRIO analysis shows that Unilever's most important competitive advantage is the strength of their brand portfolio and distribution network. Conversely, a major vulnerability is the disconnect between the sustainability claims and their underlying evidence, as demonstrated by the recent ASA ruling on Persil (ASA, 2022). The proposed McCormick transaction has also resulted in a reconfiguration of the Foods business, which has sidetracked senior management attention from further strengthening the Personal Care business.
The most significant opportunity is continued premiumisation within the faster growing segments of the personal care market identified in the Industry Life Cycle analysis. This direction is supported by acquisitions such as Unilever's 2025 purchase of a controlling interest in the natural grooming brand Dr Squatch, which increased the contribution of premium products to almost half of Personal Care revenue. But there are also some structural risks to the business. Industry challenges highlighted in the Five Forces analysis remain high buyer power and intense competitive rivalry, which will persist and continue to drive down margins, despite ongoing pressure on household budgets in the UK.
The SWOT analysis indicates a definite direction for strategy. While Unilever should continue serving the mass market where appropriate, future investment should be concentrated on premium segments where the company's strongest resources align with the industry's most attractive growth opportunities. This strategic focus is developed further in Section 4.
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Figure 5: SWOT Analysis of Unilever's Personal Care Business Group (UK)
[bookmark: _Toc236563305]3. Comprehensive and holistic view of the organisation 
[bookmark: _Toc236563306]3.1 Critical Evaluation of Unilever's CSR Strategy
For over a decade, CSR has been a key part of Unilever's corporate strategy. In 2010, the Unilever Sustainable Living Plan was launched and is composed of over fifty environmental, social and economic goals, which Unilever attributed to savings of around one billion euros due to water, energy and material efficiency improvements (Unilever, 2020a). In 2020, this has been superseded by the Unilever Compass, grounded in the concept that: "brands with purpose grow, companies with purpose last and people with purpose thrive. The Compass sets out commitments to improve environmental sustainability, promote health, confidence and wellbeing, support a fairer and more inclusive society, and strengthen innovation through science and technology (Unilever, 2020b; Unilever, 2023). This means sustainability is planned to play a role in business performance, as well as in broader social and environmental goals. Carroll's (1991) CSR pyramid is reflected particularly in the company's ethical and philanthropic activities. The Dove Real Beauty campaign is one of the most successful purpose-driven brands and is now a textbook case in business education of how to build a successful CSR-driven brand; it has been widely recognised as having been responsible for significant sales increases (Prabhakar, 2025).
However, a more balanced evaluation shows that there are significant weaknesses (Geogria Broni, Velentzas, Nikos Kartalis, 2026). Academic studies indicate that while Unilever makes detailed sustainability reports, it is still difficult to convert broad-based international pledges into quantifiable local results. However, the company's reporting does not yet show that the two goals of commercial goals and sustainability goals are fully aligned (Leelawati et al., 2025; Macassa et al., 2022). These concerns were more pronounced in August 2022 when the Advertising Standards Authority (ASA) upheld a complaint on the grounds of Persil's claim in its environmental advertising that it was "kinder to our planet. Unilever could not offer good evidence for the product's full life cycle to back this up (ASA, 2022). The ruling is part of a broader regulatory initiative to combat greenwashing in the FMCG industry, which is likely to be more stringent in the future, not less (Bird and Bird, 2023). On a broader level, the findings from the UK indicate that CSR disclosures can be either authentic responsible business reporting or greenwashing, and external scrutiny can be a key factor in differentiating between the two (Amin, Ali and Mohamed, 2024).
While Unilever remains committed to developing its CSR credentials, based on the VRIO analysis in Section 2, it is not a distinctive competitive advantage, as many other key competitors have also adopted the positioning of purpose. The real difficulty is now to make sure that the sustainability claims are backed by credible and verifiable evidence. Sustainability must be visible not just in the external communication, but also in the sourcing, product development and packaging considerations. Any future findings similar to the Persil ruling would further weaken stakeholder confidence, increasing the credibility gap already facing investors and consumers. This risk is particularly significant within the premium, purpose conscious market segments identified in Section 4 as the company's primary source of future growth.
[bookmark: _Toc236563307]3.2 Balanced Scorecard for Unilever Personal Care (UK)
The traditional financial measures are not enough to assess the performance of an organisation since they do not consider the non-financial factors that are important for the long-term success of the organisation. To overcome this shortcoming, Kaplan and Norton (1992) introduced the Balanced Scorecard that measures performance across four interrelated perspectives: financial, customer, internal business processes, and learning and growth.  For Unilever's Personal Care business in the United Kingdom, the framework presented in Table 2 converts the strategic priorities identified earlier into measurable objectives, key performance indicators, targets and initiatives. This approach also helps address the CSR credibility gap by embedding it within performance management rather than treating it as a general aspiration.
Table 2: Balanced Scorecard for Unilever's Personal Care Business Group in the United Kingdom
	Perspective
	Objective
	Key Performance Indicator
	Target
	Initiative

	Financial
	Grow underlying sales and expand operating margin in Personal Care.
	Underlying sales growth; underlying operating margin.
	Mid single digit underlying sales growth and continued margin expansion beyond the 20 per cent group operating margin achieved in 2025.
	Premiumisation of the portfolio and disciplined revenue growth management, including pack and price architecture.

	Customer
	Deepen brand loyalty and grow share in premium and direct to consumer segments.
	Value and volume market share; online sales as a share of total sales; net promoter score.
	Raise online sales mix in Personal Care towards the 20 to 30 per cent level already achieved by leading brands in comparable markets.
	Investment in direct to consumer platforms, retail media partnerships and artificial intelligence based personalisation.

	Internal Business Process
	Accelerate innovation and strengthen supply chain resilience and sustainability.
	New product development cycle time; proportion of packaging that is recyclable or reusable; digital demand sensing accuracy.
	Continued progress towards fully recyclable or reusable Personal Care packaging and materially shorter innovation cycle times.
	Digital transformation of supply chain planning (Tazvivinga and Samuels, 2024), ongoing investment in the Clean Future reformulation programme and more embedding of Sustainability in product and packaging development.

	Learning and Growth
	Build digital and scientific capability and a more diverse leadership pipeline.
	Proportion of employees completing digital or data skills training; leadership diversity representation; employee engagement score.
	Measurable year on year improvement in digital skills coverage and progress against Unilever Compass equity and inclusion commitments.
	Digital academies, structured succession planning, and continued alignment of reward with Compass linked sustainability metrics.


Considering all four perspectives together highlights both areas of alignment and potential trade offs. For example, the financial objective of expanding premium products may conflict with the customer objective of maintaining loyalty among lower income consumers in the UK, many of whom have shifted towards lower priced alternatives during the cost of living crisis. This challenge can be addressed through the internal business process and learning perspectives by maintaining a tiered brand architecture and supporting targeted innovation that protects value tier offerings while expanding premium products. In addition, the learning and growth perspective is directly linked to CSR credibility. Developing stronger digital and scientific capabilities enables Unilever to provide robust evidence for its sustainability claims, reducing the risk of future complaints similar to those raised by the Advertising Standards Authority.
[bookmark: _Toc236563308]4. Strategic Choices and Implementation
[bookmark: _Toc236563309]4.1 Business Level Strategic Choices
Porter (1980) identifies three generic business level strategies: cost leadership, differentiation and focus. He argues that organisations which fail to adopt a clear strategic position risk becoming "stuck in the middle." Unilever's Personal Care portfolio in the UK combines elements of all three strategies across different brands. Lifebuoy and Simple compete closer to the cost leadership end of the market, while Dove and TRESemmé rely on brand strength and dermatological credibility to support a differentiated premium position. The acquisition of the natural men's grooming brand Dr Squatch in 2025 represents a focused strategy targeting a specialised niche within the wider personal care market.
Rather than reflecting an unclear competitive position, this combination demonstrates deliberate market segmentation. Each brand occupies a clearly defined position within its target market, allowing Unilever to allocate resources according to the needs and growth potential of individual market segments.
[bookmark: _Toc236563310]4.2 Recommended Strategy and Validation
Figure 6 positions Unilever's four business groups using the BCG Growth Share Matrix, drawing on their relative sales growth, competitive position and operating margins reported for 2024. Beauty and Wellbeing and Personal Care are positioned as Stars, reflecting their strong growth potential and above average profit margins. This classification is in line with company reporting, as these companies are expected to achieve higher margins, which would justify further investment (Mordor Intelligence, 2026). Home Care is a Cash Cow and is a mature business, with high market share, slower growth and good cash generation. This position supports the view that Home Care can continue funding investment in faster growing business areas. Foods is positioned close to the Dog category, reflecting Unilever's planned exit from this segment. This assessment aligns with the company's publicly stated strategic priorities rather than relying solely on market share calculations. Consequently, reallocating resources from the Cash Cow towards the Star businesses is consistent with Unilever's long term strategic direction.
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Figure 6: Illustrative BCG Matrix of Unilever's Business Groups
Figure 7 demonstrates how the recommended premiumisation strategy can be implemented through market penetration and product development using Ansoff's (1957) Growth Matrix. The report recommends reinvesting cash generated by the Home Care Cash Cow into the Personal Care Star to strengthen its future growth potential (Zupic et al., 2025). Sustainability must be part of this strategy, not an alternative, and improvements to packaging, responsible sourcing and product formulation should help to offer consumers credible extra value. The recommended strategy deliberately avoids expansion into new markets or entirely new product categories. At present, Unilever's corporate leadership is heavily focused on managing the proposed Foods and McCormick transaction, which is expected to require considerable management attention until at least mid 2027 (Unilever, 2026). 
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Figure 7: Ansoff Matrix Applied to Unilever's Personal Care Growth Strategy (UK)
Introducing another major diversification initiative within Personal Care during this period would increase organisational risk unnecessarily. Instead, concentrating on market penetration and product development provides a lower risk approach that builds on the strengths of an established business already identified as a Star within the BCG analysis.
[bookmark: _Toc236563311]4.3 Implementation Challenges and Mitigation
The recommended strategy may be hindered by a number of challenges.
Firstly, management capability could be stretched as the proposed separation of the Foods business is occurring in parallel with the strategic development of the Personal Care division. Unilever should create a personal care leadership team to minimize this risk, and to ensure that the business's strategic agenda is not lost in the corporate restructuring process. This is in line with the BCG analysis, where Personal Care is the business that needs to be maintained and managed.
Second, the CSR evaluation in Section 3 identifies an ongoing credibility risk. Where premium products are making sustainability or natural ingredient claims, the evidence to support those claims could be called into question if it is not adequate, especially when the Advertising Standards Authority (ASA) ruled against Persil in 2022 (ASA, 2022). Therefore, it is important that internal governance is strengthened, scientific validation and claim verification are done before new sustainability messages are communicated to consumers.
Third, continuing pressure on household budgets across the UK may reduce consumers' willingness to pay premium prices if they believe value for money has declined. While premiumisation remains the recommended strategic direction, Unilever should continue investing in value focused brands such as Simple and Lifebuoy to retain price sensitive consumers. Maintaining a balanced portfolio will enable the company to expand its premium offering without weakening its position in the broader mass market.
Finally, fluctuations in input costs, exchange rates and currency movements between the euro, US dollar and pound sterling remain important financial risks. These factors should continue to be managed through the revenue growth management and currency hedging practices already used across the wider Unilever Group, particularly given that the company reports its financial performance in euros while generating significant revenue in sterling (Unilever plc, 2025).
[bookmark: _Toc236563312]Conclusion
Overall, Unilever's Personal Care business in the United Kingdom remains in a strong competitive position, although its sources of differentiation are no longer as distinctive as they once were. The VRIO analysis demonstrates that brand equity and global distribution continue to provide sustainable competitive advantages, whereas purpose led positioning has largely reached competitive parity within the industry. In addition, the gap between sustainability claims and supporting evidence presents a genuine reputational risk, as demonstrated by the Advertising Standards Authority's ruling on Persil in 2022.
This report suggests that Unilever should continue to consider Personal Care as one of its business stars in the portfolio and reinvest the cash generated from the Home Care Cash Cow in the Personal Care business. The focus of strategic investment should be on market penetration and product development, not diversification.


[bookmark: _Toc236563313]Section 2: Reflective Account
This section reflects on the research and preparation undertaken for Section 1 using Gibbs' (1988) Reflective Cycle. The model was selected instead of Kolb's (1984) experiential learning cycle because its explicit stages of feelings and action planning provide a more suitable framework for reflecting on a real strategic analysis project while identifying specific improvements for future work (Cherian and S, 2022).
Description
For this assignment, I selected an organisation, justified the chosen market and product, applied strategic frameworks including PESTEL, VRIO, SWOT, the Balanced Scorecard and Porter's Generic Strategies, and developed recommendations for the Board alongside a reflective evaluation. I chose Unilever because, as a large publicly listed organisation, it provides extensive access to company reports, regulatory information and academic research. To keep the analysis focused, I concentrated on the Personal Care business in the United Kingdom.
As I carried out my research I found that Unilever was going through two significant organisational changes; the 2025 Ice Cream demerger and the proposed merger of the Foods business with McCormick. 
Feelings
I started the assignment with a bit of a head spin from the many strategic frameworks that had to be applied. I was also worried that there were changes that were still happening in Unilever and that my analysis would be incorrect. As I started to check information from a number of primary sources such as peer reviewed articles, Advertising Standards Authority decisions and investor reports, however, these concerns slowly started to be manageable. Evidence from various sources helped me to identify well-supported evidence and unsupported claims.
One challenge I encountered early in the research process was the large amount of general online content, particularly blogs and market summaries that repeated statistics without providing reliable references. This reinforced the importance of prioritising academic publications, regulatory documents and company reports over less reliable secondary sources.
Evaluation
A good part of the assignment that was successful, was to check the factual information against primary or clearly credible sources before including it in the report. While some of the strategic frameworks were based on previous literature, including the works of Porter (1980) and Kaplan and Norton (1992), they were still relevant as they continue to offer a generally accepted foundation for strategic analysis (Tawse and Tabesh, 2023). It was particularly useful to see the Advertising Standards Authority's decision on Persil in 2022 as it gave concrete evidence that reinforced the critical analysis of corporate social responsibility in Section 3, which was based on general observations.
Looking back, the biggest problem with my research was that I had used too much secondary information first, and then looked at primary company reports and regulatory sources. This meant that some preliminary conclusions had to be reworked when I began using a more systematic method for locating evidence.
Analysis
Reflecting further, the greatest challenge was not the availability of information but the volume of it. Because Unilever is one of the world's largest multinational companies, there is an enormous amount of secondary material, much of which repeats similar ideas without adding meaningful evidence. This made it important to evaluate the quality of sources rather than simply collecting large quantities of information.
The assignment also demonstrated that strategic frameworks such as PESTEL and SWOT should be viewed as tools for analysing a particular point in time rather than providing permanent conclusions. During the period in which this report was prepared, Unilever's own strategy continued to evolve, illustrating the dynamic business environment that these frameworks are intended to support rather than predict (Ksenija Kuzmina and Moran, 2024).
Conclusion
In retrospect, I think I could have been more efficient in my research from the outset if I had a more robust sourcing strategy. The need to rework some parts of the analysis would have been minimised if primary company reports, regulatory decisions and peer reviewed literature had been prioritised at an earlier stage. In addition, maintaining a structured record of verified sources and access dates throughout the project would have made the referencing process more efficient and reduced the likelihood of errors.
Action Plan
For future Strategic Analysis assignments and consultancy style projects, I intend to develop a more structured research process from the outset. I will create and maintain a detailed source log from the beginning of the project, record the date on which fast changing organisational strategies are analysed, and use primary sources such as company filings, regulatory publications and official reports as the starting point for factual evidence rather than consulting them later in the research process.
Where time and access permit, I also plan to include structured interviews with industry practitioners. This would strengthen future strategic recommendations by complementing published evidence with practical insights. In particular, it would provide stronger support for Balanced Scorecard targets such as those presented in Section 3, which in this report were based primarily on industry benchmarks rather than direct evidence from within Unilever.
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[bookmark: _Toc236563316]Appendix 1: Glossary of Abbreviations
ASA: Advertising Standards Authority. BSC: Balanced Scorecard. CMA: Competition and Markets Authority. CSR: Corporate Social Responsibility. FMCG: Fast Moving Consumer Goods. OPSS: Office for Product Safety and Standards. ONS: Office for National Statistics. PESTEL: Political, Economic, Social, Technological, Environmental, Legal. USG: Underlying Sales Growth. VRIO: Valuable, Rare, costly to Imitate, Organised.
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