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Unilever is one of the multinational consumer goods organisations having a prominent operational as well as market presence in the UK (Unilever, 2025a). The personal care division of the organisation includes brands such as Tresemme, Vaseline and Dove. The company has a strong share in the market for skin care and UK toilets (Unilever, 2023). The main purpose of the report is to analyse the external environmental factors that influence the personal care brand of Unilever with a particular focus on Dove. Application of PESTLE framework has enabled a structured evaluation of political, economic, social, technological as well as legal and environmental factors that shape strategic marketing decisions. For consumer goods companies operating in the competitive and mature market, external conditions play a critical role to shape product positioning, sustainability commitment, rising decision and communication strategies. 
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	Factors 
	Impact and analysis 

	Political 
	Government sustainability commitment as well as regulatory understanding has influenced the operation and marketing strategies of Unilever in the UK (Unilever, 2025b). National alignment with the net-zero object has enhanced the expectations for carbon reduction as well as responsible procurement practices in the supply chain of consumer goods. The marketing of Dove needs to highlight verifiable sustainability outcomes rather than any aspirational claim for maintaining legitimacy. In addition, the trade policies after Brexit have contributed to fluctuating import costs for raw materials including surfactants and oils (Graziano et al., 2023). It has eventually increased supply side cost issues, and needs a pricing strategy that balances inflation related pressure with affordability from the consumers. 

	Economic 
	The macroeconomic conditions, specially inflation as well as cost of living crisis has impacted on consumer purchasing behaviour (Pannuti, 2022). The increasing expenditure of household limitations have increased demand for a value-based product choice. It has encouraged price sensitivity in previously brand lawyer consumer segments. The private level alternatives from large organisations have intensified downward pricing pressure as well. Responding to that Unilever has implemented a multi-tier pricing architect with premium variants for personal care categories (Unilever PLC, 2025). 

	Social 
	Social expectations associated with body representation, ethical consumption and identity inclusivity have had significant influence on the brand communication of Dove (Kim and Kim, 2025). The long running real beauty campaign has aligned with consumer preference for rejection of idealised beauty norms and authenticity. However, contemporary public discourse has increasingly been critical of symbolic as well as performative inclusivity. As a result, they need to make sure they are consistent between organisational practice and brand messaging and they are able to avoid reputation-oriented damage. Increasing awareness for vegan and cruelty free sensitive formulas has been given by lifestyle orientation towards ethical awareness and wellness (Choi and Lee, 2021). As a consequence, marketing strategies focus on ingredient transparency along with relatable imagery. 

	Technological 
	Technology developments have influenced production as well as customer engagement. Advancement for the dermatological research as well as cosmetic formulation techniques has enabled product innovation which is targeted at specific skin concerns and supported differentiated positioning for a saturated market (Peng et al., 2025). Digitisation has increased significant online retail performance, personalised advertising and data-driven segmentation. The social media environment has contributed to shape brand discourse influencer partnership and it needs active community engagement. Hence, marketing strategies have adopted omni-channel communication for maintaining visibility across traditional and digital consumption contexts.

	Legal 
	Personal care has been regulated by standards at governed product safety environment labelling and advertisement claims. The United Kingdom advertising standard authority has been responsible to monitor the accuracy of these claims associated with skin beauty, ethical procurement and sustainability performance (Davies et al., 2023). It has made evidence waste messaging necessary and suggested caution for promotional language. In addition, data protection legislation currently needs consent-based data usage and it influences digital marketing practices. 

	Environmental 
	Environmental considerations have prominently influenced product development as well as branding. Increased consumer concerns related to plastic waste and consumption pressures on Unilever has made them adopt refillable, recyclable and reduced packaging formats (Unilever, 2024). Environmental scrutiny and stakeholder policy has reinforced the value of demonstrating sustainability performance rather than large environmental messaging. Aligning environmental responsibility with product convenience as well as quality has remained essential for competitive positioning (Ogunmola and Kumar, 2024).


 
Table 1: PESTLE analysis
(Source: Self Developed)
[bookmark: _Toc214087391]Critical evaluation
The external analysis has identified social and environmental factors to be most influential for the personal care strategy of Unilever. Social expectation associated with inclusivity, authenticity and ethical consumption has directly shifted the brand identity and communication of Dove. Failing to align messaging with the changing societal regulation eventually risks losing trust and indicating how social influence operates at a level of consumer preference and at a level of brand legitimacy. Environment oriented expectations of similarly imposed strategic pressure as commitment to sustainability need to be demonstrated using measurable packaging as well as procurement outcomes (Daramola et al., 2025). The consideration has influenced product development as well as marketing narrative. The impact has been more than economic and political pressure resulting in changing the pricing and operation and adjustment rather than the main brand meaning. 
However, the external analysis has been limited in a way that it provides a large contextual overview without any assertion of internal capabilities, relative strategic priority and competitive positioning. The framework has described influence yet it fails to explain how organisations need to respond or the factors of resource allocation. Hence, the analysis needs to be integrated with internal strategic tools including an internal analysis SWOT and brand equity assessment for translating these conditions into actionable strategy. 
[bookmark: _Toc214087392]Conclusion and Recommendation 
The analysis has indicated how the personal care strategy of Unilever especially for the dove has been shaped by social expectations for inclusivity and authenticity along with environmental requirements needed for sustainable packaging and production. The factors have influenced brand positioning, product development priority and communication tone. 
For maintaining competitiveness in the market, the company needs to make sure a transparent sustainability reporting supported by expansion of refillable plastic packaging and continuous evidence based dermatological production innovation can be developed. 
Situational analysis has remained essential to guide market decisions. I understood it enables the alignment of brand strategy with an external condition. Nevertheless, external analysis needs to be combined with internal strategic analysis for maintaining feasibility and consistency. 
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