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Executive Summary
This report is a strategic analysis of the Personal Care Division of Unilever PLC in the UK to assess its state of affairs in the market and suggest strategies for sustainable growth and long-term competitive advantage. The UK personal care market is very competitive, driven by evolving consumer trends, digitalisation, sustainability and growing regulatory complexity. The report incorporates important strategic management tools like PESTEL analysis to identify external factors, VRIO analysis to identify internal resources and capabilities, and SWOT analysis to identify strategic strengths, weaknesses, opportunities and threats. Unilever's CSR activities are analysed in the context of sustainable value creation, and the Balanced Scorecard (BSC) assesses performance from the four perspectives of financial perspective, customer perspective, internal process perspective and learning and growth perspectives. Porter's Generic Strategies, Ansoff's Matrix and Porter's Five Forces are used for analysing strategic options. The report suggests that Unilever should implement a differentiation strategy in the UK personal care market, concentrating on the following areas: sustainable product innovation, premium personal care solutions, digital consumer engagement, supply chain resilience and environmental responsibility, all of which would help to reinforce Unilever's market position and allow the company to continue to enjoy a sustainable competitive advantage.
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[bookmark: _Toc237266407]Strategic Evaluation and Competitive Strategy Recommendations for Unilever PLC's Personal Care Business in the United Kingdom
[bookmark: _Toc237266408]Introduction
Strategic management is important to provide a competitive advantage to the organisation by matching the internal resources with external opportunities and adjusting to the changed environment (Hamdani & Sisilia, 2026). Consumer goods companies are faced with constant market forces, such as the evolving demands of consumers as well as new technology, regulations and sustainability standards. This report is a strategic management consultancy report to the Board of Directors of Unilever PLC – UK Personal Care Division, a division that encompasses the brands Dove, Rexona, Lynx, Vaseline and Simple in a very competitive market.
The report critically analyses the strategic position of Unilever by applying current strategic management tools, including PESTEL, VRIO, SWOT, CSR analysis, the balanced scorecard, Porter's generic strategies, Porter's five forces and Ansoff's matrix. The analysis is used to facilitate evidence-based recommendations to improve the UK personal care market for competitiveness and sustainability.
[bookmark: _Toc237266409]1. Organisational Context and Overview
[bookmark: _Toc237266410]1.1 Organisation Background
Unilever PLC is a multinational company of the world's largest fast-moving consumer goods (FMCG) organisation, serving Africa with its food, home care, beauty, wellbeing and personal care products to about 3.4 billion consumers every day across its portfolio of products and services (Unilever, 2025). Established in 1929, Unilever has evolved from a merger of Lever Brothers and the Dutch margarine company, Margarine Unie, to become a global leader in innovation, expansion, and sustainability (Unilever, 2025). The company restructured its operations into five business groups in 2020, with personal care being one of the most important growth drivers in the market as it caters to the growing consumer demand for premium beauty products and health and hygiene products (Unilever, 2024).
The present report focuses on Unilever's Personal Care Division in the United Kingdom. This business unit oversees the skin care, cleansing, oral care and prestige beauty products of international brands like Dove, Sure (Rexona), Lynx (Axe), Vaseline, Lux and Simple. Strategic study of the UK market is an ideal case due to high purchasing power of consumers, their sophisticated preferences, high environmental awareness and intense competitive market, which brings great opportunities and strategic challenges for multinational consumer goods companies (Shaw 2025).
[bookmark: _Toc237266411]1.2 Mission, Vision and Business Model
Unilever's corporate purpose is “to make sustainable living commonplace" and shows the company's aspirations to grow its business whilst meeting environmental and social issues. The company's vision is sustainable business at scale – to make a positive difference to health, wellbeing and environmental impacts across its value chain to become a global leader. Its business model is global sourcing, research and development, manufacturing efficiency, digital commerce, and brand innovation and partnership with retail. Revenue is generated from a range of consumer products that are sold in supermarkets, pharmacies, wholesalers and online, offering both economies of scale and market adaptation (Almeman 2024).
[bookmark: _Toc237266412]1.3 Industry Overview and Competitive Position
The personal care market in the UK is highly competitive, with the pace of innovation, digital transformation, sustainability expectations and consumers' demand for ethical, high-quality, and personalised products. Clean beauty trends, environmental regulations, and packaging waste regulations are critical drivers of market growth (Abeer Omira et al. 2025). Unilever is a competitor to the top brands including Procter & Gamble, L'Oréal, Beiersdorf and Johnson & Johnson. The brand portfolio is a positive factor that has helped it in its competitive edge and sustainability strategy. Also, its innovation, distribution networks and sustainability initiatives have helped to build customer loyalty (Yi, Khan & Safeer 2022).
[bookmark: _Toc237266413]2. External Analysis (PESTEL Framework)
[bookmark: _Toc237266414]2.1 Political Factors
Unilever's activities in the UK personal care sector are greatly affected by political factors. Political stability provides a stable environment for business; however, the implementation of customs and regulations has made things more complicated and expensive to export products to Europe after Brexit, which requires diversifying suppliers and regional sourcing strategies (Moradlou et al. 2021). In addition, funding for net zero emissions by 2050 by the government in the UK fosters investment in renewable energy, sustainable production and packaging methods. Implementing environmental regulation is, however, an expensive process and presents strategic opportunities and operational challenges to Unilever (Hong 2025).
[bookmark: _Toc237266415]2.2 Economic Factors
The UK economy has a lot to deal with in terms of uncertainty, as does the profitability of the FMCG sector, caused by the pandemic recovery and inflation, rising interest rates, increased energy costs and increased raw material costs (Chen 2023). Reduced consumer spending power has caused demand for lower-cost products, which has led to the growth of retailers' brands as an alternative. However, the efforts are paid by Unilever, which has improved productivity, targeted pricing, optimised operations, and developed premium products (Habibi Doroh, Forghani & Zarrabpour, 2026). The premium beauty and wellness segments offer potential as consumers are more interested in health, self-care and scientific formulations of personal care products.
[bookmark: _Toc237266416]2.3 Social Factors
Social factors have become a key influence on the strategic profile of the UK personal care market, as consumers now expect and value brands, on top of their attributes, to be transparent, ethical, diverse and eco-friendly. Corporate values, sustainability commitments and social impact (Enginkaya & Sağlam 2026) shape consumers' purchasing choices. There has been an increased awareness of health and wellbeing, resulting in an increased demand for natural ingredients, cruelty-free products, personal skincare products and inclusive beauty standards. Some brands such as Dove have managed to create a loyal customer base, highlighting the importance of embracing diversity and self-confidence through their campaigns. Furthermore, opportunities and constant innovation arise with the population ageing and digitally connected younger consumers.
[bookmark: _Toc237266417]2.4 Technological Factors
The competitive environment is evolving in the personal care industry thanks to artificial intelligence, big data analytics, automation, biotechnology, and digital marketing (Нanna Sobolіeva & Ivanova 2025). Unilever has embraced digital transformation with the adoption of cutting-edge analytics that have resulted in improved consumer insight, demand forecasting, supply chain optimisation, and customised marketing strategies. Moreover, the e-commerce, D2C, and social commerce expansions require a more comprehensive omnichannel strategy and engagement via digital means. However, as the company becomes more technologically driven, cybersecurity concerns are on the rise, as are the investment demands, and the need to continually innovate is greater than ever in order to stay competitive in the market as Unilever does.
[bookmark: _Toc237266418]2.5 Environmental Factors
The consumer goods industry is facing a changing consumer landscape, making sustainability a key focus in these times. Environmental responsibility is a prominent strategic concern for global consumer goods companies in today's day and age, as consumers, governments and investors demand companies operate responsibly, including by reducing carbon emissions, plastic waste, and resource utilisation and focusing on the circular economy. To demonstrate its commitment to these expectations, Unilever has made commitments to decrease virgin plastic consumption, become a Net Zero business throughout its value chain, improve the recyclability of its packaging and support sustainable sourcing (Unilever 2024b). Such actions help build brand image, attract customer preferences for environmentally responsible products, and enhance ESG performance. However, switching to sustainability is a massive task, and a shift in operations and collaboration with suppliers is required.
[bookmark: _Toc237266419]2.6 Legal Factors
The personal care sector in the UK is heavily regulated by consumer protection regulations, product safety legislation, consumer advertising standards, employment law, environmental compliance regulations and data privacy laws. Continuous quality assurance and research investment are required for maintaining regulatory compliance of cosmetic products. Furthermore, UK GDPR has an impact on the way organisations are handling customer data for digital marketing and personalised services. The environmental regulations like EPR will increase the number of compliance obligations but will also help to enhance sustainable innovation (Ferreira et al. 2022). Unilever's legal compliance is robust, and it has resulted in improved consumer confidence, brand value and risk reduction of activities.
[bookmark: _Toc237266420]3. Internal Analysis (VRIO Framework)
[bookmark: _Toc237266421]3.1 Brand Portfolio
Unilever has an excellent line of personal care products, including Dove, Sure (Rexona), Lynx (Axe), Vaseline, Simple and Lux as well as TRESemmé. These brands have taken decades to develop, have been consistently produced and marketed and are well established to create strong customer loyalty and premium positioning. The advantage the portfolio offers is that trusted brands have an impact on reducing switching behaviour, enabling premium pricing and product expansion, which are key to success. These are built upon the 30+ years of brand equity and consumer trust that it has earned, as well as effective marketing and distribution strategies across the globe, which ensure that Unilever maximises these strategic assets (Unilever 2025c).
[bookmark: _Toc237266422]3.2 Research, Development and Innovation Capability
A major asset of Unilever is its commitment to innovation, which is vital to its future competitive position, and its investment in research and development (R&D) to bring new and cutting-edge formulations, sustainable packaging solutions and products to market that will connect with consumers. Unilever's ability to respond to consumer changes and market trends is strengthened by its collaboration with universities, technology partners and scientific advisors. As competitors invest in their innovation, so are the scientific capabilities of Unilever, the way we approach sustainability and our patents and global research networks difficult to replicate. Therefore, innovation is essential to keep the company's competitive advantage and ensure continuous differentiation and effective global commercialisation (Unilever 2024).
[bookmark: _Toc237266423]3.3 Human Capital and Organisational Culture
Employees are considered a strategic asset for the company and are the ones who help it become competitive in research, marketing, manufacturing, sustainability and digital transformation (Unilever 2025a). Human capital is a source of value creation, innovation, good strategic decision-making, and operational efficiency. However, with skilled employees, they could be tempted to compete and diminish the uniqueness of this resource. The organisational culture, experience and knowledge systems of Unilever are difficult to acquire and difficult to duplicate, but competitors can incrementally develop capabilities. Unilever has developed its leadership, has employee wellbeing programmes and regular training, and is managing human resources (PwC, 2025) effectively.
[bookmark: _Toc237266424]3.4 Global Supply Chain and Distribution Network
Unilever has a wide global supply chain and logistics with good supplier, retailer, logistics provider and digital commerce relationships. It is a skill that enables the purchasing, production and securing of product supply in the UK market (Pandey 2021). The value creation of Unilever's supply chain is based on its cost efficiency and operational reliability, and it's relatively rare and hard for other players to copy, according to the VRIO framework. However, investment in resilience, diversification and managing supply chain risks is still required in this geopolitical environment.
[bookmark: _Toc237266425]3.5 Financial Resources
Unilever is one of the world's biggest organisations in the FMCG industry and has ample capital to invest in product innovation, digital transformation, acquisitions, sustainability projects and expansion into global markets (Miah 2025). The economic flexibility and economic resilience come from good cash flow, especially in times of economic uncertainty. However, under the VRIO model, financial resources are valuable but not rare, as there are other competitors of the same financial power, which are Procter & Gamble and L'Oréal. They are also fairly easy to mimic due to their good profitability and investor confidence. Thus, financial resources provide competitive parity and can be used to complement other strategies to develop strategic capabilities and growth within the organisation over time.
[bookmark: _Toc237266426]4. SWOT Analysis
The SWOT analysis is a culmination of the outcome of the previous PESTEL and VRIO analyses and provides a comprehensive strategic overview of the position of Unilever PLC in the personal care sector in the UK. This SWOT analysis is not descriptive; it is based on the external opportunities and threats identified and the internal strengths and weaknesses of the organisation and will form a strong basis to support decision-making for the organisation's strategy. (Jurevicius 2023).
	Strengths
	Weaknesses

	Globally recognised personal care brands, including Dove, Sure, Lynx, Vaseline and Simple, generate high consumer trust and strong brand loyalty.
	Premium product positioning makes some brands vulnerable to price-sensitive consumers during periods of economic uncertainty and inflation.

	Strong research and development capability enables continuous product innovation and sustainable packaging solutions.
	Significant investment in sustainability initiatives and research increases short-term operating costs and may reduce profit margins.

	Extensive global supply chain and well-established retail distribution network ensure broad market coverage across the UK.
	Large organisational structure can slow strategic decision-making and delay responses to rapidly changing consumer preferences.

	Well-established sustainability reputation strengthens corporate image and supports differentiation in environmentally conscious markets.
	Dependence on global raw material sourcing exposes the company to supply chain disruptions and geopolitical risks.

	Opportunities
	Threats

	Growing consumer demand for sustainable, refillable, and environmentally friendly personal care products aligns with Unilever's corporate purpose.
	Intense competition from Procter & Gamble, L'Oréal, Beiersdorf, Johnson & Johnson, and increasingly competitive private-label retailers.

	Expansion of digital commerce, artificial intelligence, and personalised consumer experiences creates opportunities to improve customer engagement and increase online sales.
	Persistent inflation, rising production costs, and declining household purchasing power increase price sensitivity among consumers.

	Rising consumer interest in premium skincare, wellness, and health-oriented products provides opportunities for market expansion and product diversification.
	Continuous regulatory changes relating to packaging, environmental standards, product safety, and data privacy increase compliance costs.

	Increasing ESG investment and ethical consumerism enhance competitive advantage for organisations demonstrating sustainability leadership.
	Rapid technological developments and evolving consumer preferences require continuous innovation to avoid losing market share.


The SWOT analysis reveals that Unilever's brand strength, innovative abilities and sustainable consumption strategy are consistent with the opportunities of premium products, digital transformation and sustainable consumption. However, these advantages must be managed properly to overcome external factors such as uncertain economic conditions, regulatory concerns and competitive pressures. Building sustainable innovation, boosting digital skills, making supply chains more resilient and being responsive to changing consumer tastes will be crucial for future competitiveness. Therefore, the SWOT analysis helps in identifying the subsequent actions to evaluate Unilever's CSR strategy and organisational performance to achieve the competitive advantage over an extended period.
[bookmark: _Toc237266427]5. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc237266428]5.1 Corporate Social Responsibility (CSR) Strategy
Corporate Social Responsibility (CSR) has evolved from a philanthropic effort to a strategic management tool for creating value for stakeholders, including shareholders, customers, employees, communities and the environment (Fernando 2025). CSR is important in competitive consumer goods markets to enhance the organisation's reputation, stakeholder relationships, create new ideas and reduce risks (Etikan 2024). In the personal care industry, consumer awareness of sustainability, ethical sourcing and responsible business is a primary concern when it comes to purchasing and brand loyalty in the UK. The purpose of “making sustainable living commonplace” (Hong 2025) is a strategy that is woven into Unilever's business.
Environmental sustainability, ethical sourcing, diversity, equity and inclusion and community engagement are key aspects of Unilever's CSR strategy. To achieve net zero GHG emissions across its value chain by 2039, the use of virgin plastics will be reduced, and more packaging solutions will be made available that are recyclable. In response to the concerns regarding the environment and consumers, the personal care industry has adopted sustainable packaging practices, such as using sustainable materials like bamboo, recycled plastics, glass, and wood; enhancing packaging design; and promoting the use of biodegradable packaging (Oyuntuya Davaanyam & Luu 2024). These efforts are part of the strategy to gain a competitive edge, making the brand more differentiated and loyal and providing new possibilities for sustainable growth (Mondal 2026). Furthermore, ethical sourcing helps to create supply chain resilience through responsible sourcing and risk reduction.
Unilever is also socially responsible, as it implements inclusive marketing, diversity programmes among its employees and community programmes. Building on the social issues theme, Dove's Real Beauty campaign has become a case in point of how this can encourage consumer involvement and create a chance to challenge the concept of beauty (Kim & Kim 2025). The company's hygiene awareness programmes and initiatives to partner with the communities also help add to stakeholder trust and corporate legitimacy. In terms of ESG, good CSR performance enhances investor confidence, draws in responsible investment, and helps in the creation of long-term value for the organisation (Zhao et al. 2025). Challenges remain, including a lack of resources to implement, pressure for transparency and a risk of greenwashing if environmental commitments are not supported by measurable results.
[bookmark: _Toc237266429]5.2 Balanced Scorecard
The Balanced Scorecard (BSC) is a strategic performance management framework defined by Kaplan and Norton (1992) that enables an organisation to translate its vision and strategy into measurable goals across four perspectives: financial, customer, internal business processes and learning and growth. The Balanced Scorecard is not like that, as it combines financial and non-financial measures to monitor business performance in the present and NOT the past and to guarantee strategic success for the future (Sariani, 2025). The Balanced Scorecard is used to link the activities of Unilever's Personal Care Division to the company's mission of making sustainable living commonplace and achieving sustainable growth in the UK market (Unilever 2025).
Table 5.1: Balanced Scorecard for Unilever PLC Personal Care Division (UK)
	Perspective
	Strategic Objectives
	Key Performance Indicators (KPIs)
	Targets
	Strategic Initiatives

	Financial
	Increase sustainable revenue growth and profitability while improving operational efficiency.
	Revenue growth (%), operating margin, return on invested capital (ROIC), cost savings from productivity programmes.
	Achieve consistent annual sales growth above the UK personal care market average while improving operating margins.
	Invest in premium product innovation, optimise manufacturing efficiency, strengthen digital commerce, and reduce operational costs through supply chain optimisation.

	Customer
	Enhance customer satisfaction, strengthen brand loyalty, and increase market share through sustainable and innovative products.
	Customer satisfaction scores, brand awareness, repeat purchase rates, market share, Net Promoter Score (NPS).
	Increase customer loyalty and expand market share within premium skincare and personal care categories.
	Expand personalised digital marketing, improve customer engagement, develop environmentally sustainable products, and strengthen omnichannel retail capabilities.

	Internal Business Processes
	Improve operational efficiency, accelerate innovation, and enhance supply chain resilience.
	Product development cycle time, manufacturing efficiency, supply chain reliability, product quality indicators, carbon emissions.
	Reduce product development time while improving sustainability performance and operational reliability.
	Increase investment in research and development, adopt artificial intelligence for demand forecasting, strengthen supplier diversification, and implement circular economy practices.

	Learning and Growth
	Develop employee capabilities, strengthen innovation culture, and enhance digital transformation.
	Employee engagement, training hours, innovation pipeline, employee retention, diversity and inclusion metrics.
	Increase workforce digital capabilities, improve employee engagement, and strengthen organisational innovation.
	Expand leadership development programmes, invest in digital skills training, promote diversity and inclusion, and encourage cross-functional collaboration.


The financial perspective outlines Unilever's ambition to sustainably increase its profits by managing resources well, doing better at using resources and being responsible investors. Revenue growth is still a top priority, but sustainability is increasingly becoming part of the company's financial decision-making, with investments in green production, luxury product development and digital transformation. Although inflation and rising input costs exist, these efforts offset costs, boost productivity, and add to the longer-term value creation for shareholders (Uxó, Eladio Febrero & Álvarez 2024). The customer perspective strengthens the requirement to satisfy the increasing consumer needs for sustainable, innovative and ethically produced personal care products, which will boost customers' loyalty and competitiveness in the market (Seal & Bag 2022).
Two internal business process perspectives and two learning and growth perspectives are provided to illustrate how Unilever has established its competitive advantage over time by innovation, operational excellence and capability building. R&D investments, AI and analytics, and sustainable supply chain strategies improve efficiency, predictive capability, and agility in addressing market changes (Unilever PLC 2025). In addition, workforce development and leadership development, diversity programmes, and digital skills training allow employees to work towards innovation and organisational agility. The capabilities help to reinforce Unilever's capacity to deal with technological disruption and stay competitive in the shifting UK personal care market (Unilever Global 2026).
[bookmark: _Toc237266430]6. Strategic Choices and Implementation
[bookmark: _Toc237266431]6.1 Evaluation of Available Competitive Strategies
Cost Leadership Strategy
The concept of a cost leadership strategy is that a company can build a product/service that has an acceptable type of quality and sell it at a lower price point compared to other competitors (Digital Leadership 2024). Economies of scale, global procurement, efficient manufacturing, integration of the supply chain and digital automation help to support cost reduction for Unilever. However, in the UK personal care space, it may not be suitable to remain with cost leadership because consumers are looking for more sustainable options, quality, ethical sourcing and brand reputation. Over-competition is a risk factor that can diminish the premiumisation of Unilever's products and put them at risk of private label competition.
Differentiation Strategy
A differentiation strategy can help Unilever to achieve competitive advantage by providing products that consumers see as different – in terms of quality, innovation, brand, customer experience and sustainability (Cheng 2021). Unilever's global brands, research and development initiatives, sustainability efforts, and marketing prowess also highlight important attributes driving its differentiation, as identified in the PESTEL and VRIO analyses. Dove and Simple are examples of brands that convey emotional branding, ethical values and scientifically processed products as a way to draw bonds with customers. The demand for personalised skin care, the use of natural ingredients and sustainable packaging will help Unilever remain premium, foster customer loyalty, and mitigate the impact of price competition in the personal care market.
Focus Strategy
One of the strategies is a focus strategy that is used when a specific segment of the market is targeted with a different product with a cost or differentiation advantage for a specific consumer (Kamyar Shah 2024). However, in the Personal Care Division, Unilever has some indication that it's moving toward a differentiation focus with the development of brands for sensitive skin and the unmissable beauty market. However, a narrow-minded view could restrict market growth because Unilever's differentiation is in its broad portfolio and worldwide presence. Therefore, focus strategies are needed to complement its overall differentiation strategy and to enhance customer interaction and market relevance.
[bookmark: _Toc237266432]6.2 Evaluation of Growth Opportunities
Porter's Five Forces Analysis
Porter's Five Forces analysis shows that the market for personal care in the UK is very competitive. Porter's Five Forces analysis is used to determine the competitive dynamics in the UK personal care market (Bruijl 2018). The competitive rivalry is high, as there are major players like Procter & Gamble, L'Oréal, Beiersdorf, and Johnson & Johnson, which are investing in innovation and marketing. Although the strong brands require significant capital, distribution and regulatory compliance, niche sustainable brands can gain market share through e-commerce, and the threat from new entrants is low. The power of buyers is high due to price comparison, and buyers' preferences are altered, whereas the power of suppliers is moderate. There is a moderate to high threat of substitutes as demand for private labels and natural products is growing.
Ansoff Matrix
According to Peterdy (2025), there are four strategic growth opportunities, which include market penetration, product development, market development and diversification. Product development is the most suitable strategy for Unilever's Personal Care Division, as the market in the UK is mature and further market penetration is restricted, while the international market is less attractive, as Unilever is already well established in foreign markets through its global expansion. The other unrelated businesses would increase the strategic risk and be a dilution of the core competency as well. Unilever's strategies to invest in sustainable packaging, innovative skin care solutions, AI-driven personalised beauty products, and premium wellness products will reinforce its market standing and meet consumer expectations.
[bookmark: _Toc237266433]6.3 Recommended Strategy
The concept of differentiation through sustainable product development, premium innovation and digital consumer engagement is the way recommended for Unilever's Personal Care Division to combine the company's internal resources and market opportunities (Unilever PLC 2025a). The PESTEL analysis identified some emerging opportunities like the rise of sustainable products, ethical consumption, premium beauty solutions and digital commerce, and the VRIO analysis has been used to determine that Unilever's resources are valuable, scarce, hard-to-imitate and strong. This strategy will be likely to increase customer loyalty, boost ESG performance, enable premium pricing, boost digital customer experience and bolster long-term competitive advantage in the UK personal care market.
[bookmark: _Toc237266434]6.4 Implementation Challenges and Mitigation Strategies
Some challenges may occur in making the recommended strategy happen, like employees' resistance to digital transformation, the required investment, competition reactions, and supply chain uncertainty. Employees may resist new technologies and require change management techniques, like training, communication and leadership support (Valtonen & Holopainen 2025). These investments in research, sustainable packaging, and AI can have an impact on short-term profitability, but a gradual approach and partnerships can help to reduce the financial risk. Furthermore, the constant innovation of competitors, pricing strategies and regulations necessitates the need for continuous innovation in the products, diversification of supply chains, proactive monitoring of regulations, and agile supply chain management for strategic competitiveness and sustainable competitive advantage.
[bookmark: _Toc237266435]7. Conclusion
The report critically analysed available strategic management frameworks to assess the strategic position of Unilever Plc's Personal Care Division in the United Kingdom. The results suggest that, despite the economic uncertainty, regulatory shifts and high competition, the deep strength in the brand portfolio, innovation capability, sustainability leadership and resilience of the supply chain create a sustainable competitive advantage for Unilever. The analysis showed that the right direction for further development is sustainable innovation, digitalisation and premium product development. Implementation will help to develop competitiveness, develop customer loyalty, develop organisational resilience, and provide long-term value for stakeholders in the dynamic UK personal care market.
[bookmark: _Toc237266436]Section 2: Reflection Using Gibbs' Reflective Cycle
The Gibbs' Reflective Cycle (Gibbs, 1988) is a sequential process for reflecting on experiences in six steps: description, feelings, evaluation, analysis, conclusion and action plan. This model is used to reflect on the process of researching, analysing and preparing this strategic management consultancy report for Unilever PLC's Personal Care Division of the United Kingdom. The reflective process highlights the application of the assignment to strategic thinking, skills in academic research and managerial skills required in practice.
[bookmark: _Toc237266437]Description
This assignment aimed to analyse the strategic positioning and make evidence-based recommendations to improve the competitive edge of the Personal Care Division of Unilever in the UK market. To accomplish this goal, I took on the role of a strategic management consultant and used several strategic management frameworks: PESTEL, VRIO, SWOT, Corporate Social Responsibility (CSR), Balanced Scorecard, Porter's Generic Strategies, Porter's Five Forces and Ansoff's Matrix. These frameworks assisted me in examining external business environments and internal capabilities of the organisation before recommending an appropriate competitive strategy for the business.
Several existing academic sources, industry reports, company publications and government sources were used in conducting this research. The strategic analysis was heavily based on the latest evidence to ensure the findings were also informed by current developments in the UK personal care sector which impact the business, including sustainability, digital transformation, inflation, regulatory change and consumer behaviour.
[bookmark: _Toc237266438]Feelings
At first, I was finding it hard to understand the extent of the strategic management models; each will treat organisational performance each way, which is unique to them. Initially, I had to worry about having to talk about the frameworks one at a time, rather than as a whole in a strategic evaluation. I also realised that strategic consultancy involves more than just theory, but also the ability to analyse and interpret the complex business data and make practical suggestions based on the data and facts.
As I began researching for this, I gained a lot of confidence. In my studies on organisational performance, I came to realise the importance of synergies between individual strategic frameworks. Instead of looking at each model individually, I learned how to analyse external opportunities relating to PESTEL and internal capabilities with VRIO and how these were used to help with SWOT analysis and strategic recommendations. This instilled more confidence in me to use strategic management theory in real-life business situations.
[bookmark: _Toc237266439]Evaluation
Overall, the research process was successful since it enabled me to understand the different factors that impact Unilever's competitive position. One of the most positive aspects of the assignment was the use of more than one strategic approach to management, with this approach providing a balanced evaluation of internal capacity and external market factors. The analysis was also highly credible in that it brought together academic literature and current industry evidence, thus emphasising the importance of evidence-based decision-making in strategic management.
However, some problems were faced in the course of the research. One of the challenges was the choice of the most suitable information out of the huge amount of published work. The topics of sustainability, consumer behaviour and digitalisation in the FMCG sector were covered by many reports; therefore, the trustworthiness and applicability of each report had to be critically assessed. Another difficulty was not describing the talk. Strategic consultancy is about critical analysis and not just a description of the activities in the organisation, which meant a greater focus had to be given to examining the implications of each strategic issue for the performance of the organisation.
[bookmark: _Toc237266440]Analysis
This assignment helped me significantly in the acquisition of knowledge and understanding of strategic management, which is a multi-faceted decision-making process, using multiple analytical tools. The use of PESTEL analysis illustrated the impact of political, economic, technological, environmental and legal factors on organisational decisions, and VRIO analysis showed that it is important for the organisation to have valuable, rare, inimitable and organised resources to create competitive advantage. The SWOT analysis was incorporated into the project and helped further my understanding of how organisations match external opportunities with their internal capabilities. I also gained a better understanding of sustainability as a strategic and ethical obligation.
Perhaps the most important thing to be learnt was that CSR is not a good corporate image-building exercise but a means for achieving competitive advantage in customer loyalty, innovation, investor confidence, risk reduction, etc. The Balanced Scorecard further gave me a wider perspective on how one measures performance and puts more emphasis on the customers, internal processes, employee development and organisational learning. Furthermore, I also developed my skills in reviewing and summarising data from research journals, company publications and industry sources through the extensive academic research I had done. These abilities have sharpened my analytical abilities and will benefit me in future postgraduate study and with my professional consulting practice.
[bookmark: _Toc237266441]Conclusion
This assignment has improved my academic and professional skills, as it has helped me to understand the strategic management processes and their role in organisational decision-making. I have enhanced my theoretical application to complex business situations and research, critical thinking, academic writing and strategic evaluation skills. The education helped me to comprehend the importance of examining organisations from multiple perspectives and the need to assess the internal and external market conditions. Through this whole approach, I have been able to gain a good understanding of strategic decision-making and make better recommendations for organisation improvement.
[bookmark: _Toc237266442]Action Plan
In future strategic management projects, I will continue to develop my consultative, research and analytical skills further by having access to more academic sources and will apply appropriate quantitative data from the market. My goal is to enhance my strategic options analysis, identification of risks and financial analysis skills using scenario planning. I will also improve my academic writing, further develop my critical and evidence-based analysis while writing it concisely. I will use these skills to enhance my strategic thinking and decision-making skills and to be effective in postgraduate studies and for future business consultancy.
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