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I acknowledge the use of ChatGPT (OpenAI) (https://chatgpt.com/) to support the preparation of this Dior Beauty strategic analysis report. AI was used to assist with organizing ideas and research. The following prompts were used:
I used the prompt(s):
1. “ Please explain me the economical situational of Dior Beauty in UK.”
2. “ Please give me some details of Dior Beauties last years financial performance.”
3. “ Please help me understand from Ansoff Matrix how market development can benefit Dior Beauty in long run.”

I confirm that I have not presented any AI generated text as my own work. I confirm I 
have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.
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Part 1: Organizational Context and Overview
1.1 Company Overview - Dior Beauty 
One of the top luxury beauty houses in LVMH Moët Hennessy Louis Vuitton's Perfumes and Cosmetics division is Dior Beauty, officially represented by Parfums Christian Dior. Christian Dior established the House in 1946, and its first fragrance, Miss Dior, was introduced in 1947. These events laid the groundwork for Dior's long-lasting association with French luxury craftsmanship, haute couture, and fragrance (LVMH, 2026a). With a portfolio that includes well-known scents like Sauvage, J'adore, Miss Dior, Dior Homme, and Fahrenheit, Parfums Christian Dior now operates internationally in the fragrance, makeup, and skincare sectors (LVMH, 2024).

Christian Dior's desire to make the world more lovely and joyful is the foundation of Dior's mission. Their mission statement is- “ to leave a legacy of beauty and be fully committed”(Dior, 2026). 

While the Maison's current vision is "to become the most desirable House in the world of beauty, an absolute reference of French luxury, a symbol of joy and hope," (LVMH, 2026b). This vision shows how Dior's strategic positioning goes beyond practical beauty products to include exclusivity, emotional value, desirability, and the symbolic aspects of French luxury. Six organizational values—Create Passionately, Craft Together with Joy, Excel for Ultimate Luxury, Lead with Audacity, Cultivate Triumphant Inclusivity, and Commit and Act to Re-enchant the World—support the vision (LVMH, 2026b).

Dior Beauty follows a premium, selective-distribution and omnichannel business model in the UK, combining Dior.com, boutiques, department stores and authorised resellers while maintaining control over the luxury customer experience (Parfums Christian Dior UK, 2026). 


1.2 Industry Overview
The luxury fragrance industry has experienced sustained growth, driven by premiumisation, consumers’ increasing interest in prestige products and the growing use of fragrance as a form of personal identity and self-expression (McKinsey & Company, 2023; Euromonitor International, 2025). Digital transformation has also reshaped consumer behaviour, with social media, influencers and e-commerce increasingly influencing product discovery and purchasing, particularly among younger consumers (McKinsey & Company, 2023).

Competition is intense, with Dior Beauty competing against established luxury brands including Chanel, Tom Ford Beauty, Yves Saint Laurent Beauty, Gucci Beauty and Jo Malone London. Competitive advantage increasingly depends on product innovation, brand heritage, celebrity marketing, digital engagement and sustainability rather than fragrance quality alone (Bain & Company, 2025). Dior benefits from its globally recognised brand, iconic fragrance portfolio and the financial and international resources of LVMH (LVMH, 2025).

Dior Beauty is positioned as a global market leader in the luxury fragrance and prestige beauty segment, supported by iconic fragrances such as Sauvage and J'adore and LVMH's strong global distribution network (LVMH, 2025; Brand Finance, 2025).
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Part 2: External and Internal Analysis
2.1 External Analysis – PESTEL Framework
Political Factors
Political Aspects The UK's political and regulatory landscape presents Dior Beauty with both opportunities and challenges. Changes to UK-EU trade agreements following Brexit have raised customs, documentation, and regulatory requirements for companies conducting cross-border business, which may increase supply-chain complexity and costs (UK Government, 2024). Dior's European sourcing and distribution networks may be further impacted by geopolitical tensions and shifts in international trade regulations.
Economic Factors
The demand for luxury fragrances is still impacted by consumer confidence, inflation, and changes in exchange rates. The luxury market has proven to be relatively resilient, especially among wealthy consumers, while premiumization continues to support demand for high-value products, even tho rising living expenses can reduce discretionary spending (Bain and Company, 2025). Although long-term economic uncertainty is still a risk, Dior's premium pricing and strong brand equity can help protect margins.
Social Factors
Personalization, authenticity, sustainability, and high-end experiences are becoming more and more popular among consumers. Younger consumers, especially Millennials and Generation Z, are using social media and online communities more frequently to find products and discover beauty (McKinsey and Company, 2023). Therefore, in order to stay culturally relevant, Dior must integrate its traditional luxury heritage with influencer engagement, social commerce, and customized customer experiences.
Technological Factors
Artificial intelligence, data analytics, e-commerce, and virtual experiences are all ways that technology is revolutionizing luxury beauty. While customer data can support more focused marketing and relationship management, AI-enabled recommendations and digital personalization can enhance product discovery (McKinsey and Company, 2023). Effective use of these technologies offers Dior chances to boost consumer interaction and conversion while preserving a distinctive digital luxury experience.
Environmental Factors
For luxury beauty companies, environmental sustainability has emerged as a key strategic concern. Regulators and consumers are calling for more sustainable packaging, lower carbon emissions, ethical sourcing, and circular solutions like refillable goods (European Commission, 2024). In response, Dior has launched programs centered on biodiversity, regenerative agriculture, and lessening environmental effects in addition to its sustainability mission, "to only leave beauty as a legacy" (Dior, 2026a). Dior's reputation and long-term competitive advantage could be harmed if these expectations are not met.
Legal Factors
Dior Beauty must abide by UK laws pertaining to product information, labeling, responsible-person requirements, cosmetic safety, and product notification. The UK Cosmetics Regulation and related safety regulations must be followed by cosmetics sold in the country (Office for Product Safety and Standards, 2025). Along with adhering to consumer protection and environmental laws, Dior must safeguard its intellectual property and brand identity against counterfeiting. Therefore, maintaining both consumer safety and Dior's high-end brand equity requires strict adherence to the law.
PESTEL Opportunities and Threats Framework – Dior Beauty UK
	PESTEL Factor
	Opportunities
	Threats

	P – Political
	The political and retail climate in the UK is stable, which encourages ongoing operations and investment in the luxury market.
	Supply-chain complexity and administrative costs may rise as a result of post-Brexit customs and trading requirements (UK Government, 2024).

	E – Economic
	Dior's premium pricing strategy is supported by premiumization and comparatively resilient affluent consumers (Bain and Company, 2025).
	Discretionary luxury spending may decline due to inflation, exchange rate swings, and a decline in consumer confidence.

	S – Social
	Opportunities to draw in Gen Z and Millennials thru social media arise from the growing demand for customized, sustainable, and high-end beauty experiences (McKinsey and Company, 2023).
	Traditional luxury positioning may be challenged by shifting consumer values and preferences for niche or purpose-driven brands.

	T – Technological
	Digital personalization, e-commerce, AI, and data analytics can enhance consumer interaction and produce unique online experiences (McKinsey and Company, 2023).
	Rapid technological advancement reduces differentiation by allowing rivals to adopt comparable digital capabilities.

	E – Environmental
	Dior can improve its positioning thru refillable products, biodiversity, and ethical sourcing in response to the growing demand for sustainable luxury (Dior, 2026a).
	Dior's reputation and brand equity could be harmed if environmental regulations or sustainability standards are not met (European Commission, 2024).

	L – Legal
	Product safety and consumer confidence can be strengthened by strict adherence to regulations.
	Additional operational responsibilities are created by post-Brexit compliance, UK cosmetics regulations, and product safety requirements (Office for Product Safety and Standards, 2025).




2.2 Internal Analysis – VRIO Framework
The VRIO framework evaluates whether Dior Beauty's internal resources provide sustainable competitive advantage.

	Resource
	Valuable
	Rare
	Inimitable
	Organized
	Competitive Implocation

	Dior Brand Reputation
	✔
	✔
	✔
	✔
	Sustainable Competitive advantage

	LVMH Financial Resources
	✔
	✔
	✔
	✔
	Sustainable Competitive advantage

	Global Distribution Network
	✔
	Moderate
	Moderate
	✔
	Temporary Advantage

	Product Innovation Capability
	✔
	✔
	Moderate
	✔
	Competitive Advantage

	Celebrity Marketing Partnerships
	✔
	Moderate
	No
	✔
	Temporary Advantage



The worldwide recognition of Dior's luxury brand, heritage, and premium positioning, which have produced significant brand equity and consumer desirability over decades, are its greatest competitive advantages (LVMH, 2025; Brand Finance, 2025). Additionally, being a part of LVMH gives Dior access to innovation and research expertise, as well as substantial financial resources and international distribution capabilities that support ongoing product development and global expansion (LVMH, 2025).

However, rival luxury brands can imitate competitive elements like product innovation, digital campaigns, and celebrity endorsements. Therefore, in order to maintain its long-term competitive advantage and strengthen differentiation, Dior must consistently invest in innovation, digital capabilities, and personalized customer experiences (McKinsey and Company, 2023). Dior Beauty can achieve sustained competitive advantage when valuable and difficult-to-imitate resources, such as its brand reputation, heritage and LVMH resources, are effectively organized and exploited (Barney and Hesterly, 2018).



Most Important Strength

The greatest competitive advantage is Dior's well-known brand. Its iconic fragrance portfolio, luxury positioning, and heritage make it an asset that rivals find difficult to match. According to LVMH, Sauvage is still the most popular fragrance in the world, indicating how strong Dior's brand equity is commercially (LVMH, 2025).

The second main asset of LVMH is its organizational and financial resources. They support Dior's ability to sustain its competitive position over time by giving the brand significant capacity for innovation, international distribution, and marketing investment (LVMH, 2025).


Most Relevant Threats

According to the VRIO analysis, imitation poses the biggest risk. Celebrity marketing collaborations and product innovation, in particular, are replicable by rivals, so they only offer a short-term or restricted competitive advantage. Similar ambassadors, digital campaigns, and the introduction of new fragrances can all be heavily funded by rival luxury brands.


2.3 SWOT Analysis


Strengths: 

The most valuable asset of Dior Beauty is its worldwide luxury brand equity, which is bolstered by decades of French ancestry, premium positioning, and recognizable scents like Sauvage, J'adore, and Miss Dior. Strong consumer recognition and differentiation are produced by these assets, making it challenging for rivals to match (LVMH, 2025). Furthermore, Dior's ownership of LVMH gives it access to significant financial resources, global distribution capabilities, and innovation expertise, enhancing its capacity to compete on a global scale (LVMH, 2025). Dior's reputation for responsible luxury is further reinforced by its dedication to sustainability, which is embodied in its mission "to only leave beauty as a legacy" (Dior, 2026).

Weaknesses: 

Dior's premium pricing approach may limit accessibility and make the brand more vulnerable to economic downturns, especially when consumers cut back on discretionary spending (Bain and Company, 2025). Furthermore, given Dior's heavy reliance on exclusivity and brand image, harm to the company's reputation could have a big effect on customer confidence. Additionally, compared to mass-market or digitally native beauty competitors, its selective distribution strategy offers less accessibility.

Opportunities: 

Dior Beauty has a lot of opportunities thanks to digital transformation. E-commerce, social media, data analytics, and AI-powered personalization can increase customer engagement and draw in younger customers, especially Millennials and Generation Z (McKinsey and Company, 2023). Dior has the chance to increase refillable fragrances, ethical sourcing, and sustainable packaging while enhancing its uniqueness due to the growing consumer demand for sustainable luxury (Dior, 2026; European Commission, 2024).


Threats: 

Luxury companies like Chanel, YSL, Gucci, and Tom Ford, which consistently invest in product innovation, celebrity marketing, and digital engagement, compete fiercely with Dior. Luxury spending may also decline due to inflation, shifting consumer confidence, and economic uncertainty (Bain and Company, 2025). Additionally, there are risks to compliance, reputation, and brand protection due to stricter UK cosmetic regulations, sustainability requirements, and counterfeit goods (Office for Product Safety and Standards, 2025). 


As extra comparison on the basis of last financial year performance if we want to find the best opportunity and threats than it would look like this - 




	Company / Brand
	Latest financial information
	Profitability indicator

	Dior Beauty
	LVMH Perfumes & Cosmetics: £6.99bn revenue (2025)
	£621m recurring operating profit; 8.9% margin

	Chanel
	£14.29bn revenue (2025)
	£3.49bn operating profit; ~24.4% margin

	Gucci Beauty
	Gucci: £6.04bn revenue (2025)
	Gucci Beauty profit not separately disclosed




The performance of its renowned scent collection and the financial stability of its parent business, LVMH, underpin Dior Beauty's strong competitive position in the luxury fragrance industry. The Perfumes & Cosmetics division of LVMH made about £6.99 billion in revenue and £621 million in recurring operating profit in 2025; this amounts to an operating margin of about 8.9% (LVMH, 2026). The division's profitability is a crucial indication of the financial stability underpinning Dior Beauty, even if LVMH does not reveal Dior fragrance-only profit. Particularly in terms of fragrances, Sauvage continued to be the best-selling scent globally, and Miss Dior and J'adore also maintained their outstanding performance (LVMH, 2026). This shows that Dior has effectively translated its history and brand value into long-term financial success.

Chanel, on the other hand, showed significantly higher total profitability in 2025, reporting about £14.29 billion in revenue and £3.49 billion in operating profit (Chanel, 2026). Dior's well-known brands face fierce competition from Chanel's renowned fragrance line, especially Chanel No. 5 and Bleu de Chanel. Chanel's financial strength poses a serious challenge to the competition since higher profitability can fund large investments in customer relationship management, marketing, innovation, and retail experiences. Nonetheless, Dior's ongoing success with Sauvage shows that it has equally potent individual scent assets that can create demand from customers all over the world.

A distinct competitive scenario is presented by Gucci Beauty. Gucci made about £6.04 billion in revenue in 2025; however, the earnings for Gucci Beauty and fragrances is not reported separately (Kering, 2026). 

From a potential standpoint, Dior can create premium extensions, limited editions, customized scent experiences, and digital interaction by utilizing Sauvage's market leadership along with J'adore and Miss Dior's widespread awareness. Dior is able to engage in innovation and uphold its luxury positioning thanks to LVMH's financial resources and global infrastructure (LVMH, 2026). From a threat standpoint, Gucci's upcoming collaboration with L'Oréal and Chanel's higher overall profitability show that Dior faces formidable, well-funded rivals. To maintain its competitive edge, Dior must thus consistently invest in product innovation, digitalization, sustainability, and experiential client interaction.

On performance basis most relevant Opportunity

Dior's outstanding fragrance performance is its biggest advantage. Dior has a strong platform for high-end extensions, limited editions, and customized digital experiences because Sauvage continues to be the best-selling fragrance in the world. Dior can continue to invest in innovation, sustainability, and digital engagement with the help of LVMH's resources (LVMH, 2026).

On perfomance basis most relevant Threat

Growing financial and competitive pressure from Chanel and Gucci is the main danger. Chanel's ability to make significant investments in marketing, innovation, and customer experience is demonstrated by its significantly higher operating profit. In the meantime, Gucci's 2027 switch to L'Oréal Beauty may improve its scent skills thanks to L'Oréal's R&D and global beauty knowledge (Chanel, 2026; L'Oréal, 2026). 


Action Plan 

	Priority
	Action
	SWOT Link
	Timeframe

	Digital Innovation
	Introduce AI-powered fragrance recommendations and personalised consultations to strengthen customer engagement (McKinsey & Company, 2023).
	Strength + Opportunity
	0–12 months

	Sustainable Luxury
	Expand refillable fragrances and sustainable packaging to meet environmental expectations and strengthen differentiation (Dior, 2026).
	Strength + Opportunity
	1–2 years

	Product Innovation
	Develop exclusive limited-edition and personalised fragrances to reduce imitation risk and reinforce premium positioning (LVMH, 2026).
	Strength + Threat
	1–3 years

	International Growth
	Selectively expand into high-growth luxury markets using Dior's global distribution capabilities (LVMH, 2026).
	Opportunity
	2–3 years

	Brand Protection
	Strengthen authenticity, quality control and anti-counterfeit measures to protect Dior's brand equity.
	Threat
	Ongoing



In order to take advantage of market opportunities and safeguard its most valuable competitive asset—luxury brand equity—Dior should prioritize digital innovation, sustainable product development, and brand protection (Porter, 1985).



Part 3: Comprehensive and Holistic View of the Organization 

3.1 Corporate Social Responsibility (CSR)


A key component of Dior Beauty's long-term strategy, corporate social responsibility (CSR) is closely linked to the company's stated goal of "leaving beauty as a legacy" (Dior, 2026a). Dior incorporates environmental preservation into their approach to skincare, scent, and beauty rather than considering sustainability as a distinct corporate responsibility effort. The Maison's mission shows its dedication to protecting the natural resources that support its goods for future generations, especially thru eco-design, regenerative agriculture, biodiversity preservation, and climate action (Dior, 2026a).

Regenerative flower culture and biodiversity are important components of this approach. Since flowers are essential to Dior's scents and other cosmetics, safeguarding the ecosystems where these organic components are grown has a direct bearing on the company's primary operations. Dior collaborates with flower-growing partners to promote farming methods that conserve soil quality, safeguard biodiversity, and keep unique botanical resources accessible. This shows how Dior's environmental initiatives and its goal of leaving beauty as a lasting legacy are directly related (Dior, 2026a).

Dior also prioritizes carbon reduction and climate action. In order to match its trajectory with the 1.5°C route, The Maison has pledged to decreasing its carbon emissions by 46% over its entire scope by 2030 (Dior, 2026a). LVMH's more comprehensive LIFE 360 environmental policy, which emphasizes climate, biodiversity, creative circularity, traceability, and openness, supports this commitment (LVMH, 2026). As a result, rather than just being a brand statement, Dior's vision is converted into quantifiable environmental goals.

Another key element of Dior's CSR approach is circularity and eco-design. While LVMH seeks to remove virgin fossil-based plastic from consumer packaging and make ensuring that new goods increasingly adhere to sustainable design principles, The Maison is creating more sustainable packaging and refillable solutions (LVMH, 2026). These efforts assist Dior in lessening its impact on the environment while preserving the superior quality and esthetic experience that one would anticipate from a luxury brand.

By linking environmental responsibility with brand differentiation and long-term commercial resilience, Dior's CSR strategy strategically generates value. Credible sustainability pledges can increase consumer confidence and brand loyalty, while responsible sourcing safeguards vital raw materials. To maintain the credibility of its environmental positioning, Dior must continue to show quantifiable improvement. Overall, the company's CSR strategy firmly supports the goal of "to only leave beauty as a legacy," since creating circular products, lowering emissions, and safeguarding biodiversity all directly help to keeping Dior Beauty's natural foundations intact for future generations. 
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(Voir Editorial Team, 2022)


3.2 Balanced Scorecard
The Balanced Scorecard provides a holistic framework for evaluating Dior Beauty's strategic performance beyond traditional financial measures.
	Perspective
	Strategic Objective
	KPI
	Target
	Strategic Initiative

	Financial
	Increase profitability
	Operating Margin
	10.5% by 2030
	Premium fragrance innovation

	Customer
	Improve customer loyalty
	Repeat Purchase Rate
	+15%
	AI-powered personalisation and loyalty programmes

	Internal Business Processes
	Enhance operational efficiency
	Manufacturing Waste
	Reduce by 20%
	Sustainable production and digital supply chain

	Learning & Growth
	Strengthen innovation capability
	Employee Innovation Training
	100% managerial staff trained
	AI, sustainability, and leadership development



Instead of depending only on financial development, Dior Beauty's long-term success depends on striking a balance between financial performance, customer satisfaction, internal processes, and organizational learning. This directly contributes to Dior's goal of "leaving beauty as a legacy," which calls for the company to generate revenue while safeguarding social and environmental resources for coming generations (Dior, 2026).
Customer pleasure boosts loyalty and luxury brand equity, while financial performance permits ongoing investments in sustainability and innovation. Internal procedures facilitate ecological packaging, ethical sourcing, and refillable goods, while learning and development promote creativity and adjustment to shifting customer demands (Dior, 2026). Dior may thus achieve profitable growth while upholding its sustainability goals and long-term competitive advantage by including CSR into the Balanced Scorecard.

Part 4: Strategic Choices and Implementation
4.1 Strategic Choices Available to Dior Beauty
Dior Beauty must make a strategic decision that maintains its competitive edge while adapting to shifting consumer demands and escalating competition in the market for high-end fragrances. Three general techniques are identified by Porter (1985): focus, differentiation, and cost leadership. Cost leadership is inappropriate for Dior Beauty since it would be incompatible with its luxury positioning and could erode perceptions of exclusivity to compete solely on price. A globally recognized brand's potential for expansion would also be constrained by a narrow focus plan. Differentiation is therefore the best course of action. “Strategic decisions throughout the process” should be supported by compelling logic and coherent arguments (Valentin, 2014).
Dior already sets itself apart with its French roots, high-end merchandise, unique packaging, recognizable scents, and opulent consumer experiences. Beyond the practical advantages of scent, the company's strong brand equity enables it to charge premium prices and create emotional value (LVMH, 2026). However, as rivals can increasingly copy celebrity marketing and product launches, preserving differentiation necessitates constant innovation.
Therefore, AI-powered scent personalization, digital consultations, refillable packaging, exclusive limited-edition collections, and improved omnichannel experiences should be the main areas of future differentiation. While sustainable packaging addresses rising environmental requirements, digital personalization can enhance consumer interaction (McKinsey & Company, 2023; Dior, 2026). By using cutting-edge ingredients and ethical sourcing, Dior can further differentiate itself and uphold its goal of "leaving beauty as a legacy" (Dior, 2026).
All things considered, differentiation helps Dior maintain its premium stance while boosting long-term brand equity, consumer loyalty, and innovation. As a result, this approach offers the best foundation for maintaining a competitive edge in the market for high-end fragrances.

4.2 The most appropriate strategy would be Ansoff Matrix
The Ansoff Matrix provides a useful framework for evaluating Dior Beauty's future growth opportunities. 
	Strategy
	Application to Dior Beauty
	Strategic Rationale
	Risk Level

	Market Penetration
	Boost digital marketing, social commerce, customer loyalty programs, and repeat business in current UK marketplaces.
	Without venturing into new markets, Dior can strengthen ties with current clients and boost frequency of purchases. Given that customers are increasingly finding beauty items online, digital engagement is especially crucial (McKinsey & Company, 2023).
	Low

	Product Development
	Introduce limited editions, personalized scent collections, refillable perfumes, and AI-assisted fragrance choosing.
	In response to consumer desire for customization and sustainable luxury, Dior is able to capitalize on its established brand equity with new goods (Dior, 2026).
	Medium

	Market Development
	Use e-commerce, flagship stores, and selective retail to enter high-growth luxury markets including Latin America, Southeast Asia, India, and the Middle East.
	Dior can translate its established luxury positioning into new geographic markets where demand for high-end beauty is rising thanks to international expansion (Bain & Company, 2025).
	Medium

	Diversification
	Create luxurious home fragrances, accompanying sensory items, and fragrance-related wellness experiences.
	Diversification entails entering less well-known product categories, but it has the potential to generate new revenue streams and expand Dior's scent expertise beyond traditional personal fragrance.
	High



Strategic interpretation
By offering four avenues for sustainable growth while preserving its luxury standing, the Ansoff Matrix firmly supports Dior Beauty's objective. While product development advances the vision thru innovation, customized perfumes, and sustainable refillable products, market penetration increases consumer loyalty and solidifies Dior's appeal in current markets (Dior, 2026). Dior can expand its luxury offering into new international markets thanks to market development, which promotes global expansion. Lastly, diversity opens doors for the creation of new high-end fragrances and wellness experiences. When combined, the four tactics enable Dior to seek expansion while upholding its dedication to exclusivity, creativity, and long-term sustainability (Dior, 2026).

4.3 Ansoff Strategy Can Deliver Optimum Performance and Enhance Competitive Advantage
By weighing growth potential against strategic risk, Dior Beauty can use the Ansoff Matrix to attain optimal performance. Since increasing customer loyalty, digital engagement, and repeat business in current markets can boost revenue without necessitating significant market-entry investment, market penetration should serve as the cornerstone. With Sauvage continuing to be the best-selling fragrance in the world, Dior's well-known Sauvage, J'adore, and Miss Dior franchises offer a solid foundation for this strategy (LVMH, 2026). 
By offering innovations that rivals find difficult to imitate, product development can provide a stronger competitive edge. For instance, Dior has increased the range of refillable fragrance options, enabling the company to blend sustainability and elegance (Dior, 2026). In addition to helping Dior achieve its goal of "only leaving beauty as a legacy," this can increase client retention.
By bringing Dior's well-established brand equity into developing luxury markets, market development contributes to further growth. Dior has a basis for expanding into high-growth countries because it currently operates internationally thru boutiques and selective distribution. This increases the possibility for worldwide revenue while decreasing reliance on developed markets (LVMH, 2026). 
All things considered, the best strategy is to give market penetration and product development top priority, pursue market development carefully, and employ diversification sparingly. According to Ansoff (1957) and Porter (1985), this combination enables Dior to capitalize on its current brand assets while consistently innovating, boosting customer loyalty, and establishing distinctiveness that promotes lasting competitive advantage.
Real-world example
Dior's Sauvage franchise is an excellent real-world example. Dior has expanded the brand thru a variety of forms and expansions, such as various concentrations and associated grooming products, rather than depending solely on one product. This illustrates how product development can strengthen a company's position in the market, provide consumers more options, and prolong the profitability of a profitable scent brand (LVMH, 2026).  


4.4 Potential Challenges while implementing and Solutions

Implementing the Ansoff strategy may create several challenges for Dior Beauty.Dior should continue to retain restricted distribution and premium price since over-expansion and excessive accessibility could undermine its luxury exclusivity (Kapferer and Bastien, 2012). Product development integrating innovative technology, reusable packaging, and artificial intelligence may be expensive and have unpredictable returns. Thru gradual investments and test releases, Dior can lower this risk (Ansoff, 1957).

The growth of international markets may also provide cultural and legal difficulties. Dior may respond to local preferences while preserving its global luxury identity by conducting local market research and making selective adjustments (LVMH, 2026). Finally, because diversification involves the highest level of risk, it should be addressed carefully thru restricted launches and partnerships. This well-rounded strategy can preserve Dior's competitive edge while fostering expansion.
 


5. Reflective Account of the Research and Strategic Analysis Process
I used Gibbs' Reflective Cycle (1988). in my investigation and analysis of Dior Beauty. The cycle offers an organized method for reflective learning and consists of six stages: description, feelings, assessment, analysis, conclusion, and action plan.
Description: Using company reports, Dior's official website, and reliable industry sources, I started by investigating Dior Beauty's business model, goal, vision, competitive position, and scent portfolio. PESTEL, SWAT, VRIO, Porter's Generic Strategies, the Ansoff Matrix, CSR, and the Balanced Scorecard were among the strategic frameworks I then used. I was able to analyze both the external environment and Dior's internal capabilities thanks to these frameworks.
Feelings: I initially found the research difficult because Dior does not make extensive financial information about its fragrances available to the public. As a result, I had to differentiate between information particular to Dior and more general LVMH Perfumes & Cosmetics data. This made me more conscious of how crucial it is to assess secondary data's comparability and dependability.
Evaluation: Different viewpoints on Dior's competitive position were obtained by the usage of numerous frameworks, which made the procedure valuable. But I realized that merely outlining frameworks could turn them into descriptive rather than analytical. In order to determine the connections between opportunities, threats, resources, and strategic decisions, it became crucial to compare the results across frameworks.
Analysis: The study showed that while digital transformation, sustainable luxury, and global development represent significant prospects, Dior's greatest advantages are its brand equity, legacy, and LVMH resources. These results were then translated into strategic recommendations with the use of the Ansoff Matrix. This illustrates the idea put forth by Gibbs (1988) that reflection should go beyond simply summarizing an experience to analyze its significance and ramifications.
Conclusion: I discovered that critical assessment is more important for successful strategic analysis than merely gathering data. Additionally, I became more conscious of the significance of accessing reliable sources, identifying data constraints, and relating theoretical models to actual organizational decisions.
Action Plan: I would prioritize primary and authoritative sources, set more precise research criteria at the outset, and strengthen the connections between each analytical framework and the final recommendations in future strategic research. Future business analyzes would be more dependable, comprehensive, and strategically relevant as a result.






















Conclusion 

According to the strategic analysis, Dior Beauty has a strong competitive position in the global luxury fragrance market thanks to its remarkable brand legacy, iconic scent range, premium positioning, and LVMH's organizational and financial resources. Brand reputation and LVMH resources were found to be Dior's strongest sources of sustainable competitive advantage when the company's internal capabilities were analyzed using the VRIO framework. But the competitive landscape is still difficult, especially as companies like Chanel and Gucci keep making significant investments in marketing, innovation, digitalization, and customer experience.

The PESTEL and SWAT analyzes revealed a number of prospects for Dior, such as expanding into emerging international markets, digital personalization, AI-enabled customer experiences, and rising demand for sustainable luxury. Significant risks include inflation, shifting customer expectations, fake goods, fierce competition, and environmental stresses. Therefore, Dior must constantly adjust to changes in the premium beauty market and make sure that its rich tradition does not result in complacency (LVMH, 2026).

Differentiation is the best competitive approach for Dior, according to the strategic study, since competing thru cost leadership would be at odds with its premium luxury positioning. According to the Ansoff Matrix, the most urgent focus should be on product creation and market penetration, especially with regard to customized scents, refillable goods, digital experiences, and unique collections. While diversification should be handled carefully due to its increased risk, market development can subsequently help global expansion (Ansoff, 1957; Porter, 1985).


Crucially, Dior's goal "to only leave beauty as a legacy" and its CSR approach are tightly related. Initiatives pertaining to carbon reduction, biodiversity, responsible sourcing, and circular packaging enable sustainability to be integrated into a brand's competitive strategy rather than just being a compliance measure (Dior, 2026). The Balanced Scorecard further indicates that long-term success requires Dior to balance financial performance, customer value, internal operational excellence and organisational learning.

In general, Dior Beauty should retain its uniqueness and legacy while pursuing innovation-led, sustainable distinctiveness. Dior can maintain a lasting competitive edge in the changing global luxury fragrance industry, enhance customer loyalty, and respond to competition pressures by combining its brand strengths with digital innovation, ethical business practices, and carefully managed foreign growth.





References



LVMH (2024) Universal Registration Document 2023: Management Report. Available at: LVMH – Universal Registration Document (Accessed: 11 August 2026).

LVMH (2026a) Parfums Christian Dior. Available at: LVMH – Parfums Christian Dior (Accessed: 11 August 2026).

Dior (2026) Our Commitments: Our Mission – To Only Leave Beauty as a Legacy. Available at: Dior – Our Mission and Commitments (Accessed: 11 August 2026)

LVMH (2026b) Parfums Christian Dior – Vision and Values. Available at: LVMH – Parfums Christian Dior recruitment profile (Accessed: 11 August 2026). 

Parfums Christian Dior UK (2026) Parfums Christian Dior legal terms. Available at: Dior UK – Legal Terms (Accessed: 11 August 2026).

Euromonitor International (2025) Beauty and Personal Care. Available at: Euromonitor International (Accessed: 11 August 2026).

McKinsey & Company (2023) The beauty market in 2023. Available at: McKinsey & Company (Accessed: 11 August 2026). 

Barney, J, & Hesterly, W 2018, Strategic Management and Competitive Advantage: Concepts and Cases, Global Edition, Pearson Education, Limited, Harlow. Available from: ProQuest Ebook Central. [12 August 2026].

LVMH (2025) Universal Registration Document 2024. Available at: LVMH Financial Documents (Accessed: 11 August 2026). 

Bain & Company (2025) Luxury Report 2025. Available at: Bain & Company (Accessed: 11 August 2026).

Brand Finance (2025) Luxury & Premium Report 2025. Available at:  
(Accessed: 11 August 2026).

LVMH (2025) Perfumes & Cosmetics – Letter to Shareholders. Available at:  
(Accessed: 11 August 2026). 

Bain & Company (2025) Luxury Report 2025. Available at: Bain & Company – Luxury Report (Accessed: 11 August 2026). 

Voir Editorial Team (2022) ‘Everything You Need to Know About Parfum Christian Dior’s Sustainability Strategy’, Voir Fashion, [online]. Available at: Voir Fashion article (Accessed: 12 August 2026).

Dior (2026a) Our Commitments: To only leave beauty as a legacy. Available at: Dior – Our Commitments (Accessed: 11 August 2026).

European Commission (2024) Ecodesign for Sustainable Products Regulation. Available at: European Commission – Sustainable Products (Accessed: 11 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 11 August 2026).

Office for Product Safety and Standards (2025) Cosmetics: consumer products. GOV.UK. Available at: GOV.UK – Cosmetics regulation (Accessed: 11 August 2026).

UK Government (2024) Trading with the EU. GOV.UK. Available at: GOV.UK – Trading with the EU (Accessed: 11 August 2026). 

Brand Finance (2025) Luxury & Premium 50 2025. Available at: Brand Finance – Luxury & Premium 50 2025 (Accessed: 11 August 2026).

LVMH (2025) Universal Registration Document 2024. Paris: LVMH Moët Hennessy Louis Vuitton. Available at: LVMH – Financial Information (Accessed: 11 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 11 August 2026).  

LVMH (2025) Perfumes & Cosmetics – Letter to Shareholders, January 2025. Available at: LVMH – Perfumes & Cosmetics (Accessed: 11 August 2026).

Bain & Company (2025) Luxury Report 2025. Available at: Bain & Company – Luxury Report (Accessed: 11 August 2026).

Dior (2026) Our Commitments: To only leave beauty as a legacy. Available at: Dior – Our Commitments (Accessed: 11 August 2026).

European Commission (2024) Ecodesign for Sustainable Products Regulation. Available at: European Commission – Sustainable Products (Accessed: 11 August 2026).

LVMH (2025) Universal Registration Document 2024. Paris: LVMH Moët Hennessy Louis Vuitton. Available at: LVMH – Financial Information (Accessed: 11 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 11 August 2026).

Office for Product Safety and Standards (2025) Cosmetics: consumer products. GOV.UK. Available at: GOV.UK – Cosmetics regulation (Accessed: 11 August 2026).  


Chanel (2026) Chanel Limited Financial Results for the Year Ended 31 December 2025. Available at: Chanel – 2025 Financial Results (Accessed: 11 August 2026).

Kering (2026) Financial information and key figures. Available at: Kering – Financial Information (Accessed: 11 August 2026).

L'Oréal (2026) L'Oréal completes the acquisition of Kering Beauté. Available at: L'Oréal – Kering Beauté (Accessed: 11 August 2026).

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 11 August 2026). 

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 12 August 2026).

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 12 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 12 August 2026).

Porter, M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press.

Dior (2026a) Our Commitments: To only leave beauty as a legacy. Available at: Dior – Our Commitments (Accessed: 11 August 2026).

Dior (2026b) Beauty as a Legacy 2030: Vision Report. Available at: Dior Beauty as a Legacy 2030 Report (Accessed: 11 August 2026).

LVMH (2026) Our commitment for the environment – LIFE 360. Available at: LVMH – Environmental Strategy (Accessed: 11 August 2026).

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 11 August 2026).

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 11 August 2026).

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 11 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 11 August 2026).

Porter, M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press. 

Valentin, EK 2014, Business Planning and Market Strategy, SAGE Publications, Incorporated, Thousand Oaks. Available from: ProQuest Ebook Central. [12 August 2026]. 

Ansoff, H.I. (1957) ‘Strategies for diversification’, Harvard Business Review, 35(5), pp. 113–124.

Bain & Company (2025) Luxury Report 2025. Available at: Bain & Company – Luxury Report (Accessed: 11 August 2026).

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 11 August 2026).

McKinsey & Company (2023) A close look at the global beauty industry in 2023. Available at: McKinsey & Company – Global Beauty Industry (Accessed: 11 August 2026). 

Ansoff, H.I. (1957) ‘Strategies for diversification’, Harvard Business Review, 35(5), pp. 113–124.

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 12 August 2026).

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 12 August 2026).

Porter, M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press. 

Ansoff, H.I. (1957) ‘Strategies for diversification’, Harvard Business Review, 35(5), pp. 113–124.

Kapferer, J.N. and Bastien, V. (2012) The Luxury Strategy: Break the Rules of Marketing to Build Luxury Brands. 2nd edn. London: Kogan Page.

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 12 August 2026). 

Gibbs, G. (1988) Learning by Doing: A Guide to Teaching and Learning Methods. Oxford: Oxford Polytechnic. 

Ansoff, H.I. (1957) ‘Strategies for diversification’, Harvard Business Review, 35(5), pp. 113–124.

Dior (2026) Beauty as a Legacy 2030: Vision Report. Available at: Dior – Beauty as a Legacy 2030 (Accessed: 12 August 2026).

LVMH (2026) Universal Registration Document 2025. Available at: LVMH – 2025 Universal Registration Document (Accessed: 12 August 2026).

Porter, M.E. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press.













































Appendices

Appendix 1: PESTEL Analysis
Appendix 2: VRIO Analysis
Appendix 3: SWOT Analysis
Appendix 4: Financial Performance of 2025
Appendix 5: Action Plan
Appendix 6: Balance Scorecard
Appendix 7: Ansoff Matrix
image1.png
Trinity Saint David
LONDON

\‘ University of Wales




image2.png




image3.png
Global Niche & High-End Fine Fragrance Market Share (2026 Projection)

Others

Le Labo / Lauder

Armani Privé

Dior Beauty / Parfums Jo Malone London

Tom Ford Beauty

Chanel Parfums




image4.png




