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[bookmark: _Toc225904251]Section 1: Report Writing
1. [bookmark: _Toc225904252]Introduction
Fast-Moving Consumer Goods (FMCG) is one of the most diverse sectors which is globally integrated and plays a very critical role in economic development, consumer welfare and international trade. According to Kuzmina et al. (2019), FMCG are non-durable retail products including food, beverages, personal care, furniture, textile, household care and packaging. These goods are often brought in use in the households, they are frequently shopped, low in price and have limited shelf life. The United Kingdom is a key market for the FMCG brands, and the FMCG sector of the nation is a cornerstone of the national economy. The organisation selected for this report is Reckitt Benckiser. Founded in December 1999, Reckitt Benckiser Group Plc manufacturers and trade health, hygiene and home products (Forbes, 2026).  The aim of this report is to analyse the UK’s FMCG industry along with operating environment of Reckitt Benckiser. The report offers an industry overview, applies Porter’s diamond model and critically evaluates factors influencing the Reckitt Benckiser’s success within the UK market.
[bookmark: _Toc225904253]2. Industry and Country Overview 
[bookmark: _Toc225904254]2.1 UK FMCG Industry
UK FMCG industry is one of the largest and most mature sector in Europe. The industry consists of multiple products including food and beverages, personal care items, household cleaning products and health-related goods. 
[image: ]
Image 1. UK FMCG market size 2023-33. Source (Deep Market Insights, 2024)
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Image 2. Penetration of FMCG brands in United Kingdom (UK) in 2024. Source (Statista, 2024)
The market of FMCG in UK is driven by changes in consumer habits, a rise in demand for sustainable and healthier options of goods, e commerce, ease of availability of goods, and rise of private labels. The market is segmented into food and beverages, personal care and cosmetics, healthcare, homecare, footwears and others (iMarc Group, 2026). Historically, the UK FMCG has been characterised by reliance on mass market retail channels specifically the Big Four Super Market (Tesco, Sainsbury’s, ASDA and Morrisons) but over the years the sector has experienced structural disruption. There is a rise in discount retailers (Aldi and Lidl), e commerce platforms, direct to consumers channels and online grocery shopping platforms. Internet Shopping in retail is becoming more and more important and popular and has changed the retail scenario in last few years. 
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Image 3. Online sales of FMCG Goods in UK 2019-24. Source (Ward, 2025)
[bookmark: _Toc225904255]2.2 Economic importance
The FMCG sector of UK is large and is deeply integrated into the national economy. In 2024, the UK FMCG market size was at USD 265.4 Billion and is expected to grow to USD 585.45 Billion by 2033 (Deep Market Insights, 2024). The growth rate is expected to be at a CAGR of 9.09% from 2026 to 2033. The UK FMCG sector is the largest manufacturing sector in the country that accounts for 14% of all manufacturing (Vanterpool, 2024). UK FMCG market is valued at £134 million and employs more than 400,000 individuals. The FMCG industry in UK is more valuable than the automative and aerospace industry together. The market has shown as consistent growth over the years with sales revenue growing by an average of 2.9% each year; although there is a decline in the number of consumers (Assosia, 2026). Despite economic uncertainties such as inflation and cost of living pressure, demand for the essential goods remain inelastic, ensuring consistent revenue streams for firms operating in this sector.  It is estimated that the FMCG industry will hold the 12% of the market share in UK by 2025, twice as much as in 2023 (Assosia, 2026). The UK FMCG industry maintains strong international linkages, through imports and exports particularly within Europe and global markets. Furthermore, The UK Brexit has impacted the UK FMCG sector by making the trade regulations complex, increased tariff, narrowing the access to talent pool and overall increased operational costs (Vanterpool, 2024). This increases the competition and required firms to adapt their sourcing and distribution strategies.
[bookmark: _Toc225904256]2.3 Major Firms in the UK FMCG Industry
The UK FMCG industry is dominated by multiple domestic and international players. Understanding the positioning of the firm reveals a highly competitive and differentiated landscape. Amongst the prominent players are Nestle, Reckitt Benckiser, Unilever and Procter & Gamble.  
Reckitt Benckiser
Some of the key products offered by Reckitt Benckiser are OTC pharmaceuticals, body care products, infant formula, and cleaning supplies. Reckitt Benckiser made a revenue of £14.2bn in 2025, and it has more than 36,000 employees in more than 80 countries. More than 30 million of Reckitt are sold every day. Some of the key brands that are part of the brand are as below. 
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Image 4. Key brands of Reckitt Benckiser. Source (Reckitt Benckiser, 2026)
2. Procter & Gamble (P&G) 
Procter & Gamble is one of the market leaders in FMCG sector. It has more than 65 brands serving over 5 billion consumers across the world (World Economic Forum, 2026). The key brands under Procter & Gamble’s umbrella are Always, Ambi Pur, Ariel, Bounty, Charmin, Crest, Dawn, Downy, Fairy, Febreze, Gain, Gillette, Head & Shoulders, Lenor, Olay, Oral-B, Pampers, Pantene, SK-II, Tide, Vicks and Whisper. In the year 2025, the brand made a revenue of 84.28 billion U.S. dollars (Statista, 2026). Headquartered in USA the organisation serves consumers on more than 70 countries including UK. 
3. Unilever Limited
Unilever an Anglo Dutch organisation is the global leader in consumer goods with its operations in over 190 countries. The turnover of Unilever in 2025 was €50.5 billion and over 3.7 billion consumers uses its products every day (Unilever, 2026). Unilever follows a diverse category strategy across beauty and wellness, personal care, home care, nutrition and ice-cream.  
Other brands such as Nestle, Mars and Mondelez are also some of the key brands in the market. 
[image: ]
Table 1. Competitive dynamics between the brands. Source (Author)
[bookmark: _Toc225904257]3. Porter’s Diamond Model
Porter’s diamond model of national advantage offers a comprehensive framework for analysing the factors that are critical for international competitiveness of industries within a specific country (Johnson, et al., 2017, p. 282). There are four key determinants factor conditions, demand conditions, related and supporting industries, and firm strategy, structure and rivalry, along with the roles of government and chance.
[image: ]
Image 5. Porter’s Diamond Model. Source (Johnson, et al., 2017, p. 284)
[bookmark: _Toc225904258]3.1 Factor condition 
The UK market environment strongly supports the FMCG industry. The country is fifth largest economy of the world, which is supported by strong infrastructure, skilled labour and advanced service sectors (House of Commons Library, 2016). In addition, the country has a well-established logistics and distribution network that enables efficient movement of FMCG goods across the domestic and international markets. The digital economy and ecommerce in UK is also very advanced; Next to China and USA UK ranks 3rd in e commerce market in the world (International Trade Administration, 2026). This has significantly enhanced the supply chain efficiency and consumer access. 
[bookmark: _Toc225904259]3.2 Demand Conditions
Demand conditions in the UK are characterised by highly sophisticated and quality conscious consumers. These consumers prioritise sustainability, ethical sourcing and product transparency when making the purchasing decisions. According to Fenech et al. (2024), a significant portion of UK consumers considers sustainability factors when choosing products. Furthermore, the demand for health and hygiene products has increased significantly following the Covid-19 pandemic. 
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Image 6. Products and services demanded the most during Pandemic in UK, USA and Germany 2020. Source (Statista, 2020)
However, the rising inflation, and the pressure of cost of living has also increased the price sensitivity amongst the consumers. According to the Davey (2024), when buying the FMCG products the consumers in UK are influenced by promotions and discounts. This has forced the brands to adopt a dual strategy where they need to balance the innovation with affordability. 
[bookmark: _Toc225904260]3.3 Related and supporting industry
The FMCG industry in UK are significantly benefitted from the supporting industries such as retail, logistics and marketing. Major retailers such as Tesco, Sainsbury and ASDA dominate the distribution channel and offers extensive access to the consumers in UK. The top 10 retailers are discussed below. 
[image: ] 
Image 7. Top 10 retailers in UK 2023. Source (Statista, 2025)
The logistics sector also plays an important role which is supported by advanced warehousing, transportation and digital supply chain systems. The increased investment in automation and technology has improved the operational efficiency across the FMCG value chain. Sustainability is another important aspect 60% or more of the consumer are willing to pay extra for sustainable packaging (Action Sustainability, 2024). Furthermore, the UK strong advertising and digital marketing industries enables the FMCG firms to build their brand recognition and engage the consumers effectively. 
[bookmark: _Toc225904261]3.4 Firm Strategy, Structure and Rivalry
Porter has argued that intense domestic rivalry amongst the firms creates competitive pressure that leads to continuous improvements, innovation and ultimately global competitiveness (Griffin & Pustay, 2020, p. 188). The UK FMCG industry is characterised by intense competition among multinational corporations such as Reckitt Benckiser, Unilever and Procter & Gamble. To differentiate themselves the UK FMCG organisations are increasingly focusing on sustainability, digital transformation and premiumisation to maintain a competitive advantage. According to Planet Mark (2026), the businesses that belong to FMCG sector have come to realise the business opportunities that they might gain by integrating sustainability in their business practice. Additionally, private lable brands offered by the retailers have intesified the price competition. Supermarkets are expanding their product lines, providing lower cost alternatives that attract the price sensitive customers. 
[image: ]
Image 8. Top Private label retailers in UK. Source (Encodify, 2026)
[bookmark: _Toc225904262]3.5 Role of Government and Chance
The government policies play a role of enabler of FMCG competitiveness. The UK’s regulatory framework including its food safety standard enforced by the food standard agency ensures that the quality credentials of the brands is maintained (Food Standard Agency, 2026). Regulations that are related to product safety, environmental sustainability, and consumer protection ensures high standard and builds consumer trust. Brexit is a significant factor that has impacted the industry. According to Statista (2025), dramatic changes have been observed post Brexit in the prices of food and other commodities. A number of mulyinational corportaions have also increased the prices of the products citing the rising cost of ingredients. 
In conclusion, the FMCG industry of UK has benefitted from strong advanced factor condition, sophisticated consumer demand, well developed supporting industries and intense competitive rivalry. These insights offer a very strong foundation for evaluating the strategic position of Reckitt Benckiser within the UK market. 
[bookmark: _Toc225904263]4. Market attractiveness and Strategic Evaluation of Reckitt Benckiser in the UK FMCG Industry
[bookmark: _Toc225904264]4.1  Company Overview
Reckitt Benckiser has streamlined and simplified their business in four core categories namely Germ Protection, Household Care, Intimate Wellness and Self Care which is further divided into 11 power brands of the group (Reckitt Benckiser, 2026). 
[image: ]
Image 9. Global locations of Reckitt Benckiser. Source (Reckitt Benckiser, 2026)
The purpose of the brand is to protect, heal and nurture in pursuit of a cleaner and healthier world. A brief portfolio of the brand is presented below:
[image: ]
Image 10. Portfolio of the power brands. Source (Reckitt Benckiser, 2026)
The competitive advantage of the brand lies in its strong brand portfolio, innovation driven strategy, and the ability to respond rapidly to consumer driven needs. 
[image: ]
Image 11. Core differentiator for Reckitt Benckiser. Source (Reckitt Benckiser, 2026)
The value chain of the brand is based on how they deliver measurable value to the business, shaping positive outcomes across their end to end operations and for their stakeholders.
[image: ]
Image 12. Value chain of Reckitt Benckiser. Source (Reckitt Benckiser, 2026)
 However, its success within the UK market depends upon a number of macro environmental factors which are discussed in detail in this section. 
[bookmark: _Toc225904265]4.2 PESTLE
Political
The political environment of UK along with its institutions is very strong which is highly attractive for multinational organisations such as Reckitt. The state is made up of historic countries of England, Wales and Scotland, as well as Northern Ireland (BBC, 2024). According to the world bank the political stability of UK lies between 0.26 - 1.10 which indicates a relatively stable government on an average (The Global Economy, 2025). A few other metrics that showcases the political and regulatory scenarios of the country are presented below.
[image: ]
Image 13. Related indicators of political stability. Source (The Global Economy, 2025)
However, UK’s departure from EU (Brexit) single market and customs union has introduced new trade friction with FMCG companies as now they require to comply with both UK and EU trade regulations for product distribution across markets (Bouoiyour & Selmi, 2018). This is also a concern for Reckitt as the firm has its distribution all across Europe. At the same time, UK government's National Living Wage policies has significantly increased labour cost (Johnson, 2017).  This has increased the cost of manufacturing and distribution for Reckitt. Furthermore, UK government regulatory agenda in healthcare including potential reclassification of certain over-the-counter products and advertising restrictions might impact the advertising and sales of some of the Reckitt’s products such as Nurofen and Strepsils.
On a positive note Britain has free trade agreements with Australia, Japan, and CPTPP nations that opens new opportunities for Reckitt Benckiser.
[bookmark: _Toc225904266]Economic 
The economic environment In UK has faced a lot of critical times in between 2022 to 2024. The United Kingdom is the sixth largest economy of the world. According to the ONS, in 2024 the GDP of the economy grew by 0.8%, following a 0.4% increase in 2023 (Santander, 2025). 
[image: ]
Image 14. Economic Indicators of UK. Source (Santander, 2025)
The recent indicators above showcase low growth rate presents a significant challenge for organisations such as Reckitt Benckiser. Rise in inflation and cost of living has made the consumers in UK more price sensitive (Statista, 2025). This has increased the demand for lower cost alternatives, including private label products offered by retailers. This has developed a strategic dilemma for Reckitt as the brand has placed itself as a premium hygiene brand. Due to increase in price sensitivity the consumers willingness to pay for the branded products might reduce. This could further create a margin pressure for Reckitt and require adjustments in pricing strategies. 
In response to the cost-of-living pressure UK consumer behaviour has shifted towards private label purchasing.

[image: ]
Image 15. Concerns of consumers over financial situations. Source (Rindone & Lester, 2025)

[image: ]
Image 16. How UK consumers are trying to shop value. Source (Rindone & Lester, 2025)
The graph above shows that the UK consumers buy from discount retailers, and opt from cheaper brands of similar quality  (42%) as a way to save money. According to Rindone and Lester (2025), to win the cost consious consumers retailers must focus on product range, value perception and AI; brands should audit portfolio innovate and rethink targeting. 
[image: ]
Image 17. Percentage of consumers valuing price over brands in UK. Source (Rindone & Lester, 2025)
[bookmark: _Toc225904268]Furthermore, rising cost of input, including the raw material cost, the cost of energy and transportation have enhanced operational expenses for brand such as Reckitt. Socio Cultural 
Understanding the cultural dimension of UK is critical to understand the cultural and social environment in which Rickett operates. According to Chang et al. (2017), culture is the set of vlaues and norms that a person gaisn from different sources around him such as school life, family, organisations, their community, country etc. The Hofstede’s cultural dimensions for UK are presented below.
[image: ]
Image 18. UK’s Cultural dimensions. Source (The Culture Factor Group, 2026)
The UK high individualism aspect is particularly useful for Reckitt Benckiser. This showcases that the British consumers are strongly motivated by the products that delivers tangible health and hygiene benefits. Rickett’s focus on health and hygiene aligns with cultural preferences of well-informed, brand-conscious and increasingly concerned with health, hygiene and sustainability conscious consumers. Brands such as Dettol have developed strong trust and recognition amongst the consumers, specifically following brand awareness of sanitation amongst Covid-19 pandemic (Cullumbine, 2025). Additionally, the consumers in UK are emphasising on ethical consumption. 
According to Mintel (2023), consumers in UK are calling out brands for accountability when it comes to making ethical claims. 76% of the consumers there should be more legal restrictions on ethical claims made by retailers. Furthermore, 62% of consumers have used recycled used products in the past 12 months. This trend creates opportunities for Reckitt for strengthening its brand positioning through sustainable product innovation and corporate responsibility initiatives. Overall, while the cultural alignment supports the market position of Reckitt, the evolving consumer expectations requires continous adaptation and innovation. 
Technological
Technology is one of the most dynamic factors impacting the FMCG industry in UK. The penetration of E commerce in the country has grown exponentially and the health and grocery products availability online has become increasingly important. According to International Trade Administration (2026), e commerce revenue in UK is expected to have an average growth of 7.01% by 2029. Reckitt has ensured its presence at all the major platforms including Amazon, Boots and Ocado platforms. Furthermore, technological disruption also pose a challenge. Reckitt also needs to continuously invest in digital brand building and product innovation to maintain its position in the market. Digitally enabled consumer insights such as social media monitoring, retail data partnership and consumer panels can transform Reckitt’s innovation and marketing capabilities. Since 2022, Reckitt is focused on enhancing its data infrastructure and at the same time has optimised its cloud and analytics capabilities (Consumer Goods Technology, 2022). This has helped the brand with more personalised and targeted health and hygiene messaging. 
[bookmark: _Toc225904267] Legal 
The UK has a well-developed legal framework that governs product safety, consumer protection, environmental standard and labour practices. For the FMCG companies it is critical to maintain compliance with these regulations to enhance brand credibility and reduce the reputational risk. The UK legal environment is well developed and governs the product safety with by strong intellectual property protection, robust consumer protection legislation, and an independent judiciary. According to International Trade Administration (2023), The UK legal system offers a high level of intellectual property rights (IPR) Protection and enforcement mechanism. The country is a member of the World Intellectual Property Organisation (WIPO) and all the other major Intellectual property agreements. For Reckitt, strict product safety and quality standards align with its brand positioning as a trusted provider of health and hygiene products. The company’s brand portfolio represents billions of pound in accumulated intangible value and the UK’s legal framework offers strong protection to the brand against counterfieting and brand imitation. 
However, several legal requirements of UK requires compliance from Reckitt. For example, Advertising Standards Authority (ASA) and Competition and Markets Authority (CMA) scrutinises the green claims and the health claims in FMCG advertising (181 Street, 2025). Rickett has faced scrutiny over substantiation of health claims for products such as Nurofen and Dettol in markets such as Australia and UK (BBC, 2016). Furthermore, regulatory divergence following Brexit may create additional complexity as the companies must comply with both UK and EU standards in different markets. Overall, the legal environment of UK supports high quality standards and consumer trust, but it also offers cost and compliance challenges that the firms must manage strategically. 
Environment
Environmental sustainability has become one of the most critical strategic aspect of all the organisations in UK. The expectations of the consumers, pressure of the investors along with the regulations imposed by the government are compelling brands such as Reckitt Benckiser to rethink their environmental initiatives. 
[image: ]
Image 19. Key focus sustainability areas by Reckitt. Source (Reckitt Benckiser, 2026)
The brand’s focus on sustainability and environmental concerns such as 100% renewable energy for manufacturing, reduction in greenhouse emission, and reformulating products to reduce the carbon intensity. However, the environmental agenda also present commercial risk for the brand. For example, customer pressure for sustainable packaging requires significant R&D investment and may lead to short term financial implications for the brand. 
[bookmark: _Toc225904269]4.3 Market Attractiveness and Strategic Opportunities
The UK FMCG market is highly attractive for brands such as Reckitt due to advanced infrastructure, strong consumer base and high demand for essential goods. 
Firstly, UK market and the consumers are looking for good health and hygiene products that presents a significant opportunity for Reckitt Benckiser. According to Research and Markets (2026), with rising income and exposure to global hygiene standards, the consumers today want to spend more on luxury personal care products including, specialised skincare, oral hygiene and other hygiene products. Increased awareness of personal and household hygiene has created sustained demand for products within Reckitt’s core categories. 
Secondly, digital transformation and e commerce growth has provided new channel for reaching consumers. According to International Trade Administration (2026), the e-commerce revenues in the UK are expected to have an annual growth rate of 7.01% by 2029. The Online platforms help the brand such as Reckitt to have direct engagement with the consumers, and personalised marketing and improved consumer insight can enhance the competitive advantage of the brand. 
Third, sustainability offers a key area of opportunity for Reckitt. Reckitt is now investing in more environment friendly products and packaging. A few key numbers of Reckitt’s investment in UK is presented below. 
[image: ]
Image 19. Sustainability efforts by Reckitt Benckiser. Source (Reckitt Benckiser, 2026)
[bookmark: _Toc225904270]4.4 Strategic Challenges and Risks
Despite the opportunities discussed above there are multiple challenges as well that Reckitt Benckiser faces several critical challenges within the UK FMCG market. According to Assosia (2026), £134 million worth FMCG sector is one of the largest sectors of UK economy and there is intense competition in the market from other multinational firms such as Unilever and Procter & Gamble. These comapies have a very high market reach, strong reasearch and development and very large brand portfolio.  
[image: ]
Image 20. Top 10 FMCG companies in the world 2024. Source (Assosia, 2026)
Furthermore, the private label brands offered by retailers have gained popularity due to their lower prices. In the past few years the consumers in Uk are prioritising prices over brands (Rindone & Lester, 2025).  This inclination of the consumers towards the brands that offer value and are cheaper is a serious challenge for Reckitt. 
Supply chain disruptions are another major risk that Reckitt Benckiser faces. Some of the major cases of supply chain disruption in UK market are caused by Covid-19 and Brexit. 
[image: ]
Image 20. Impact of Brexit on supply chains. Source (Zycus, 2026)
Dependence on global sourcing exposes Reckitt to different market risks such as geopolitical tensions and global disruptions. These disruptions can impact the product availability and increase costs. Finally, the regulatory pressure that the brand faces from various government law and regulations related to sustainability and environment impacts requires continuous investment and adaptation. According to Singh et al. (2023), environmental misconduct might lead to percieved brand hypocrisy and brand distancing. In case the brand fails to meet the expectations it can lead to damage of reputation of the brand along with loss of market share. 
[bookmark: _Toc225904271]4.5 Overall Evaluation
Overall, The UK FMCG market present a favourable but highly competitive market environment for Reckitt Benckiser. UK has a very strong infrastructure, strong economic conditions, and a sustainability and ethically conscious consumer base that enhances the attractiveness of the FMCG market for Reckitt . Some of the brands of Reckitt such as Dettol has huge consumer market and is one of the top most hygiene products of UK. However, the brand faces multiple challenges such as uncertainty in the market, increasing price conscious consumer base, very high competition, regulatory pressures and risks of supply chain disruption . To maintain its success in UK Reckitt needs to balance innovation, cost efficiency and brand differentiation. Critically, the brand has a simplified focus on health and hygiene products that offers it an edge over the competitors. However, the brand will require continuous adaptation to changes in market conditions to maintain its competitiveness. Reckitt can use its strengths such as innovation and brand positioning to sustain its competitive advantage within the UK FMCG industry. 
[bookmark: _Toc225904272]5. Conclusion 
This report offers a comprehensive analysis of UK’s FMCG industry along with  operating environment for Reckitt Benckiser Group plc. Fast-Moving Consumer Goods (FMCG) is one of the most diverse sectors which is globally integrated and plays a very critical role in economic development, consumer welfare and international trade. FMCG industry is one of the most competitive and strategically significant sector in UK economy. The Porter’s diamond model highlights that FMCG industry of UK has benefitted from strong advanced factor condition, sophisticated consumer demand, well developed supporting industries and intense competitive rivalry. The evaluation of Reckitt Benckiser further indicates that the UK market offers both substantial opportunities and notable challenges. The opportunities that the brand experiences in the UK market are strong economic fundamentals, sophisticated consumer base and advanced infrastructure to further enhance the attractiveness of the market. Some of the brands of Reckitt such as Dettol has huge consumer market and is one of the top most hygiene products of UK. Some of the challenges that the brand faces are economic pressure, increase of price sensitivity for consumers, regulatory requirements and intense competition from other firms such as Nestle, Unilever and Procter & Gamble. Overall, the UK FMCG market is highly attractive but very competitive at the same time. Reckitt can maintain its success by balancing innovation, sustainability and cost efficiency. The organisation should remain adaptable to external economic and regulatory changes. 








[bookmark: _Toc225904274]Section  2: Reflective Account — Gibbs' Reflective Cycle
This section offers a reflective account of the process of researching, analysing and preparing the report that was presented in section 1. I have used Gibbs reflective cycle to conduct the reflection of section 1. 
[image: Fig. 1]
Image 1. Gibbs Reflective cycle. Source (Ocampo et al., 2025)

A detailed reflection based on the six stages of reflective cycle is presented below.
1. Description
I undertook very extensive research to complete the section one of this assignment. The focus of the assignment is to analyse the UK FMCG industry and based on same identify the attractiveness of the market for Reckitt Benckiser. I applied multiple frameworks to complete the task including the Porter’s Diamond model to understand the attractiveness of UK as a country for FMCG sector. I also used PESTLE analysis to evaluate the attractiveness of the UK business environment for Reckitt Benckiser. In the beginning, I identified the academic and industry sources to study the UK market and Reckitt Benckiser’s strategies in depth. My sources includes Journal articles, annual reports of the company, credible websites (Reuters and Statista etc.). In the next step I organised all the information as required by the assignment and then critically analysed the information to fit the industry and company analysis. 
2. Feelings
At the beginning of the assignment, I was nervous as I did not know where to begin with. Although I had a fair idea of the frameworks that I needed to apply but I was still unsure about the sources from which I needed to extract the information regarding the assignment. I also wanted to offer a critical perspective to the assignment rather than mere stating the obvious that was already available readily on the internet. As I progressed and grasped a flow in my research I became confident in my approach. Extensive research helped in gaining critical insight and understand the practical implications of the frameworks that I was supposed to use in the assignment. At the end of the task I was confident in writing and structuring the entire report correctly. 
3. Evaluation
One of my key strengths was in depth research on the topics. I tried to use a wide range of sources that were both credible and up to date ( within last 10 years). When it came to analyse the market conditions I relied more on the data that was published in last 5 years. Another strong part of my report was use of graphs and table which I used to explain the scenarios better. I also tried to inculcate the theory with real life data such as economic condition of UK was explained with data and figures that made the section stronger and the critique more genuine. This also made the report more critical and strengthened the findings. 
However, there were also a few challenges. In some of the sections I found it difficult to maintain a balance between analytical and descriptive writing. Some of the sections, were more focused on describing the framework rather than analysing it critically. Furthermore, since I had a few more assignments at the same time I found it had to manage time. 
4. Analysis
The entire process of researching, analysing and writing the report made me realise the importance of research, critical thinking an structured approach in completing the academic work. One of the key learning point for me was understanding the importance of selecting good quality sources that are credible and valuable. Including industry reports, annual report of Reckitt Benckiser, research Journals and books made the report more fulfilling and credible. These resources helped in writing the report with proper evidence rather than making assumptions. 
Another important aspect was using theoretical frameworks such as Porter’s diamond models and macro environment analysis to understand the environment of the UK and FMCG industry better. Using frameworks along with academic research ensured that the report was more robust and the evaluation was more comprehensive. Furthermore, the assignment also showed me the importance of critical evaluation. Rather than just relying of the trends I questioned their reason and also analysed their impact on Reckitt Benckiser. Overall, this report was able to enhance my critical analysis skills and at the same time offered me a deeper understanding of how one can use theoretical concepts in real world scenarios. 
5. Conclusion 
Overall, this research was a valuable experience that helped me in enhancing my analytical, research and academic writing skills. I got a fair insight on how to conduct industry research, apply the theoretical frameworks and analyse the business environment attractiveness for a firm. Although, I failed to maintain an analytical perspective always and sometimes deflected towards descriptive writing. This added to my learning of how to maintain a critical perspective. This assignment also helped me in understanding the importance pf using sources that are credible, properly structuring the assignment and maintaining time efficiently. 
6. Action Plan
To improve my work I will focus on a few key areas. First, I would use Pomodoro technique and use time management applications for next 3 moths to ensure that I prioritise my work and I have sufficient time to analyse, revise and research my work properly. Second, I will try to develop analytical and critical thinking skills by practicing evaluation of different perspectives, and asking my peers and colleagues about their opinion on question at hand consistently from now on. This would help me in writing my reports more critically rather than being descriptive. Third, I will try to learn more about research skills and referencing through attending proper workshop on research analysis in next six months so that I can improve my research skills further and do proper referencing in my future projects as well. 
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SELF CARE GERM PROTECTION HOUSEHOLD CARE INTIMATE WELLNESS

Durex and Veet bring science-led

Strepsils, Mucinex, Gaviscon and Nurofen
solutions to sexual health and grooming,

provide trusted over-the-counter

treatments that support millions to take.

charge of their health at home.

Like-for-like

net revenue growth' revenue growth

0.0%

2024:1.4%

IFRS net

0.3%

2024: -3.0%

Adjusted total EPS
diluted'

352 8p

2024: 349.0p

Lysol, Dettol and Harpic protect against
the spread of germs and drive widespread
adoption of good hygiene habits, the
foundation of healthy lifestyles.

IFRS total EPS
diluted*

467.2p

2024: 203.2p

Finish and Vanish are global leaders
shaping the future of everyday cleaning
through solutions that save time, simplify
routines and give better results.

Net revenue from
Cash returned to more sustainable

shareholders' products’
%

£2.3n  37.9%

2024: £2.7bn 2024:34.9%

supporting comfort, trust and positive
‘experiences for consumers worldwide.

People positively
impacted by social
impact programmes®

38mn

2024: 29mn
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FOUNDATION

We create and build
Powerbrands...

Our distinctive culture, people
and Powerbrands are the bedrock
of our sustained success.
Accountability and a relentless
focus on delivery, coupled with

a sharp Core Reckitt portfolio

and clear value creation principles,
give us a strong base for
everything we do.

How we are evolving into a world-class health and hygiene company

EXECUTION

using our winning
Playbook for growth...

We execute through our
repeatable model built on
consumer obsession, superior
innovation and executional
excellence. It is how we ensure
consistent and responsible
delivery across all our markets,
advancing our sustainability goals
and driving positive outcomes.

PERFORMANCE

to deliver sustainable
outcomes...

Our firm foundation and focused
execution, together with
simplified operating structures
and improved efficiency, drive
enhanced financial outcomes,
performance and results. This
supports above-category growth,
increases profitability and builds
momentum for sustainable

value creation.

REINVESTMENT

and fuel compounding
value creation.

We channel the capital we
generate back into building our
Powerbrands and capabilities,
alongside returning cash to
shareholders. This creates a
virtuous circle of growth, where
performance and reinvestment
continually reinforce each other
and ensure strong foundations.
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Our value chain

This is how we deliver measurable
value to the business, shaping
positive outcomes across our
end-to-end operations and for
our stakeholders. Aligned to

our five strategic priorities, our
value chain illustrates how we
drive benefit and enable
sustainable growth.

01Product design

‘We develop superior, science-based
solutions and we use our Sustainable
Innovation Calculator to design products
‘that contribute to our sustainability targets.

02 Sourcing

‘We source raw, packaging and co-pack
materials from around 2,000 suppliers
across 67 countries. Around 27,000 indirect
suppliers provide services that support
our Business.

03 Manufacturing

'We have 46 production facilities (CR 34,
MJN 6, EH 6), supported by an adequate
number of third-party manufacturing sites.

04 Supply and logistics

'We run a global distribution network with
130 active distribution centres around

55 countries.

v;‘m:‘gr

e @e"
Value 2
chain H

05 Sales and marketing
Globally, our major trading channels span
millions of retailers, from online retailers

to brick and mortar stores, and leverage a
network of distributors to reach consumers,
especially in Emerging Markets.

06 Consumer use

Our products are used in households
millions of times each day. On this scale,
‘even small changes in consumer behaviour
‘can have a big impact.

07 End of life disposal

‘We aim to design for a circular economy to

help reduce plastic and packaging waste.

@ For more information see our 2025
Sustainabilty Report, available at reckit.com
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Main Indicatol 2024 (F) 2025(E) 2026 (E) 2027 () 2028 (E)
GDP (vittions usp) 3,644.64 | 3,839.18 | 4,040.84 | 4,239.51 | 4,457.37
GDP (constant Prices, Annual % Change) 1.1 1.1 14 15 15
GDP per Capita (uso) 52,648 | 54,949 | 57,387 | 59,828 | 62,596
General Government Balance (i % of Gor) -4.5 -4.0 -33 -2.8 -2.6
General Government Gross Debt (in % or cop) 101.2 103.9 105.4 106.1 106.5
Inflation Rate (%) 25 3.1 22 2.0 20
Unemployment Rate (% of the Labour Force) 43 45 44 43 42
Current Account pittions Usp) -122.68 | -141.44 | -148.82 | -150.42 | -152.48
Current Account (in % of Gop) -3.4 -37 -37 -35 -3.4
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How customers are shopping and exploring new ways to save money

% share of consumers that have taken specific actions to gain more value from purchases

Buy from discount retailers / grocers

Switch to retailer own brand

Join loyalty / reward programme

Opt for cheaper brands of similar
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Consumers are prioritising value in purchasing decisions, with brand much
less important
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Our focus areas

Water Access

Expanding safe water and sanitation access through
Innovative partnerships for long-term communtty
resilience.

Resilient Health

‘Advancing prevention and early intervention to
strengthen health and resilience In communities.
‘worldwide.

Learnmore > Learnmore >

Environment

‘Working toward a net-zero, nature-positive future by
reducing emission and water use and restoring
ecosystems.

Stronger Communities

Backing local iInnovators solving health and hyglene
challenges in underserved communities.

Learnmore > Learnmore >
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2025 Sustainability performance

31.9% 13% 3 38mn

net revenue from reduction in Scope 1 ‘water positive sites people positively
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Top 10 FMCG Companies in the World 2024

This list ranks the top FMCG companies in 2024 based on revenue,

Brand Revenue
1 Nestlé $1028
2 Pepsi $918B
3 Johnson & Johnson $858B
4 P&G $828
5 JBS $728B
6 Unilever $608
7 AB InBev $598B
8 Tyson Foods $538
9 Coca-Cola $468B

10 Loréal $44B
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UK businesses say Brexit has been the biggest cause of supply chain
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