
 

 

Unilever's 'Power Brands' Strategy 
Success or Failure? 

Introduction: 
In the fast-paced world of consumer goods, companies are constantly searching for innovative strategies to 
stay ahead of the competition. Unilever, one of the world's largest consumer goods companies, 
implemented a 'Power Brands' strategy to consolidate its brand portfolio and drive growth. This blog post 
will delve into the intricacies of Unilever's 'Power Brands' strategy, exploring its implementation, 
challenges faced, and its overall success or failure. 
Background: 
Unilever boasts an extensive brand portfolio that includes popular household names such as Dove, Axe, 
and Lipton. However, managing such a diverse range of brands across different markets proved to be a 
challenge. Unilever recognized the need for a more streamlined approach to effectively leverage its brands 
and maximize their potential. 
'Power Brands' Strategy: 
Unilever's 'Power Brands' strategy aimed to focus resources and investments on a select group of brands 
with the highest growth potential. By narrowing down the brand portfolio, Unilever sought to achieve 
greater efficiency and effectiveness in marketing, innovation, and distribution. This strategy allowed the 
company to concentrate its efforts on key brands, ensuring a more impactful presence in the market. 
But All Was Not Well! 
Despite the initial optimism surrounding the 'Power Brands' strategy, Unilever faced significant challenges 
during its implementation. One key issue was the failure of this strategy in developing and emerging 
markets. Local brands in these markets often held a strong influence and were deeply ingrained in the 
culture and preferences of consumers. Unilever's attempt to replace these local brands with its 'Power 
Brands' faced resistance, hindering the strategy's success. 
'One Unilever': The Revived Power Brands Strategy? 
Learning from the challenges faced, Unilever embarked on a journey to revive its 'Power Brands' strategy. 
The company recognized the importance of incorporating local influence into its branding decisions. 
Instead of entirely replacing local brands, Unilever sought to adapt and integrate them into its 'Power 
Brands' portfolio. This new approach, known as 'One Unilever,' aimed to strike a balance between global 
brand consistency and local relevance. 
Conclusion: 
In conclusion, Unilever's 'Power Brands' strategy presented both successes and failures. While it initially 
encountered obstacles in developing and emerging markets, Unilever's adaptation through the 'One 
Unilever' approach showcased a renewed potential for the strategy's success. The ability to appreciate and 
incorporate local influence in branding decisions played a crucial role in overcoming challenges. 
Ultimately, the effectiveness of Unilever's 'Power Brands' strategy will continue to be a subject of debate, 
as the company navigates the ever-changing landscape of consumer goods. 
 


