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Basic need potential is the ability to cater for ones needs wherever they arise. The basic need potential is the force behind the achieving of the certain needs which are supposed to be catered for and forgoing others (Streeten, 1979). In a more definite way basic need potential is the ability to attain what one do not have and the force deriving at the achievement. The NIVEA brand is a good example in explaining the basic need potential. Once the brand decided to expand, the competitors like the Henkel, Unilever and Procter and Gamble had taken their place in expansion and also had recovered from economic recession. As a consequence the company had announced a major restructuring project of 270 million pounds. This acts as the basic need potential for achieving the expansion of the company. 
Country financial and economic forces arise from a variety of national differences in economic structures, policies, political institutions and currencies within different countries. Economic forces are the factors that help in determination of fields of operation in the financial environment. This factors include the levels of unemployment in a certain country, inflation, government regimes and fiscal policies among others. In the article, the beginning of the year 2008 with the financial crisis, Beiersdorf reported the best results in its history with 5,971 million pounds. This gives a clear indication that with certain economic factors and measures, production can result based on them. In 2011 the Bergdorf’s employees were protesting against the job cuts.
Political forces are the different personalities, parties and the pressure groups that have an influence on the economic and the political stability of a country through their actions and speech (Arndt, 1983). This forces may have an impact on the financial state of a country positively or negatively. Political forces that impact industries in a country involve the dispensations either political or regulatory measures that affect the nation. The Beiersdorf was operating at a very strong global competition from Procter and Gamble, Unilever, Henkel among other companies. The European Union’s economic downturn, with Greece, announcing its bankruptcy and other countries being on the verge of it. This explains the political forces and their impacts on the business progress of the companies. The legal forces include the powers and the limitations that arise from legislation and the interpretation of laws, and which restrain organizational activities.
Socio-cultural forces are the customs and values that characterize a certain society. The cultural aspects of a society include the education levels, language use, and politics among others. The sociocultural forces in a society depend with which group of people you are interacting with. So as to achieve the market strategies of the company and the brand of NIVEA, the Beiersdorf had to target the certain personalities in the region to render market to their product. He also realigned its corporate structures in an effort to grant regional subsidiaries more decision making authority. The target group in this case are the users of the product and the means in which can be used to reach the consumers of the product. According to the article the core element in Beiersdorf to remember its core competence excellence in skin and body care, for instance, the NIVEA brand was heavily advertised with a new marketing platform of integrated 360- degree channels. Beiersdorf not only sold regionally but also sold around the globe targeting the market group.
Environmental forces include the structures which enable delivering of a business, some factors such as infrastructure control those forces and leads to achieving of the environmental forces. Adequate roads, electricity and availability of other transport means lie in the category. The Beiersdorf operated at a limited shelf space in an economic environment of decreasing market size. There were innovations such as the stain free deodorants. The means of transport and communication in the region of market were well improved and these made it possible for him to achieve a better position of expanding the business idea. In a more precise manner we can say the company had some environmental factors which favored it in production and marketing of goods.
The competitive forces are the designation of measures geared towards outdoing the limiting factors in an area of production or market. There are many competition forces which help in structuring a business like the change of the product in the market which may in turn attract the customers in the market. In the article, the competition in the market was impacted by the change of NIVEA products in the market and also the brand. Also the customer service was improved so as to cater for the customer or peoples preferences.
The Beiersdorf has clearly justified that the strategies which were employed in the improvement of the business were authentic. The change of brands, increase of products and also care for the different groups using the products are the target measures which are used in any business in tapping the customers. The business plan also earns a great percentage in expansion of any business.
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