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[bookmark: _Toc216282356]1. Introduction 
Marks and Spencer is a well-known British multinational retailer with over 50 years of brand equity and reputation in terms of high-quality products, reliable service and home, food and clothing (M&S, 2025). With the changes in consumer values on ethical consumption and environmentally friendly lifestyles, M&S will have a good place to venture into sustainability-based product innovation. The purpose of this portfolio is to introduce M&S EcoHome, a new brand that introduces new home-care products that are eco-friendly and meet the current trend of using biodegradable and plant-based products that fit the needs of rising customer demand. The increase in issues regarding the toxicity of household chemicals and environmental degradation has spawned interest in healthier options, and this has created a compelling market prospect for M&S to expand responsibly as well as build on its sustainability promises. The study is organised in four main parts, which include, a Segmentation, Targeting, Differentiation and Positioning (STDP) analysis of the new brand, a step-by-step Marketing Mix in 7Ps framework; a brief pitch of the marketing plan; and a reflection section on the learning experience and strategic skill acquisition.
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Figure 1: Logo of M&S EcoHome
(Source: Self-created)
[bookmark: _Toc216282357]2. Element 1: STDP Analysis 
[bookmark: _Toc216282358]2.1 Company Overview 
Marks and Spencer was established in 1884 and has evolved to be one of the largest British retailers with a reputation for producing quality foodstuffs, fashionable clothes, and reliable housewares (Marks & Spencer, 2024). The company has millions of customers who have been served by its stores around the nation and its formidable online presence, and enjoys an established reputation as a company that is trusted, of quality and is innovative. Although M&S has excelled in its conventional retail segments, the changing demands of consumers in regard to environmental responsibility point to the requirement of additional diversification into the product lines that are sustainability-oriented. Diversifying into eco-friendly home-care products will help M&S improve its relevance in the market, address the new green consumer markets, and emphasise its overall dedication to ethical and environmentally focused retailing.
[bookmark: _Toc216282359]2.2 New Brand Concept 
M&S EcoHome is a new offering of environmentally-friendly and plant-based cleaning products, which are aimed at minimising the environmental footprint, whilst offering outstanding cleaning performance in the household. The product range consists of biodegradable surface cleaners, concentrated laundry sheets, botanical washing-up liquids, multi-purpose sprays, refill pods and environmentally friendly packaging materials. With the shift in lifestyle, growing awareness of the environmental impact of living, the market of sustainable home-care solutions grows fast due to the growth of consumer interest toward eco-friendly living (Vanapalli et al., 2021). The value proposition is based on the ideas of safety, effectiveness, and sustainability: the products are toxin-free or family-safe, cruelty-free, and produced using responsibly sourced ingredients that align with the brand image of M&S of high-quality and trust. 
[bookmark: _Toc216282360]2.3 Segmentation 
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Figure 2: Home Care Industry Statistics
(Source: Samruddhi Yardi, 2025)
The Home Healthcare Market is projected to reach about USD 797.8 billion in 2032, from USD 369.3 billion in 2022, thus rising steadily at a CAGR of 8.2%. The world home and laundry care market is expected to generate revenue of USD 233.86 billion by 2029 (Samruddhi Yardi, 2025). The segmentation of M&S EcoHome is generated on the basis of the demographic, psychographic, behavioural and geographic variables to obtain a complete image of possible consumer groups. The brand targets the niche of adults aged 25-55, who have dual incomes, as well as families with children who focus on health and cleanliness. Psychographic segmentation focuses on the environmentally friendly lifestyle, the choices guided by health and those who are eager to purchase products and companies that demonstrate ethical behaviour and responsibility (Wardana et al., 2023). Behavioural segmentation targets users who are interested in non-toxic home-care products, have brand loyalty, or are interested in sustainable consumption, such as refillable packaging preference, and low-waste product interest. The main market of the business geographically covers urban and suburban areas in the UK, where the sustainable adoption of retail shopping is booming fast. 
[bookmark: _Toc216282361]2.4 Targeting Strategy 
The core audience M&S EcoHome needs to focus on is mid, urban, and eco-conscious people aged 25-45 years old who value a sustainable lifestyle and are inclined to spend more money on products which do not have a negative environmental impact (Larranaga and Valor, 2022). The segment is appealing, as it has a high purchasing power, greater exposure to sustainability campaigns, and is also conversant with high-quality brands in retail, like M&S. Such customers are commonly business professionals or young families that are highly demanding in finding non-toxic cleaning options, which are safe and can be used to supplement healthier lifestyles. Market trends indicate that this age group is exhibiting consistent demand for ethical brands, refill-based systems and companies that show clear commitments towards sustainability (Theocharis and Tsekouropoulos, 2025). The current customer base of M&S has a high overlap with this target group and, therefore, it is likely to be adopted and cross-category purchased. 
[bookmark: _Toc216282362]2.5 Differentiation Strategy 
The quality of products, sustainability and brand credibility combine to position M&S EcoHome close to its competitors. The combination of ingredients that are of vegetable origin and nature makes these products safe and effective, and has a minimal environmental impact (Larranaga and Valor, 2022). Mineral and minimum-plastic packaging strengthens the claim of sustainability of the brand, supplemented by this part of the promise, which encourages households to dispose of less waste and promotes the use of circular consumption and refill stations (Abdelmeguid et al., 2024). High-performing formulations and superior fragrance profiles attract and satisfy those who desire an environmentally responsible product and are not willing to sacrifice the cleaning power. The eco-brand reputation of Marks and Spencer grants EcoHome a winning edge over any individual eco-brands like Method, Ecover and Bio- D, whose recognition is solid though not as extensive as its retail level and legacy as Marks and Spencer (Howes, 2023). 
[bookmark: _Toc216282363]2.6 Positioning Statement 
"To the green persona who wants to find safe, effective and ethical cleaning products, M&S EcoHome is the eco-friendly brand of home care that offers products that are eco-friendly, being plant-based and biodegradable and perform well. M&S ecoHome is unlike other eco-cleaning brands that operate through a niche or weak retail outlets, which often have a poor reputation in the market, and offer refill centres, high-quality formula, and eco-friendly materials. Basing its core values on quality, safety and responsibility (‌Behie et al., 2023), EcoHome will be the destination of any customer who desires a healthier and safer home, but at the same time does not feel like sacrificing product efficiency or shopping experience".
[bookmark: _Toc216282364]3. Element 2: Marketing Mix (7Ps) 
	7Ps Element
	Application for M&S EcoHome

	Product
	M&S EcoHome offers plant-based surface cleaners, dishwashing liquids, laundry sheets, and refill pods. Products use biodegradable ingredients, recyclable packaging, and eco-certifications such as plant-based and cruelty-free standards. Differentiation is reinforced through premium fragrance profiles, modern minimalist design, and refill systems supported by Marks & Spencer (McKinsey & Company 2025).

	Price
	A premium-value pricing strategy is adopted, balancing affordability with sustainable quality. Prices remain competitive compared to eco-friendly rivals while signalling high performance and ethical production.

	Place
	Distributed through M&S Food Halls, M&S Home sections, and the official online store. Options include home delivery, click-and-collect, and subscription services for regular replenishment. Refill kiosks are installed in flagship stores.

	Promotion
	Promotional efforts use integrated marketing communications: social media, influencer partnerships, sustainability storytelling, in-store displays, and loyalty programme discounts via Sparks(Quesenberry & Coolsen, 2023). Campaigns highlight environmental impact reduction.

	People
	Staff receive sustainability training and product-knowledge briefings to guide customers effectively and reinforce brand credibility.

	Process
	Smooth in-store navigation, clear shelf labelling, streamlined online purchasing, and a seamless subscription ordering process support convenience and customer satisfaction.

	Physical Evidence
	Eco-aesthetic packaging, clean graphic labels, in-store environmental displays, refill-station branding, and a green-themed website interface reinforce the brand’s sustainable identity.


Table 1: Marketing Mix Table
(Source: Self-created)
Product Strategy
The M&S EcoHome product strategy revolves around providing high-performance home-cleaning products and environmentally friendly products that capture the quality assurance that comes with Marks and Spencer. The packaging can be done in recyclable material that has less plastic, and where feasible, compostable options are used to reduce the adverse effect on the environment (Cristóbal et al., 2023). Its products consist of biodegradable surface cleaners, non-toxic dishwasher liquids, concentrated laundry sheets, and all-purpose sprays, refill pods that are made of plant-based and cruelty-free materials. 
Pricing Strategy 
M&S EcoHome assumes the pricing strategy of premium value, which implies the high-quality of ingredients, environmental friendliness of the production process, and the brand guarantee proposed by Marks and Spencer. Though the green products are generally priced higher because of the expensive nature of natural formulations and biodegradable containers, EcoHome will continue to be affordable to the average consumer by offering a price that is slightly lower than the niche market competitors. This would place the brand as a viable high-end choice, based on middle-income conscious families (Nekmahmud et al., 2022). The approach also allows M&S to seize the market share of the specialist eco-brands, which could be considered expensive or not so widely distributed.
Place (Distribution) Strategy 
The distribution strategy combines the wide network of retailers that Marks and Spencer has with omnichannel availability to optimise the market penetration. EcoHome products can be placed in high-visibility points within the M&S Food Halls and Home sections to capitalise on the footfall. Distribution online is also essential, which allows reaching the entire country, such as delivering the products to the home within a day, providing the possibility of picking up the products independently, and developing subscriptions with cleaning products that are used regularly (Breitbarth et al., 2021). This multichannel strategy addresses the needs of different types of customers and assists them in their convenience-based buying behaviour. 
Promotion Strategy 
Its promotion scheme will be based on the integrated marketing communications that will inform consumers about the environmental and functional value of M&S EcoHome. The key activity is digital marketing, and specific social media campaigns that focus on sustainability stories and product performance by means of effective videos, testimonials, and collaborating with influencers are popular. On-store promotions consist of end-aisle displays, interactive refill-station signs, and promotional materials describing the benefits of the ingredients (Grewal et al., 2023). Members of Sparks loyalty programme are given introductory discounts, which will make them buy the product.  
People 
The people are an essential part of the EcoHome service experience, particularly since environmental customers are usually in need of reassurance, as well as expert advice. The employees of all the M&S stores undergo specific training on environmental concerns, product safety, refill station management, and tips on how to use the product (Petersson, 2022). This allows employees to question the consumers and respond to their queries, give them tailor-made suggestions, and uphold the ethical stance of the brand. Customer-focused employees also contribute to informing shoppers of the advantages of refill systems and motivating them to join sustainable consumption behaviours. 
Process 
The process strategy aims to provide a smooth and easy shopping process at all touchpoints. The clear conceptualisation of products in store, easy shelf designs and easy refill stations make sure that customers can easily spot EcoHome products and purchase them. Digital purchasing is facilitated online by simplified navigation, elaborate product descriptions, sustainability filters, and secure checkout procedures (Petersson, 2022). A subscription-based ordering system will provide customers with recurrent delivery of frequently bought goods (laundry sheets and dishwashing liquids) and reduce the effort needed, as well as the retention rates of M&S, as goods are always available. 
Physical Evidence 
The use of physical evidence is essential in conveying the sustainability-oriented image of M&S EcoHome. The packaging of the product is minimal and has pastel green colours and clean fonts, which physically support the brand ethos of being natural and environmentally friendly. Certifications like plant-based formulations and biodegradable packaging are clearly shown on the labels and are one of the methods used to establish credibility (Lusk, 2022). Refill stations and in-store environments are wood-textured, have soft lighting, and pictures of nature to enforce the appearance of nature, which matches the brand. 
[bookmark: _Toc216282365]4. Element 3: Pitch Summary 
M&S EcoHome will be a strategic move to capture the emerging sustainable home-care business, which is developing rapidly due to an increased eco-consciousness and the demand for non-toxic household products. The brand is aimed at urban, middle-income, environmentally conscious consumers aged 25-45 years who are most likely to be interested in the brand according to the STDP analysis, as the most attractive and possessing high purchasing power and an environmentally friendly lifestyle. The product line M&S EcoHome has positioned itself in terms of plant-based formulations, biodegradable packaging, hi-fi fragrances, and convenience of refill-stations as features that are not always provided by its rivals, including Method, Ecover and Bio D. The M&S EcoHome is set to add business value, brand differentiation and minimize impacts on the environment which makes M&S become a mainstream sustainable retailer leader.
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[bookmark: _Toc216282366]5. Element 4: Reflection 
Prefluctive Assessment of Building the Brand 
The creation of the M&S EcoHome concept has given helpful insights into the creative and analytical operations needed in the creation of a new brand in a competitive marketplace that is based on sustainability values. This was an agile and realistic task which necessitated a keen analysis of the consumer trends, household cleaning behaviour, safety issues and environmental considerations. My consumer-focused secondary research contributed to my deeper knowledge of what eco-friendly audiences want, namely, non-toxic elements, refill systems, and a reasonable sustainability promise. 
Reflection on Strategy Development in the Marketing Domain 
Working on the marketing strategy empowered my practical knowledge related to the application of theoretical frameworks like the STDP and the 7Ps. The analysis of the market attractiveness, consumer motivation and segment viability, facilitated by the STDP model, was the key to addressing the evidence-based target population. The 7Ps framework allowed me to even further find appreciation in the importance of product design, pricing, distribution, customer experience, and physical cues, to fit in such a way as to formulate an integrated strategy. The assignment developed the qualities of critical analysis by evaluating competitors, sustainability trends, and customer expectations critically. 
Pitch Preparation Reflection 
Pitch preparation enhanced my communication skills in clarity, confidence, and persuasively conveyed marketing strategies. The need to reduce complex strategic content to a short, catchy story necessitated proper prioritisation of the key messages, visual consistency, and awareness of the audience. I gained more experience in organising the information logically, sustainability storytelling, and emphasis on value creation. The presentation of the pitch helped me to be more confident in my ability to present the analytical work to the stakeholders and to adjust my tone and communicate with the investors and consumers. 
[bookmark: _Toc216282367]6. Conclusion 
In this research, M&S EcoHome, an eco-friendly home-care label, was produced to address the increasing demand of consumers to purchase ethical and plant-based household products. The portfolio showed how M&S can utilise its credible reputation to venture into growing an eco-market as well as sustaining environmentally conscious lifestyles. The strategy portrays a solid fit with the emerging trends and provides a clear brand diversification and competitive advantage through the use of STDP and 7Ps analysis. All in all, the workplace framework has very high-order strategic marketing capabilities combining theory and practice to develop a sustainable and future-based brand concept, which reinforces M&S as a responsible and innovative retailer.
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The Opportunity
The home care market worldwide
is at an exceptionally high wave
of growth, being influenced by a
strong consumeristic tendency
towards health and sustainability.
Contemporary customers are
interested in purchasing products
which are safe to their family and
the environment (Vanapalli et al.,
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M&S EcoHome has a variety of
biodegradable cleaning items such
as surface sprays and laundry
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Marketing & Positioning

Elements that will help launch the item will
entail an integrated campaign based on
digital storytelling, influencer
collaborations, and major in-store activation.
The impressive sustainability stories and
flawless omnichannel experience will also
enable M&S EcoHome to become the best
option to obtain effective, ethical, and
elegant home care (Quesenberry & Coolsen,

2023).
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