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[bookmark: _Toc236428610]Element 1: Sustainable Brand Extension Poster Presentation 
[image: ]
[bookmark: _Toc236428611]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) 
Analysis for the brand extension 
[bookmark: _Toc236428612]2.1 STDP Analysis 
	Segmentation (S)
	Targeting (T)
	Differentiation (D)
	Positioning (P)

	Geographic, focusing on location-based approaches
	Individuals live in metropolitan cities such as London, Birmingham, Manchester and Edinburgh.
	Unilever EcoLoop enables refill stations using AI, carbon neutral delivery services and easy access to supermarkets.
	Technology integration and environmental benefit for the busy urban consumer seeking a convenient refill option.

	Demographic, focusing on population-based approaches
	Millennials and Generation Z, aged 25-40 years, with moderate household incomes.
	Unilever EcoLoop offers reusable, aluminium containers, inexpensive refill subscriptions and rewards.
	The high-quality refill economy brings affordability to the modern household in the UK.

	Psychographic, focusing on lifestyle and value-based approaches
	Environmentally conscious individuals who prefer technology and sustainable-oriented brands that ensure circular economy approaches.
	Unilever EcoLoop combines QR-based lifecycle tracking, environmental impact data and personalised incentives, fostering consumer trust.
	Transparent circular packaging ecosystem supports and educates environmentally aware consumers to make conscious and responsible choices.

	Behavioural, focusing on purchase intention-based approaches
	Individuals who prefer to buy products from Unilever and already participate in the loyalty programmes. 
	Unilever EcoLoop offers personalised refill subscription programs with AI reminders, increasing repeat purchases.
	The refill ecosystem builds sustainable consumption in the long-term relationship with the customer.


Table 1: STDP Analysis 
(Source: Self-developed)
Geographic Segmentation 
The geographical segment centers on the consumers of London, Manchester, Birmingham and Edinburgh, where there are a range of sustainability programs, refill stations and digital retailing in place. Circular economy practices are more prevalent and accessible among these urban markets (Siderius and Zink, 2023). The cities are chosen due to high demand for convenient, technologically advanced and sustainable home-buying solutions.
Demographic Segmentation 
[image: ]Figure 1: UK consumers prefer sustainability products
(Source: Consultancy UK, 2026)
Unilever will target the middle income, aged 20-45 individuals as these people show most concern towards the environmental dimensions (Consultancy UK, 2026). This audience will make regular purchases of top-tier household products, making Unilever EcoLoop a sustainable and cost-effective refill option.
Psychographic Segmentation
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Figure 2: UK consumers preferences towards eco-friendly packaging
(Source: Statista, 2026b)
The psychographic segment consists of tech-savvy consumers who seek premium quality products and use digital platforms to research and purchase products. Further, the eco-minded customers as about 52% of UK consumers prefer eco-friendly packaging in contemporary days (Statista, 2026b). Therefore, Unilever EcoLoop can meet the eco-friendly packing demand by implementing smart refill technology, reducing the plastic packaging waste. 
Behavioural Segmentation 
The behavioural segment consists of consumers who buy more frequently with a loyalty for Unilever products. It has been seen that Unilever products are found among 95% of UK households with 3.7 billion consumers (Unilever, 2026b; Unilever, 2026c). Hence, by promoting refill programmes, Unilever EcoLoop can reinforce long-term purchasing behavior and customer retention.
[bookmark: _Toc236428613]2.2 Target Audience Analysis 
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Figure 3: Consumers who prioritise sustainable practices
(Source: Statista, 2026c)
Their main target audience includes Millennials and Generation Z consumers, aged 20-45, live in urban areas with medium household income. About 64% of Gen Z and 55% of millennials prefer sustainable practices compared to older populations and refill based consumption offers illustrate such sustainable practices, highlighting the suitability of selecting this specific population (Statista, 2026c) . Teenagers are not included as they have less purchasing power than adults for products and services within the household. The selection of such a specific audience can be supported by The Diffusion of Innovation (DoI) theory as it states that people who accept new ideas first, namely the innovators and early adopters, can shape broader market acceptance for new products (Mbatha, 2024). Unilever EcoLoop will engage these consumers with AI-driven refill reminders, QR codes for sustainability information, supermarket refill stations and personalised loyalty incentives.
[bookmark: _Toc236428614]2.3 Differentiate Strategy 
Unilever has always differentiated itself by the trusted global brands, product innovation at every turn, robust sustainability commitments and by marketing campaigns with a purpose. The focus of differentiation will shift from product quality to providing a full circular consumption ecosystem, including AI-powered refill reminders, QR-enabled lifecycle transparency and refill subscriptions for Unilever EcoLoop. This aligns with the Value Proposition theory which states that the essence of competitive advantage is the provision of functional, emotional and environmental benefits that are not easily imitated by competitors (Brunner et al., 2024). Therefore, Unilever EcoLoop is about providing superior customer value by convenience, measurable environmental impact and long-term cost savings. 
[bookmark: _Toc236428615]2.4 Positioning Outline 
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Figure 4: Competitive Positioning
(Source: Self-developed)
P&G Ariel Platinum PODS, Ecover Refill Laundry Liquid and Method Refill Hand Wash are key competitors, offering sustainable alternatives with the potential to be disruptive. These products do not come with AI refill reminders, QR code tracking of product lifecycles, carbon neutral delivery and cross-brand loyalty rewards such as Unilever EcoLoop. This holistic solution provides enhanced convenience, deeper customer connection, and long-term customer value (Bing et al., 2024). EcoLoop thus succeeds in making digital innovation more competitive, while concurrently working towards environmental sustainability and re-establishing customer relationships.
[bookmark: _Toc236428616]Element 3: 7Ps Marketing Mix 
The 7Ps Marketing Mix helps organisations to create a strategy and integrated marketing approach to create a customer value from seven interconnected marketing elements (Jain et al., 2022).
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Figure 5: 7Ps Marketing Mix Concept
(Source: Self-developed)
The 7Ps framework is used by Unilever EcoLoop to ensure that all marketing decisions align with sustainability goals, enhance customer engagement, foster circular usage, and contribute to sustainable business growth.
	Factors
	Illustration

	Product
	· EcoLoop reusable aluminium refill bottles for Dove, Persil and Sunsilk
· A lifecycle tracking and refill subscription service for QR codes powered by AI

	Price
	· Premium introductory bottle (available for £12.99) and cheaper refills (£4.99 to £6.99)
· Monthly membership discounts and EcoLoop loyalty discounts

	Place
	· Refill stations are present in supermarkets such as Tesco, Sainsbury's, and ASDA
· Available on Unilever website and application, allowing customers to order online

	Promotion
	· Social media campaigns, sustainability influencers and digital advertising
· QR education campaigns, personalised e-mail promotions

	People
	· Retail employees and customer service with sustainability training
· EcoLoop brand ambassadors and delivery partners

	Process
	· Contains purchase of the product, scan QR code, receive AI reminders, refill and earn EcoLoop rewards

	Physical Evidence
	· Premium aluminium bottles, smart refill stations and EcoLoop mobile app and environmental impact dashboard


Table 2: 7Ps Marketing Mix for Unilever’s EcoLoop
(Source: Self-developed)
Product 
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Figure 6: Refillable packaging market
(Source: Grandview Research, 2026b)
The EcoLoop product is a combination of reusable aluminium containers, reusable refill pouches and AI-based refill technology, to help minimise single-use plastic use while keeping the premium quality of Unilever’s products. However, the product not only includes the physical packaging only, but also digital lifecycle transparency with QR codes providing environmental information. Although the reusable containers will cost more upfront, it will save money in the long run because of the reusability. The refillable packaging market is growing at a CAGR of 7.3% with the current size of $1,449.6 million, illustrating the high demand of such products (Grandview Research, 2026b). Therefore, Strategically, EcoLoop is turning the consumption of conventional household products into a technology-enabled circular consumption experience, creating sustainable competitive advantage.
Price 
At Unilever, value-based pricing is realised by pricing reusable containers at a premium and refills at a lower price and providing subscription discounts. However, price sensitive consumers not familiar with refill systems may be deterred by the higher starting price (Tassell and Aurisicchio, 2023). Selling on a subscription model or offering loyalty rewards for customers, Unilever will expect greater retention and a recurring revenue stream. A different approach will be to offer discounts to students or promotional packages to swiftly stimulate trial among young eco-conscious shoppers.
Place 
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Figure 7: UK online sales
(Source: Statista, 2026d)
The Unilever EcoLoop will adopt an omnichannel approach, through the supermarket refill stations, online ordering and home delivery, to maximise the reach of its proactive circular campaign. However, making physical refill stations is the only way to access products, it will negatively impact the availability of products to rural consumers. The online retail sales in the UK is more than 27%, showing that the use of online channels will boost market penetration (Statista, 2026d). Therefore, beside adding the product to Tesco, Sainsbury’s and ASDA, digital buying platforms will be added. Strategically, the physical and digital supply chain integration creates a more convenient customer experience, securing EcoLoop’s competitive edge.
Promotion 
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Figure 8: Social media usage in the UK
(Source: Statista, 2026e)
In promotion, Unilever will share quantifiable environmental gains via digital marketing, sustainability narratives and tailored interaction. The social media platforms, especially Instagram, Facebook and YouTube will be used to promote the product as more than 55%, 72% and 45% are actively using these platforms (Statista, 2026e). Nonetheless, education and loyalty promotions will be used to keep customers engaged. On the other hand, individualised digital communication will be used as it has the potential to enhance emotional commitment and motivate further participation. 
People 
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Figure 9: Consumers preference change towards sustainability products
(Source: Statista, 2026f)
People contain employees, retail partners, customer support teams and consumers to ensure a consistent service and company growth. However, due to lack of information among staff, there will be a decrease in consumer confidence in product adoption. Hence, there will be a need for sustainability training, digital application guidance and refill system demonstration for the retail employees of Unilever. On the other hand, about 36% and 27% of UK consumers show modest change and significant change towards the sustainable product purchasing (Statista, 2026f). Therefore, the well-trained employees can positively attract the consumers who show a shift towards eco-friendly products and will help Unilever to launch the product successfully.
Process 
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Figure 10: Process of product purchasing 
(Source: Self-developed)
The customer process starts with the purchase of a reusable bottle, registration via the EcoLoop application, QR code scanning, and the AI-created refill reminder prior to the arrival at the refill stations or before the online ordering of refill-packs. However, this can put off first-time users because of the complex registration process (Begum et al., 2022). Hence, Unilever must streamline the digital onboarding process and include easy-to-follow instructions in their store. A different approach will be to offer physical loyalty cards as well as digital services to make it easier to access.
Physical Evidence 
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Figure 11: EcoLoop products preview
(Source: Self-developed)
Premium aluminium bottles, branded refill stations, environmentally friendly refill pouches which can be reused and the EcoLoop mobile application which shows the environment performance are all physical evidence. Tangible evidence needs to be continuously delivered to keep the confidence of customers high, to fulfil Unilever’s promises in sustainability. Packaging is important in prompting purchases; however, it is the environmental performance that builds brand credibility (Majeed et al. 2022). When the carbon savings, plastic reduction facts and sustainability certifications are demonstrated, it boosts consumers’ confidence. Strategically, all physical interactions reinforce EcoLoop’s premium positioning and brand differentiation from traditional household products, which are mainly packaged in single-use packaging.
[bookmark: _Toc236428617]Element 4: Reflection
The Gibbs’ reflective model helps to assess the past actions to identify weak areas and improve them for the future activities (Gibbs, 1988). The model has a total of 6 steps as shown in the below figure. 
[image: ]
Figure 12: Gibbs’ Reflective Model
(Source: Self-developed)
Description 
I have researched the branding extension, sustainability and strategic marketing concepts into a unified proposal as the key to the development of Unilever EcoLoop - Smart Refill & Circular Packaging Network. I analysed Unilever’s sustainability initiatives, consumer trends, application of STDP and the 7Ps Marketing Mix for the environment and business.
Feelings 
At first, I was not sure about being able to come up with a sustainable yet commercially viable brand extension. My belief continued to grow as the project continued because I conducted research on the Unilever Sustainability goals and used marketing frameworks. The presentation of the idea helped me to build my confidence in communicating strategic ideas however I was aware that I needed to improve my presentation delivery and visual storytelling skills.
Evaluation
I gained an understanding of sustainable marketing and strategic brand development through the project. The use of STDP and the 7Ps Marketing Mix facilitated the link between the needs of customers and the aims of the organisation (Rajer, 2023). However, choosing the appropriate market data, a balance between creativity and academic research proved to be difficult. I understood that the poster needs to be effective in getting across complex ideas. Overall, the project has reinforced my research and analytical thinking abilities as well as my professional communication abilities will help future research.
Analysis 
I was able to assess some of the effects of sustainability principles and theories of marketing on strategic decision making. I gained deeper knowledge of analysing consumer behaviour, sustainable brand positioning and integrated marketing strategies. However, I realised that industry comparisons would be helpful and would be more confident in presenting the work in the future. This experience brought to light the requirement to balance the parameters of customer value, environmental responsibility and commercial performance to achieve sustainable marketing success.
Conclusion 
This project improved my strategic marketing knowledge, increased my level of sustainability awareness and presentation confidence. Future projects should include a wider competitor analysis and more robust visual communication and use of existing industry evidence to create more convincing and well-presented marketing strategies.
Action Plan
	Area
	Planned Action
	Required Resources
	Timeline

	Marketing Analysis
	Apply higher level marketing theories to further case studies.
	Journal, articles and books on marketing
	3 weeks

	Sustainability Knowledge
	Learn about the new circular economy and ESG marketing strategies.
	Sustainability reports of companies, academic databases
	4 weeks

	Presentation Skills
	Enhance public speaking skills, poster design and visual storytelling.
	Presentations using Canva, PowerPoint and presentation workshops.
	3 weeks

	Research Skills
	Improve academic and industry evidence evaluation.
	Google Scholar, library databases
	5 weeks

	Digital Marketing Knowledge
	Discover the role of AI in marketing and customer engagement online.
	Online marketing courses, industry reports
	6 weeks


Table 3: Action Plan 
(Source: Self-developed)
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[bookmark: _Toc236428619]Appendix 1: Poster Content 
Introduction
Unilever PLC was established in 1929 operating as the manufacturer of food, personal care, home care and wellbeing products in over 190 countries (Unilever, 2026a; Unilever, 2026b). Unilever is the world’s 26th largest business with the revenue of €60.8 billion in 2025 (Unilever, 2026a; Statista, 2026a). Unilever strives to develop sustainable growth, minimise environmental footprint and enhance social wellbeing with responsible business practices. 
Sustainable Brand Extension
EcoLoop promotes the re-use of its products, enhances customer loyalty, diminishes packaging waste and contributes to sustainable business growth. Unilever has set a 30% virgin plastic reduction goal by 2026, highlighting the need to meet its sustainability goals (Unilever, 2026c).
Brand Extension and Current Market Trends
In the UK, over 70% of consumers are “very concerned” about the environment when buying everyday household and personal care products (Ipsos, 2026). The global reusable packaging market is expected to grow beyond $190.1 billion by 2030, showing the growing adoption of the circular economy (Grandview Research, 2026a). 
Brand Extension and Sustainability
EcoLoop helps to reduce packaging expenses and boost customer engagement with refill loyalty programs and incentives. EcoLoop directly contributes to the SDG 12 by promoting the reusable packaging use and responsible purchasing behaviour (SDGs, 2026). It helps to pursue SDG 13 with regards to emissions associated with packaging consumption (SDGs, 2026).
Conclusion
Unilever EcoLoop takes sustainability leadership by tackling it with innovative refill technology and circular packaging. The extension enhances customer retention, repeat sales and overall competitive edge. 


(Source: Self-developed)
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Introduction
Unilever PLC was established in 1929 operating as the
manufacturer of food, personal care, home care and
wellbeing products in over 190 countries (Unilever,
2026a; Unilever, 2026b). Unilever is the world’s 26th
largest business with the revenue of €60.8 billion in
2025 (Unilever, 2026a; Statista, 2026a). Unilever
strives to develop sustainable growth, minimise
environmental footprint and enhance social wellbeing
with responsible business practices.

Product
overview

Brand Extension and Current Market Trends
In the UK, over 70% of consumers are
concerned”

“very
about the environment when buying
everyday household and personal care products (Ipsos,
2026). The global reusable packaging market is
expected to grow beyond $190.1 billion by 2030,
showing the growing adoption of the circular economy
(Grandview Research, 2026a).
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Flgure 3: Reusable packﬂgmg market
(Source: Grandview Research, 2026a)

Conclusion

Unilever EcoLoop takes sustainability leadership by
tackling it with innovative refill technology and circular
packaging. The extension enhances customer retention,
repeat sales and overall competitive edge

Unilever Logo

Sustainable Brand Extension
EcoLoop promotes the re-use of its products, enhances
customer loyalty, diminishes packaging waste and
contributes to sustainable business growth. Unilever has
set a 30% virgin plastic reduction goal by 2026,
highlighting the need to meet its sustainability goals
(Unilever, 2026¢).

Brand Extension and Sustainability
EcoLoop helps to reduce packaging expenses and boost
customer engagement with refill loyalty programs and
incentives. EcoLoop directly contributes to the SDG 12
by promoting the reusable packaging use and
responsible purchasing behaviour (SDGs, 2026). It
helps to pursue SDG 13 with regards to emissions
associated with packaging consumption (SDGs, 2026).
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