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Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
[bookmark: _Toc234495995]Introduction 
Segmentation, Targeting, Differentiation and Positioning (STDP) is a tool that can be used by organisations to find groups of customers that are attractive to them and form strategies that can provide them with a competitive advantage (Hanlon, 2024). LUSH EcoRefill's usage of STDP is vital for the product as it hinges on consumer values, purchasing habits and perceived value when applying it to personal care products. Hence this analysis aims to compare the most appropriate market segments and formulate an appropriate market positioning for the sustainable brand extension.
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Figure 1: Marketing Segmentation

[bookmark: _Toc234495996]Market Segmentation 
Using market segmentation, LUSH targets its resources to the consumers who will be most likely to purchase refillable personal care products, instead of the larger cosmetics industry. 
[bookmark: _Toc234495997]Geographic Segmentation
LUSH EcoRefill should focus on cities and urban areas in the UK where LUSH has a proven presence, particularly London, Manchester, Birmingham and Bristol, where there is greater engagement with sustainable lifestyles in the city (Shahab and Webb, 2024). This strategy has significance because the convenience of accessing the physical location is important to participation in the refill systems. By targeting urban areas with high population densities, LUSH can also generate more refills and customer loyalty, allowing them to make improvements before branching to more remote areas (Tan, 2025).
[bookmark: _Toc234495998]Demographic Segmentation
Demographically, LUSH EcoRefill should aim to appeal to the 20-40-year-old Millennials and Generation Z age groups, mainly those living in urban settings and who are professionals and have an average and high disposable income. The segment is a mix of purchasing power and growing environmental consciousness, which is ideally positioned for high-quality sustainable personal care products (Veas-González et al., 2026). But, just the demographics are not enough to explain sustainable purchasing behavior (Fisher, Bashyal and Bachman, 2012). Hence, to know consumers who are most likely to be interested in refill systems and remain loyal, LUSH should incorporate demographic insights along with psychographic and behavioural aspects.
[bookmark: _Toc234495999]Psychographic Segmentation
The psychographic basis is the most important basis for targeting LUSH EcoRefill products, since the adoption of refills is largely related to consumer values and lifestyles (Allen et al., 2025). The brand should target those who pay attention to environmental responsibility and ethical sourcing, cruelty-free cosmetics and waste minimization (Theocharis and Tsekouropoulos, 2025). These consumers see the refills as a valuable part of their sustainable lifestyle, not just a way to save money. By aligning EcoRefill to these values, emotional brand attachment is bolstered, repeat purchases are driven and LUSH is maintained as a purpose driven cosmetics brand (Xue and Tian, 2025).
[bookmark: _Toc234496000]Behavioural Segmentation
By segmenting consumers based on their purchasing, brand loyalty, and willingness to adopt sustainable practices, LUSH can gain insight into their buying habits and preferences (Agarwal et al., 2025). The first category is made up of LUSH customers who have a habit of buying ethically-made cosmetics and are willing to try environmentally-friendly innovations. They know the brand, and this eases adoption risk and boosts the chance of repeat refills. These customers are encouraged to use refill stations in place of single-use packaging, which increases their lifetime value, builds long-term loyalty, and works towards LUSH's circular consumption goals (Coelho et al., 2020).
[bookmark: _Toc234496001]Targeting Strategy 
LUSH EcoRefill needs to take a differentiated approach in targeting customers and focus on environmentally conscious Millennials and Generation Z consumers who are in the age range of 20-40 years and make frequent purchases of premium ethical personal care products (Filip et al., 2025). This segment is particularly appealing as it offers high purchasing power and high environmental awareness, which translates to its receptivity for product-refill systems that deliver product quality while minimizing plastic waste. A secondary target market will be the environmentally conscious families and working professionals looking for practical solutions to minimize household waste without sacrificing convenience (Nguyen et al., 2025). By targeting these customer segments, LUSH can ensure the maximization of customer lifetime value, improving repeat purchase rates and bolstering its sustainability-focused brand image (Sah, Hong and Huang, 2025). Thus, a differentiated targeting strategy is more likely to be effective in the long term than a mass marketing strategy, which is consistent with consumers' expectations and that of the company's ethical positioning.
[bookmark: _Toc234496002]Differentiation Strategy 
While some cosmetics companies have developed refill programs, like The Body Shop or Faith in Nature, LUSH EcoRefill sets itself apart with a circular consumption model that incorporates refill stations with reusable aluminium bottles, handmade products, cruelty-free production and ethically sourced ingredients (Martins, Silva and Marto, 2025). LUSH is not just a sustainability initiative, but part of its overall brand purpose, allowing the refill experience to integrate with other sustainability efforts. Such an integrated approach will be more challenging for the competitors to copy, resulting in better customer loyalty and reaffirming the unique ethical brand image of the company (Canta Honores and Barcellos-Paula, 2024).
[bookmark: _Toc234496003]Positioning Strategy 
LUSH EcoRefill needs to be viewed as a high-quality personalized care product, which can help consumers mitigate the use of plastic without sacrificing quality, values, or overall shopping experience. The value proposition goes beyond the environment and is a combination of convenience, product performance, and responsible consumption in a trusted brand (Laukkanen and Tura, 2022). This results in a consumer image of EcoRefill as an easily accessible contribution to the circular economy with LUSH handmade, cruelty-free cosmetics (Martins and Marto, 2023). The placement builds brand value and will help to enable LUSH to maintain its sustainability leadership and competitive advantage in the long term.
[bookmark: _Toc234496004]Element 3: Marketing Mix (7Ps)
[bookmark: _Toc234496005]Introduction 
The marketing mix can be used as an approach to develop the LUSH EcoRefill concept into a viable product and program for the market, which is sustainable in the long run. The 7Ps model would be suitable for EcoRefill because they are a mix of high quality personal care products and refilling service in store, rather than the 4Ps. The following analysis critically reviews the effect of each marketing mix element on the value to the customer, sustainability and long term business growth.
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Figure 2: The 7 Ps of Marketing Mix

[bookmark: _Toc234496006]Product 
LUSH EcoRefill's product strategy needs to reflect more than an eco-friendly refill, it needs to be a high quality personal care refill system. Both the product quality (shampoo, conditioner, shower gel, hand wash and body lotion) and the sustainable consumption (aluminium reusable bottles, dedicated in-store refill stations) are all adding value to the offering. This integrated solution aligns with the ethical approach of LUSH's brand, in line with the values already established, the method of production is cruelty free, formulations are handmade and ingredients are responsibly sourced (Figueiras, 2015). The reusable bottle is a long-term asset as opposed to a one-time-use package, going along with the concepts of the circular economy and eliminating single-use plastic containers (Kachook, 2022). Furthermore, the refill option encourages customers to return to the shop for more products, which increases the engagement and consequently raises customer lifetime value (Esmeli et al., 2026). LUSH EcoRefill products are environmentally friendly and of excellent quality; they feature a product that is difficult for competitors to duplicate and help to build brand equity and provide a competitive edge.
[bookmark: _Toc234496007]Price 
The pricing of LUSH EcoRefill should be considered carefully to balance positioning and encourage repeat refillers. The first time a reusable aluminium bottle is used, it may cost more than the packaged bottle, however, the bot made reusable products should be cheaper than buying a new bottle containing packaged product. This is a cost-saving plan that encourages sustainable practices and reduces financial barriers to reordering (Tetteh, Osei-Kyei and Tam, 2025). Furthermore, customer loyalty programs that reward customers for making successive purchases could be used to promote loyalty and increase customer lifetime value. LUSH should not only differentiate on price, rather, it should differentiate on the value of premium quality, ethical production and environmental impact.
[bookmark: _Toc234496008]Place 
The LUSH EcoRefill place strategy should involve both offline and online channels in order to make it convenient for the customer to refill. Users can find product information and store location online, and refilling in store remains to be refill stations (Defante et al., 2025). It enhances the ease of customer shopping experience, promotes re-entry to the store and allows for cross-selling of complementary products. LUSH stores also benefit from the availability of refill stations as a means to creating an efficient operation by using the existing retailing infrastructure. The place strategy, therefore, helps to impact commercial performance and sustainability by ensuring the refilling process is simple and smooth with a customer (Zhang et al., 2023).
[bookmark: _Toc234496009]Promotion 
The rollout of LUSH EcoRefill should not only be about the products, but spreading education about the benefits of a refill system, including to the consumer and to the environment. Marketing communications need to convey that the system is convenient, cost-effective and environmentally friendly as refilling will effect behaviour change. By using integrated marketing communications – including social media marketing, influencing partner, email marketing, in-store demos, and user-generated content – LUSH can achieve this. Key components of sustainability storytelling are measurable plastic waste minimisation, highlighting the brand's ethical commitments and building consumer trust (Shruthi Priya and Sathish, 2026). Furthermore, customers who are frequently rewarded for their loyalty through loyalty programmes can be encouraged to stay loyal. Through educational and relationship-based promotion, LUSH reinforces the sustainable value proposition of EcoRefill and promotes long-term competitive advantage while building brand engagement.
[bookmark: _Toc234496010]People 
The key to LUSH EcoRefill is the employee's ability to provide a uniform and interesting refill experience. Staff should therefore be given in-depth training about the refill process, about the product and its benefits for the environment to give accurate advice and promote customer involvement. Employees are not just salespeople; they are sustainability ambassadors, and educate customers and build trust in the brand. This service-oriented approach improves customer satisfaction, reaffirms LUSH's ethical outlook, fosters repeat customers, and places customers in a position of competitive advantage in the company's marketing plan.
[bookmark: _Toc234496011]Process 
The process strategy should be simple, efficient, and convenient to promote long-term customer involvement in the EcoRefill system. As a first-time customer, you buy the reusable aluminium bottle, after which you can fill it with your favourite personal care products at special stations in the store (Hindsley and Morgan, 2026). The refill process is streamlined with a clear description, trained employees, and an embedded loyalty programme, which reduces customer effort and improves the overall shopping experience. This is because convenience is a strategic concern and consumers are likely to sustain their behaviours if they do not involve them in making much of an effort. In addition, the ability to gather refill purchase information allows LUSH to tailor promotions and enhance customer relationships by designing targeted marketing campaigns. Therefore, an efficient refill process can help to meet customer expectations, maintain customer interest in the product, and ensure the sustainability of the EcoRefill business model (Miao, Magnier and Mugge, 2023).
[bookmark: _Toc234496012]Physical Evidence 
Physical evidence is essential to bolster the brand's sustainability commitments as they become part of the customer journey, from point of sale to in-store use (Anwar et al., 2025). There are dedicated refill stations, aluminium bottles to use again, sustainability labels and a more environmentally-friendly display in the store that are tangible proof of the brand's ethical values. These physical attributes help to diminish consumer scepticism when it comes to sustainability claims and improve perceptions of product quality and authenticity (Martínez et al., 2025). In developing an environment that always embodies its environmental commitment, LUSH builds customer trust, helps establish a brand identity and sets itself apart from the “personal care” products available to consumers.
[bookmark: _Toc234496013]Conclusion 
The 7Ps marketing mix illustrates that LUSH EcoRefill is not just a sustainable product, but a business model. When they make every marketing decision based on the value the customer places on them and their commitment to sustainability, LUSH can reinforce their competitive advantage, build customer loyalty, and help them grow sustainably for long-term success.
[bookmark: _Toc234496014]Element 4: Reflection
Developing the LUSH EcoRefill brand extension was a great learning experience for me to help me understand that sustainability is not just a corporate social responsibility initiative, but also a strategic marketing initiative. In the early stages of this project, I considered sustainable marketing to be mainly concerned with the reduction of environmental impacts produced through the use of sustainable products. Yet, the idea of the LUSH EcoRefill reusable aluminium bottle and the refill system in stores proved that sustainability can also add value to the customer, boost brand equity, and help shape the future of the business. The STDP framework and the 7Ps marketing mix involved looking at consumer behaviour, market opportunities, and competitive positioning all at once rather than one concept at a time (CIM, 2025). The most difficult aspect was achieving sustainability goals while maintaining the viability of the business, since these sustainable efforts intended to provide benefits for the environment needed to provide convenience, profit, and satisfaction to the customers (Edith Ebele Agu et al., 2024). The challenge was to think strategically, and I was forced to back up each and every decision I made in marketing by applying academic theory and practical business concerns, instead of personal assumptions.
I extended my communication and presentation skills by creating and presenting a poster. Creating a single poster was an opportunity for me to explain some complex marketing concepts in a way that was concise, visually appealing, credible, and in a strategic way. It was more difficult than anticipated to prepare the information to include and exclude, as it needed to be analytical but not overwhelmingly complex visually. This experience gave them insight into the fact that it is not about how much information is being conveyed, but how effectively and logically they can convey the information to various target groups. It was also helpful to gain confidence in the presentation exercise to present my recommendations and answer questions within a time frame (Vogel and Viale, 2018). In a successful marketing presentation, these are the three critical factors—knowledge, preparation and audience interaction—that I saw.
In general, this assessment has contributed to my personal and professional growth in a positive manner, which has positively impacted my research, critical thinking, and strategic decision making skills. Independent research was used to evaluate the credibility of academic and industry sources and to be more practical in a real business environment with theoretical concepts. Comparing the marketing strategies also highlighted the need to make decisions based on the facts, as the marketing strategies have to cater to the changing consumer expectations, competition and sustainability issues (Nadeem, Ashraf and Kumar, 2025). In the future, I would like to be more comfortable in answering difficult questions and giving recommendations within a time frame. I will also aim to expand my knowledge of sustainable marketing, consumer behaviour and new trends within digital marketing through accessing and utilising the most up-to-date academic research and industry practice. The improvements will enable me to develop new and innovative and evidence based market strategies and to be a part of the decision making process for my organisation and its growth and sustainability.
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