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[bookmark: _Toc215753101]1.0 Element 1: Segmentation, Targeting, Differentiation and Positioning (STDP Analysis)
[bookmark: _Toc215753102]1.1 Company Outline
Unilever is a multinational FMCG contender that works in 190+ countries, with 3.4 billion daily users. It earned it 60.8 billion in revenue in 2024 and underlying sales growth of 4.2%. It has a portfolio of 400+ brands and has good sustainability and innovation potential (Unilever, 2025).
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Figure 01: Unilever’s Global Reach and 2024 Financial Performance
Source: (Unilever, 2025)
[bookmark: _Toc215753103]1.2 New Brand Idea
UNIMOTION is the new sustainable mobility-footwear brand by Unilever aimed at the hybrid workers and urban commuters. The brand will offer lightweight, breathable shoes of recycled and plant-based materials in a comfortable line, responding to the growing interest in footwear as an element of wellness and comfort and the demand for environmentally friendly consumption in the world. It broadens the lifestyle offerings of Unilever by incorporating mobility, sustainability, and day to day performance improvement.
[bookmark: _Toc215753104]1.3 Segmentation Analysis
[bookmark: _Toc215753105]1.3.1 Demographic
UNIMOTION will focus on an 18-45-year-old cohort, such as students, professionals, and mobility-active employees, who would want an all-purpose comfort-oriented shoe. This segment is in line with the changing lifestyle trends that are influenced by working hybrid and moving around more.
[bookmark: _Toc215753106]1.3.2 Psychographic
UNIMOTION is an eco-friendly solution that focuses on comfort and well-being oriented customers. According to the recent statistics, 78% of people think that a sustainable lifestyle is essential when purchasing products (McKinsey & Company, 2023). The sustainability of the sources of goods allows many people to be ready to pay approximately 9.7 % of the premium (PWC, 2024). 
[bookmark: _Toc215753107]1.3.3 Behavioural
The customers of UNIMOTION tend to walk or commute on a daily basis or have regular commutes and prefer a durable and versatile shoe. Recent research indicates that 60 % of consumers are moving to sustainable products and will be ready to pay a certain premium price to purchase comfort-driven, environmentally-friendly products (Money Control News, 2024).
[bookmark: _Toc215753108]1.4 Targeting Strategy
[bookmark: _Toc215753109]1.4.1 Concentrated Targeting Strategy
UNIMOTION will use a specialised targeting approach where it targets urban hybrid employees and frequent commuters whose demand of ergonomic and comfort oriented footwear is soaring. The market size of the global footwear was USD 457.1 billion in 2024, indicating the increased demand of everyday wearable shoes (Grand View Research, 2024). State of the Workplace report (2025) by Gallup also indicates that half of the work-capable employees that can work remotely favour a hybrid working environment, which also supports the viability of the targeting this high mobility segment.
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Figure 02: Global Footwear Market 2024
Source: (Grand View Research, 2025)
[bookmark: _Toc215753110]1.4.2 Lifestyle-Based Targeting
UNIMOTION aims at consumers who are choosing healthy and active lifestyles that are sustainable and comfortable in everyday clothing. According to a McKinsey survey, 66 % of consumers worldwide consider sustainability in purchase behaviour, and more than 50 % are modifying lifestyle behaviours to promote a healthier lifestyle directly supporting the demand of sustainability-based mobility footwear (McKinsey & Company, 2024).
[bookmark: _Toc215753111]1.4.3 Value-Based Targeting
UNIMOTION will focus on consumers across the world who are more concerned about long term value and sustainability when buying products. A 2024 global consumer survey by Capgemini indicates that 73 % of consumers across the globe are ready to spend a lot of money on products that reflect their own personal principles, an aspect that meets the high demand of value-based sustainable footwear (Capgemini, 2024).
[bookmark: _Toc215753112]1.5 Differentiation Strategy
[bookmark: _Toc215753113]1.5.1 Ergonomic Performance Differentiation
UNIMOTION stands out by its superior ergonomic design, which will minimise fatigue and help maintain a healthier everyday movement. The World Health Organisation estimates that 1.71 billion individuals in the world suffer musculoskeletal diseases, indicating that the world is in need of products that enhance comfort and lessen strain (World Health Organisation, 2022). UNIMOTION cushioning systems, arch-support, and breathable design services are a direct reaction to these universal mobility issues, making the brand a performance-oriented way to deal with everyday ergonomic comfort.
[bookmark: _Toc215753114]1.5.2 Sustainability and Material Innovation
UNIMOTION uses sustainable materials and environmentally friendly production to become exceptional in a market that is ethically focused. A global consumer survey conducted in 2025 found that 61 % of global consumers view the environmental impact as an important consideration in buying a product and 47 % have bought a sustainable product within the last month- indicating a massive movement in the direction of sustainability (Zuniga, 2025; Deloitte, 2025). This tendency worldwide is what underlies the focus of UNIMOTION towards recycled clothing and minimal-impact manufacturing, fully consistent with the new values of locomotive, environmentally conscious clients.
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Figure 03: Global Consumer Trade-offs for Sustainable Purchases
Source: (Deloitte.com, 2025)
[bookmark: _Toc215753115]1.5.3 Multi-Context Lifestyle Versatility
UNIMOTION stands out as a brand that provides footwear at any time of the day and any situation commuting, casual wear, light exercise, and movement in the city. A 2024 global industry review found that the growing consumer demand of apparel and footwear products is based on people needing versatile products that are comfortable and can switch between work and leisure (LeRolland, 2024). This is a worldwide trend to multipurpose lifestyles and one that contributes to the versatile all-day footwear positioning of UNIMOTION.
[bookmark: _Toc215753116]1.6 Positioning Strategy
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Figure 04 : Positioning Map
Source: Self Made
UNIMOTION will be a brand of high quality moderately priced, which will make it differentiated among the industry leaders such as Nike and Adidas. Puma is mid-quality with higher prices and Skechers is lower price and quality. This position underscores the excellent competitive niche, sustainability orientation, and balanced value of UNIMOTION.


[bookmark: _Toc215753117]2.0 Element 2: Marketing Mix Strategy
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Figure 05: Marketing 4Ps
Source: (Prep Lounge, 2025)
[bookmark: _Toc215753118]2.1 Product Strategy
Alignment with the Overall Brand Strategy
The product strategy at UNIMOTION is in line with the sustainability-based brand vision of Unilever since it concentrates on eco-materials, durability, and comfort technology. This trend shows the expectations of consumers all over the world: According to the 2024 Global Sustainability Survey, by Statista 86 % of consumers around the world want to purchase brands that prove to be environmentally responsible (Statista, 2024). This is a definite indication of the strategic change of Unilever to innovative ethical lifestyle. The construction of UNIMOTION and its breathable and recycled materials and ergonomic design is based on the mission of the company to improve the mobility of everyday living with minimised impact on the environment. 
Contribution to Supporting the Brand Strategy
UNIMOTION is a brand that helps Unilever achieve its brand strategy as it provides mobility-based footwear that meets the requirements of the world increasing expectations of sustainability and quality. The Forbes 2024 Sustainability Trends state that three out of four consumers worldwide consider sustainability when choosing products, especially in the categories that are associated with daily life and wellness of personal health (Forbes Business Council, 2024).  Recycled fibres, long-lasting design, and ergonomic support all combined by UNIMOTION makes Unilever more responsible and lifestyle-friendly brand, gaining more trust. The product plan therefore contributes to brand equity in the long term, which is in line with international demand of comfort-based ethically manufactured footwear.
[bookmark: _Toc215753119]2.2 Price Strategy
Alignment with the Overall Brand Strategy
The pricing strategy used by UNIMOTION fits the value-based and sustainability-focused brand of Unilever as the footwear line is placed in the affordable premium segment. This makes it affordable and a hint of high comfort, quality of material and conscientious production. The chart demonstrates that sustainability products will be demanded at a premium by 65 % of the consumers, which is why UNIMOTION should also rely on the value-based pricing strategy and the stance of Unilever as a sustainability-focused, high-end lifestyle brand (Carufel, 2024). This is very much in tandem with the use of ergonomic performance and recycled materials that is a major priority of UNIMOTION. 
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Figure 06: Global Consumer Willingness to Pay a Premium for Sustainable Products
Source: (Agilitypr, 2025)
Contribution to Supporting the Brand Strategy
The UNIMOTION positioning is based on the principle of distribution approaches that are focused on access, sustainability, and effortless consumer experiences, which are consistent with the global Unilever brand approach. This movement to digital purchasing has a big impact on the distribution decisions. As noted by UNCTAD in Global E-commerce Outlook, online retail is 19 % of total world retail sales in 2023 and shows more and more preference by consumers to digital first access (UNCTAD, 2023). This tendency reinforces the idea of UNIMOTION to concentrate on e-commerce platforms, mobile version product pages, and the developed digital infrastructure of Unilever. To supplement online connectivity, strategic positioning in major urban centres with heavy traffic helps the brand with the mobility positioning and reduces the amount of environmental pollution by having concentrated distribution centres.
[bookmark: _Toc215753120]2.3 Place Strategy
Alignment with the Overall Brand Strategy
The UNIMOTION positioning is based on the principle of distribution approaches that are focused on access, sustainability, and effortless consumer experiences, which are consistent with the global Unilever brand approach. This movement to digital purchasing has a big impact on the distribution decisions. As noted by UNCTAD in Global E-commerce Outlook, online retail is 19 % of total world retail sales in 2023 and shows more and more preference by consumers to digital first access (UNCTAD, 2023). This tendency reinforces the idea of UNIMOTION to concentrate on e-commerce platforms, mobile version product pages, and the developed digital infrastructure of Unilever. 
Contribution to Supporting the Brand Strategy
The place strategy by UNIMOTION enhances the brand of Unilever by guaranteeing a quick and reliable access through both online and physical platforms. According to the World Economic Forum (2021), the world of retail is becoming digitised, with customers seeking unified and seamless buying experiences in the online and offline worlds (Torkington, 2021). This change supports the importance of the omni-channel distribution concept by UNIMOTION especially in the case of hybrid employees who focus on convenience and speed. The WEF also observes the increased use of low-emission logistics technologies across the world, which helps the sustainability agenda of Unilever. Through incorporating e-commerce channels, tactical city locations, and more environmentally-friendly distribution channels, UNIMOTION increases brand credibility and helps the brand position as an ethically and mobility-conscious footwear company.
[bookmark: _Toc215753121]2.4 Promotion Strategy
Alignment with the Overall Brand Strategy
The promotion strategy of UNIMOTION will adhere to the broader brand vision by Unilever since it is concentrated on clear and purposeful communication that lays stress on comfort, mobility, and sustainability. To emphasise the ergonomic and environmentally friendly nature of its footwear, the brand relies on digital storytelling, collaborations with influencers, and value-based messages. By 2024, the world will experience a USD 644.7 billion amount of digital advertising expenditures, and by 2033, the volume will increase to 1,545.2 billion, confirming the strategic focus of UNIMOTION on promotional activity via digital means (Market.us, 2024).  This will enhance consumer trust as the product will be consistent with what the brand is as well as what it promises. UNIMOTION helps Unilever achieve its strategy of creating responsible, future-driven lifestyle brands that will attract modern and mobile-oriented consumers through transparent communication, visually engaging content, and meaningful storeys about ethical production.
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Figure 07: Global Digital Ad Spending Market Forecast, 2024–2033
Source: (Market.us, 2025)
Contribution to Supporting the Brand Strategy
The UNIMOTION promotion strategy strengthens the brand of Unilever by delivering a concise message of comfortable living, mobile and environmentally friendly living. The promotion plan facilitates Unilever as an ethical and lifestyle-based products innovator by focusing on the ergonomics and eco-friendly material utilised in the brand and defining the message with the help of digital channels. The inclusion of the point about true storeys and community-oriented communication and clear statements ensure that consumers learn much about how UNIMOTION can be used in their daily life. This consistency of the promotional message and product purpose develops credibility, emotional bonding, and serves Unilever in its overall case of creating responsive brands to the new requirements of wellbeing, responsibility, and urban living.

[bookmark: _Toc215753122]4.0 Element 4: Reflection
[bookmark: _Toc215753123]4.1 Brand Concept Reflection
When developing UNIMOTION brand idea I was in a position to be capable of integrating creativity with strategy as I sought to provide a real consumer requirement which is one that is sustainable, mobility oriented footwear. The process encouraged me to introduce a clear value statement that relied on comfort, ethical materials, and urban modern lifestyles. I was also informed on the need of brand identity to be uniform in purpose, product features, and consumer expectations. The evolution of the concept has also proved the necessity to align the innovation with the larger organisational objectives such as sustainability and market relevance. The experience expanded my ability to apply the lessons to a differentiated brand story and better understanding of how intentional branding will lead to long-term consumer engagement.
[bookmark: _Toc215753124]4.2 Marketing Strategy Reflection
The structuring of the marketing plan of UNIMOTION enabled me to connect the analytical knowledge to the real decision making. Consumer behaviour, brand positioning and sustainability priorities should be closely integrated in order to translate segmentation, targeting and differentiation into a common marketing mix. I learned that in the promotion, balance must be established in product specifications, pricing choices, distribution choices, and communication so that every detail would strengthen the brand objective. This practice helped me to expand my capacity to evaluate trade-offs, offer strategic choices and make evidence-based recommendations. Most importantly, it enhanced my awareness regarding the potential of a well-structured strategy to influence brand credibility, consumer perception, and to assist in the long-term organization of market relevance.
[bookmark: _Toc215753125]4.3 Pitch Preparation Reflection
The process of pitch preparation of UNIMOTION enabled me to sharpen the way I can communicate strategic ideas in a clear, confident, and relevant way to the expectations of the stakeholders. To be able to translate a detailed marketing plan into a compact engaging storey, it was necessary to exercise strict prioritisation of important insights and powerful visual organisation. I also got to realise the significance of audience-centred communication, which involves the selection of words, facts, and examples that appeal to the decision-makers. The rehearsal of the pitch also helped me to control the pacing and focus on the value that the brand could offer, as well as to answer the possible questions in a clever manner. This exercise enhanced my presentation abilities and the necessity of convincing narratives in getting backing on strategic proposals.
[bookmark: _Toc215753126]4.4 Key Skills and Future Development
Key Skills
· Strengthened strategic analysis and brand development capabilities.
· Well-developed capacity to incorporate consumer understanding in marketing decisions.
· Improved communication and persuasive storytelling skills.
· Developed stronger critical thinking and problem-solving approaches.
· High presentation levels especially in the process of making brief and effective messages.
Future Developments 
· Deepen expertise in data analytics to interpret consumer trends more accurately.
· Strengthen sustainability knowledge to support ethically driven brand decisions.
· Improve confidence in delivering high-impact presentations for strategic audiences.
· Develop greater adaptability when working with ambiguity in marketing projects.
· Increase teamwork skills to be able to resolve cross-functional brand development tasks.


[bookmark: _Toc215753127]References
Agilitypr (2025). [online] Agilitypr.com. Available at: https://www.agilitypr.com/wp-content/uploads/2024/03/esg3-1. jpg [Accessed 8 Dec. 2025].
Capgemini (2024). What matters to today’s consumer. [online] Capgemini. Available at: https://www.capgemini.com/insights/research-library/what-matters-to-todays-consumer/. 
Carufel, R. (2024). Agility PR Solutions. [online] Agility PR Solutions - Media Relations... Streamlined. Available at: https://www.agilitypr.com/pr-news/pr-news-trends/sustainability-supersedes-price-and-convenience-in-purchasing-priorities-where-consumers-stand-on-eco-shopping-and-brand-credibility/. 
Deloitte (2025). Sustainability has staying power. [online] Deloitte Insights. Available at: https://www.deloitte.com/us/en/insights/topics/environmental-social-governance/sustainable-consumption-trends.html. 
Deloitte.com (2025). [online] Deloitte.com. Available at: https://media.deloitte.com/is/image/deloitte/US187574_Figure7 ? [Accessed 4 Dec. 2025].
Forbes Business Council, 2024. Top sustainability trends shaping consumer behavior in 2024. Forbes, 3 Jan. Available at: https://www.forbes.com/sites/forbesbusinesscouncil/2024/01/03/top-sustainability-trends-shaping-consumer-behavior-in-2024/ [Accessed 02 Dec. 2025].
Gallup (2025). State of the Global Workplace Report. [online] Gallup. Available at: https://www.gallup.com/workplace/349484/state-of-the-global-workplace.aspx. 
Grand View Research (2024). Footwear Market Size, Share | Global Industry Trends Report, 2025. [online] www.grandviewresearch.com. Available at: https://www.grandviewresearch.com/industry-analysis/footwear-market. 
Grand View Research (2025). [online] Grandviewresearch.com. Available at: https://www.grandviewresearch.com/static/img/research/footwear-market.webp. 
Ipsos (2024). Global Trends. [online] Ipsos. Available at: https://www.ipsos.com/en/global-trends-2024. 
LeRolland, M. (2024). Top Trends in Global Apparel and Footwear in 2024 and…. [online] Euromonitor. Available at: https://www.euromonitor.com/article/top-trends-in-global-apparel-and-footwear-in-2024-and-beyond. 
Market.us (2024). Digital Ad Spending Market. [online] Market.us. Available at: https://market.us/report/digital-ad-spending-market/. 
Market.us (2025). [online] Market.us. Available at: https://market.us/wp-content/uploads/2024/08/Digital-Ad-Spending-Market-Size. jpg [Accessed 4 Dec. 2025].
McKinsey & Company (2023). Consumers Care about Sustainability—and Back It up with Their Wallets. [online] McKinsey & Company. Available at: https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-care-about-sustainability-and-back-it-up-with-their-wallets. 
McKinsey & Company (2024). Consumers Care about Sustainability—and Back It up with Their Wallets. [online] McKinsey & Company. Available at: https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-care-about-sustainability-and-back-it-up-with-their-wallets. 
Moneycontrol News (2024). 60% of consumers opting for sustainable products, willing to pay more for it: PwC Survey. [online] Moneycontrol. Available at: https://www.moneycontrol.com/news/business/60-of-consumers-opting-for-sustainable-products-willing-to-pay-more-for-it-pwc-survey-12767121.html. 
Prep Lounge (2025). [online] Preplounge.com. Available at: https://www.preplounge.com/uploads/content-pages/240/1739286440-rgquuoa9mv2f. png [Accessed 6 Dec. 2025]. 
PWC (2024). Consumers willing to pay 9.7% sustainability premium, even as cost-of-living and inflationary concerns weigh: PwC 2024 voice of the consumer survey. [online] PwC. Available at: https://www.pwc.com/gx/en/news-room/press-releases/2024/pwc-2024-voice-of-consumer-survey.html 
Statista (2024). Japan: net income of major life insurers 2024| Statista. [online] Statista. Available at: https://www.statista.com/statistics/1284971/japan-net-income-major-life-insurance-companies/  [Accessed 2 Dec. 2025].
Torkington, S. (2021). The Pandemic Has Changed Consumer Behaviour Forever - and Online Shopping Looks Set to Stay. [online] World Economic Forum. Available at: https://www.weforum.org/stories/2021/07/global-consumer-behaviour-trends-online-shopping/. 
UNCTAD (2023). E-commerce and the digital economy | UNCTAD. [online] unctad.org. Available at: https://unctad.org/topic/ecommerce-and-digital-economy. 
Unilever (2025). Our Company. [online] Unilever. Available at: https://www.unilever.com/our-company/. 
World Health Organization (2022). Musculoskeletal health. [online] World Health Organization. Available at: https://www.who.int/news-room/fact-sheets/detail/musculoskeletal-conditions. 
Zuniga, J. (2025). Voice of the Consumer: Sustainability 2025 Key Insights. [online] Euromonitor. Available at: https://www.euromonitor.com/article/voice-of-the-consumer-sustainability-2025-key-insights. 


[bookmark: _Toc215753128]Appendix
[bookmark: _Toc215753129]Element 3: Marketing Strategy Pitch
[image: A close-up of a newspaper

AI-generated content may be incorrect.]
2

image3.png
Footwear Market =Tm
Size, by Region, 2018 - 2030

700
w00 $588.2
[ | -
5 500 457.1 $4768 s R
2
2 p———
S 400 | gy mEE -
8 - =
5
3 300
=
:
=

200

‘AamEnEEENRENRR
0

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

® MEA Latin America Asia Pacific @ Europe @ North America




image4.png
Figure 7
Environmentally aware consumers accept tradeoffs for sustainability
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Marketing Strategy Pitch- “UNIMOTION”
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