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[bookmark: _Toc216275182]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
[bookmark: _Toc216275183]Company overview
Unilever Plc is one of the leading British multinational companies that deals with consumer goods (Unilever, 2025a). Presently, Unilever is operating and dealing with its brands in more than 190 countries (Unilever, 2025b).      
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Figure 1: Global business of Unilever 
(Source: Unilever, 2025b)
According to Unilever (2025c), there are around 125,000 individuals are working for Unilever globally.
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Figure 2: Workforce of Unilever
(Source: Unilever, 2025c)
As per Watty (2025), Unilever has generated a revenue of nearly 60 billion euros in 2024. 
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Figure 3: Revenue earned by Unilever from 2007 to 2024
(Source: Watty, 2025)
[bookmark: _Toc216275184]New brand and new product
Unilever can launch its new product “Bio-Adaptive Nutritional and Functional Kits/Meals” under the brand name ‘VitoScan’. The market of healthy food in the UK is believed to witness a rise at approximately 5.21% CAGR from the year 2024 to 2035 as individuals are getting more inclined towards good health, overall well-being, innovative technologies, and organic products (Market research future, 2025a). 
[image: ]  
Figure 4: The expected rise in the UK healthy food market
(Source: Market research future, 2025a)
‘VitoScan’ will be an amalgamation of the words ‘Vito’ meaning life and ‘Scan’ defining testing. Through the product “Bio-Adaptive Nutritional and Functional Kits/Meals”, customers will be provided ‘Ready-to-eat’ snacks and meal kits. 
[bookmark: _Toc216275185]STDP Analysis
It helps in both improving the overall effectiveness of marketing communications and building a string bound between the brand and the customers (Asy’ari and Winarno, 2025). 
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Figure 5: Creating customer driven marketing strategy 
(Source: Week 3, Session 1)
· Segmentation: In demographic, the market will be divided by Unilever between 18 to 45 years of age who are digitally active and health conscious by nature, and people of 45 to 60 years who are facing chronic conditions and managing aging. Presently, around 11.5 million individuals in the UK of 16 years or more have started hitting the gym, which has gone up by 1.6 million from the year 2022 (Campbell, 2025). This shows that the younger demographic is more inclined towards fitness and good health. Therefore, it would be beneficial for VitoScan to primarily deal with individuals between 22 to 45 years of age. Under the psychographic, the product will be highly beneficial for individuals who value preventive wellness, performance, and overall health. According to Brc (2025), in 2025, the consumer spending in the UK has increased by around 6% in the sphere of fitness and nutrition. This shows that the demand for healthy and nutritious food is increasing, which would make it a good market for Unilever to launch VitoScan. 
· Targeting: Primarily, the target audience for VitoScan would be younger individuals and working professionals (20 to 45 years of age) who are mainly tech-savvy, seek customised nutrition, encounter time limit, use various wearables, and prefer both premium and convenient meal options. The market of wearable technology in the UK is believed to grow to 38072.0 USD Million by the year 2035, which is showcasing a ‘Compound Annual Growth Rate (CAGR)’ of nearly 26.83% (Market research future, 2025b). This shows that the demand for wearable technology is considerably high in the UK. Therefore, fitness-centred lifestyles and health awareness are given due importance. This opines a shift towards customised wellness solutions, preventive health, and data-driven fitness. 
[image: ]     
Figure 6: The wearable technology market of the UK 
(Source: Market research future, 2025b)
· Differentiation: The new product of VitoScan differentiates itself from other products in the domain of tech-enabled customisation, prioritising health along with busy lifestyles, and effective dietary recommendations. Customers in the UK prioritise foods with no artificial colours or flavours, real and authentic ingredients, traditionally made, and reduced amount of fat or sugar (Innova Market Insights, 2025). VitoScan tends to amalgamate technology with the demand for health-conscious, authentic, and clean customised ‘ready-to-eat’ food in the UK market without unnecessary additives and colours. These kits or meals will be flexible in its composition as it would solely depend upon the non-invasive and continuous biometric or wearable data such as glucose levels, sleep schedule, stress and so on. Unlike generic functional meals, VitoScan aims at using biometric information in order to provide nutritional recommendations, which would support sustainability, long-term good health, and effective performance. The brand will stand different due to ‘biometric-driven’ customisation, ‘ready-to-eat’ kits, ‘tech-enabled adaptive’ food or nutrition, which will remain unmatched by its other competitors.                
· Positioning:  VitoScan is placed in the segment of “High Nutrition, High Personalisation” as it aims at delivering bio-adaptive, data-driven, nutritious meals to customers, which would enhance the overall health and wellbeing. The meals will be prepared using real, ethical, and clean ingredients, which will provide high nutritional value to the product. Wearable technology will help the brand to collect biometric data, which would help in providing customised and precise nutritional recommendations to the customers.
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Figure 7: Positioning Map
(Source: Created by the learner)
[bookmark: _Toc216275186]Element 2: Marketing Mix
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Figure 8: Layers of Marketing Mix
(Source: Week 4, Session 1)
· Product: VitoScan is offering the product “Bio-Adaptive Nutritional and Functional Kits/Meals” into the UK markets to meet the growing demands of health-conscious people. The main value and distinct feature of the product lie in its ability to gather biometric information using wearable technology and providing personalised dietary recommendations. Therefore, it can be stated that each and every meal is catering to the health requirements of the users, which is eventually making VitoScan different from other generic nutritional goods or meal kits. The reports stated by the UK Health Alliance on Climate Change (2025) shows that they are aiming to limit the consumption of both dairy products and red meat by at least 30% by the end of 2030 and opt for more healthier plant-centric meals. This shows that the government is also trying its best to increase the overall demand for nutritious and healthy food in the UK. In this regard, it can be stated that VitoScan can easily take over the market by providing premium quality nutritious food to customers without compromising the taste. It is also derived that approximately 40% of the total UK customers regularly opt for treats and snacks (Innova Market Insights, 2025). VitoScan can easily cater to this demand of customers by launching ready-to-eat meal kits with minimum fat or sugar content, and authentic ingredients. Therefore, it is estimated that this would help the brand to attract a large number of customers and gain competitive advantage in the market.       
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Figure 9: Levels of product
(Source: Week 4, Session 1)
· Price: Price is considered to be an important part of business as it determines both the survival and profit of businesses in the market (Darmawan and Grenier, 2021). In this regard, VitoScan needs to strike a balance between its premium quality product and affordable price range in order to attract more customers. It is seen that around 40% of the UK customers give more priority to affordability than quality in the food sector (Zinklar, 2025). VitoScan is believed to cater and abide by this particular buying behaviour of customers as it is aiming to give superior quality meals at affordable rates in order to stay ahead in the competition. The brand is aiming to give an introductory discount of 10% to its new customers, and additional 5% discounts to the students. This would eventually help the brand to gather more customers and retain them for a longer span of time. VitoScan will also allow customers to make payments through various methods like credit and debit cards, digital wallets, PayPal, cash, and contactless payments. This will eventually help VitoScan to effectively maintain its position in the segment of being accessible but premium, which would keep in line with its motive to serve high-nutrition at a high-customisation value. In a nutshell, it can be stated that by setting an affordable price, VitoScan can easily enhance conversion rates, and improve customer appeal.  
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Figure 10: Pricing considerations
(Source: Week 4, Session 1)          
· Place: Place mainly deals with the decisions made by the company in regard to finalising the places where services or products will be made available for the customers (Jain, Jain, and Jain, 2022). In this regard, VitoScan will be using ‘hybrid distribution’ technique. The main or the primary distribution will take place through the mobile application and official website of VitoScan. According to the statistics provided by Statista (2025a), there are around 52 million e-commerce customers in the UK in 2025.  It can be stated that with this particular facility, VitoScan will collaborate with Ocado and Amazon UK, which would allow UK customers to conveniently shop for their health products and meal kits online. In 2024, more than 10.5 million individuals are seen to be a part of fitness clubs and gyms (Statista, 2025b). VitoScan is also aiming to collaborate with various gyms and fitness clubs in the UK, which would eventually help in targeting health-conscious customers. The brand could also provide special packages for trainers and members for attracting more customers.       
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Figure 11: Direct Marketing Channel
(Source: Week 5, Session 1)        
· Promotion: Promotion is generally a process that allows companies to effectively communicate with both existing and potential customers for informing, influencing, convincing, and enlightening them to try the services and products of the organisation (Anyadighibe et al., 2021). The promotional strategy of VitoScan will make the best use of both offline and digital approaches to promote its new product in the market. The digital marketing market of the UK is expected to witness a rise at CAGR 11.10% and touch the mark of USD 86.35 billion by the end of 2034 (Expert Market Research, 2025). In this regard, VitoScan can make customers aware of its product by releasing various campaigns of social media platforms like YouTube, TikTok, Instagram and so on. Paid advertisements will also allow the brand to effectively target the health-conscious and tech-savvy adults of the UK between 20 to 45 years of age. VitoScan can also collaborate with other wearable companies like Apple Health, Garmin, and Fitbit to launch co-promotional campaigns, which would help in highlighting its main motive of seamlessly integrating nutrition with biometric insights. Additionally, various sampling events can be organised by VitoScan in various fitness clubs and gyms, which would allow the brand to enhance its overall brand adoption by providing mini-kits or snack packs to members for trial purposes.      
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Figure 12: Types of marketing 
(Source: Week 5, Session 2)  
[bookmark: _Toc216275187]Element 3: Marketing Strategy Pitch
NEW BRAND DEVELOPMENT
· Brand idea: VitoScan (by Unilever)
· Product: Bio-Adaptive Nutritional and Functional Kits/Meals
We introduce VitoScan, a science powered brand delivering meals that adapt to the real time biometrics, goals, and lifestyles, transforming everyday eating into a guided health experience for everyone. 
HOW IS THE NEW BRAND ALIGNING WITH CUSTOMER TRENDS
Demand for personalised nutrition options is increasing as 8 out of 10 consumes want personalised nutrition option (Vennare, 2024). VitoScan addresses rising chronic health concerns with convenient, measurable nutrition, capturing fast growth in functional foods, digital health, and subscription commerce across and markets. 
SEGMENTATION
Using demographic (18 to 60 years) and psychographic segmentation (focused on healthy lifestyle). Meal kits industry is attaining a value sales of USD14 billion on a global level, as hybrid lifestyle of consumers are creating opportunity for them to tap into experiences within home (Mascaraque, 2023). 
MARKETING MIX: Promotion and Product
Promotion strategy: Both offline and digital approaches to promote its new product in the market. Direct-to-consumer through mobile app or official website.  Will use social media platforms like YouTube, TikTok, Instagram and others, as well as utilise paid advertisements and collaborate with other wearable companies like Apple Health, Garmin, and Fitbit.
Product strategy: Focuses on functional, goal-based meals that adapt through consumer data insights. Meals are delivered as complete kits build around glucose, sleep, stress, and fitness data.
CONCLUSION
VitoScan delivers personalised, preventive nutrition through adaptive technology. Functional meals, and subscription-based flexibility, empowering long-term health while fitting seamlessly into fast-paced modern lifestyle. 
[bookmark: _Toc216275188]Element 4: Reflection
Developing and creating this new product for VitoScan along with its effective marketing strategy has considerably improved my knowledge regarding ‘customer-centric innovation’. The STDP model has allowed me to know and derive the vitality of aligning the features of the product with the needs of the customers to successfully thrive in the competitive market for a longer span of time. Here, I have observed that features of the product such as ‘biometric-driven’ customisation, ‘ready-to-eat’ kits, ‘tech-enabled adaptive’ food or nutrition will differentiate it from the competitors, hence ensuring a competitive advantage in the long run. I feel that while drafting the marketing strategy, I have enhanced my critical and strategic thinking ability. In the modern changing times, acting and thinking strategically has gained large impetus (Asobee, 2021). With the help of this skill, I believe that I can create awareness on bigger aspects, enhance my leadership qualities, foster innovation, make effective decisions, recognise various objectives, set goals, discuss alternative options, solve complex issues, and motivate others. As a result, it would be beneficial for both my personal and professional growth in the upcoming future.     
Building on this foundation, the development of VitoScan also strengthen my ability to integrate theory with practice. The application of the brand development strategy by Kotler required me to move beyond superficial creativity and base decisions on market evidence, trends, and consumer insights. I learned the way data, digitalisation, and health consciousness intersect to create opportunities for meaningful innovation rather than short-term product novelty. This process challenged my assumptions about branding and forced me to justify positioning choices using logical reasoning instead of intuition alone. Another important learning outcome was understanding the complexity of cross-functional alignment. Developing marketing mix made me realise how closely pricing, distribution, and promotion must work together to communicate a consistent brand identity. Any misalignment weakens customer trust. I also became more aware of ethical responsibility when proposing a health-focused product, particularly in relation to consumer data, transparency, and inclusivity. 
Preparing the marketing strategy pitch significantly enhanced my ability to focus on key factors that can help a brand stand out to consumers and investors. In this case, I have understood the importance of 4Ps of marketing which any brand can utilise while launching a new product. All these 4Ps can not only strengthen the position of a brand in the market but also plays a key role in penetrating the same at the same time. I found that it is crucial to present a poster or market pitch in an engaging manner to ensure that the key idea (focusing on wellness and health of consumers) behind the product can be noticed by the consumers and investors. In future projects, I would enhance my approach by focusing on deeper research from various credible sources to validate assumptions more rigorously. I would seek greater collaborations with team members from diverse academic backgrounds to broaden perspectives. Overall, this experience has shaped me into a more reflective, analytical, and adaptable marketers, equipped with practical skills that extend beyond the classroom. These competencies will continually guide my future academic projects and career decisions, enabling me to approach complex marketing challenges with confidence, structure, and ethical awareness, and a stronger strategic mind-set. 
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