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Executive Summary
This portfolio is aimed at creating a marketing strategy for The Hut Group plc (THG) that would introduce a new sustainable brand extension, named THG Earth+. Focusing on Segmentation, Targeting, Differentiation and Positioning (STDP) analysis, it pinpoints the target market and supports sustainable development of a brand and long-term business growth. This assignment assesses the integration of sustainability within the strategic brand extension of THG plc. The marketing mix proves how ESG, Fairtrade and carbon neutrality are advantageous for competitiveness and growth.
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[bookmark: _Toc236506473]Introduction
This study is going to critically analyse the sustainability practises of THG plc by focusing up Earth+ initiative of brand extension. The report is going to showcase how THG will integrate ESG principles, fair trade standards, as well as carbon neutral practises in order to strengthen the market positioning, enhance the customer trust as well as achieve long-term value in ever-changing business environment
[bookmark: _Toc236506474]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the Brand Extension 
[bookmark: _m7f68q7y3mt2][bookmark: _Toc236506475]Market Segmentation 
	Segmentation Variables
	THG Earth+ Market Segmentation 

	Geographic Segmentation 
	Initially, THG Earth+ will be available in the UK with plans to expand to Western Europe, North America and Australia. The markets testify to a high internet penetration rate and growing environmental awareness, which is consistent with the global direct-to-consumer business model and international logistics network of THG.

	Demographic Segmentation 
	The main group consists of female and male middle-to-upper income university students, young professionals, fitness buffs and working adults aged 20 to 45. For instance, the global market for eco-friendly products is expected to reach $2.4 trillion by 2025 (Rizomyliotis, 2026). The segment also shows the rising interest among Millennials and Generation Z consumers in plant-based diets.

	Psychographic Segmentation 
	THG Earth+ are designed for the consumer who is focused on a healthy lifestyle, sustainability and ethical consumption. They often participate in physical fitness routines, keep up with fitness trends, and tend to favor brands that embody their genuine commitment to the environment.  

	Behavioural Segmentation 
	The extension targets frequent consumers of vitamins, supplements and natural health products which are mostly bought online. Sustainable consumption has gained prominence as a response to mounting ecological and social concerns associated with overconsumption (Zahran and Aljuhmani, 2025). These customers demonstrate brand engagement, loyalty and subscription habits, and will research for quality and sustainability features. They look for convenience, customisation, speed and uniformity of the product, which are key strengths for THG in its digital-first retail approach.


Table 1: Market Segmentation for THG
(Source: Self-Created)
These types of customers, with their lifestyles, values and buying habits closely linked to the digital business model and sustainability goals of THG. This presents a well-defined market opportunity, as illustrated by the aforementioned table. This segmentation offers a solid basis for effective targeting, differentiation and brand development over time. 
[bookmark: _3s7k70auh3zq][bookmark: _Toc236506476]Targeting Strategy 
	Targeting Element
	Details

	Targeting Strategy
	Concentrated targeting strategy

	Primary Target Audience
	Men and women aged 20 to 45 years

	Customer Profile
	Young professionals, university students, fitness enthusiasts, and health-conscious consumers

	Lifestyle
	Plant-based, flexitarian, and environmentally conscious individuals

	Income Level
	Middle to high income consumers

	Shopping Behaviour
	Regular online purchasers of wellness products through THG's e-commerce platforms

	Buying Motivation
	High-quality plant-based nutrition, sustainable packaging and premium product performance


Table 2: Targeting Strategy for THG
(Source: Self-Created)
THG Earth+ uses a targeted approach to market, targeting consumers that are environmentally minded who are looking to purchase high quality health and wellness products for plants. The idea of a digital-first approach is to leverage digital assets to digitally design, iterate, and optimize net-zero solutions (Falcke et al., 2026). This segment resonates with THG's digital-first business model because target customers are extremely digital-savvy, value personalised marketing and subscription-based campaigns. These customers are willing to pay higher price tags for products that come from ethical sources and recyclable containers to build brand loyalty and long-term customer equity. Overall, this will enable THG to enhance its competitive edge, help promote sustainability goals, and gain market share in the International health and wellness sector.
[bookmark: _Toc236506477]Differentiation Strategy
THG Earth+ can differentiate itself by incorporating sustainability into the wellness as well as nutrition category which is a market that is generally dominated by the performance driven brands. The line offers a plant based organic as well as eco certified ingredients that ensures health benefits while also addressing the concerns about ethical consumption (Putrevu and Mertzanis, 2025). The packaging will be recyclable and biodegradable that will serve as a visible proof of the environmental responsibility of the brand. Such a dual approach will focus on the wellness as well as sustainability that will create a unique value proposition for the brand which will be tough for the competitors to replicate. 
Implementation of differentiation can be achieved with the help of Transparency and certification which will ensure credibility. Unlike other nutritional brands, THG Earth+ will integrate ESG values into its product designing as well as communication, which will appeal to the health, conscious consumers who demand authenticity (Marfu et al. 2025).
[bookmark: _Toc236506478]Positioning Strategy
THG Earth+ will be positioned as premium but accessible sustainable wellness brand that will target the consumers who value both health as well as environmental responsibility. The positioning statement of the brand is “Wellness that nourishes you and the planet”. This positioning statement showcases the dual benefits pf the personal improvement as well as reduction in the negative environmental impact.
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Figure 2: Positioning Map
(Source: Self-Developed)
Analysing the positioning map, THG Plc have advantages in terms of sustainability and providing digital convenience by offering plant-based products through accessible green logistics. For instance, MyProtein as a spots nutrition brand emphasises on sustainable initiatives along with providing healthy nutrition-based options to consumers (MyProtein, 2026). In this regard, aligning sustainable development goals such as SDG 13 and 12, THG Plc gains competitive advantage by demonstrating responsible business and prioritising carbon-free logistics. 
[bookmark: _Toc236506479]Element 3: Marketing Mix (7Ps) 
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Figure: 7Ps of Marketing
(Source: MBAKB, 2026)

Product: The proposed brand extension, THG Earth+ that consists of a sustainable wellness as well as nutrition line that uses THG’s expertise in consumer goods while embedding environmental responsibilities into its product offering. The products will be made using plant based, organic as well as eco certified materials which will ensure alignment with the health trends as well as ethical consumption values. The packaging will also be biodegradable and recyclable. This will reduce the dependence on the single use plastic and will also represent the sustainable positioning of THG (Mustafa et al. 2022). This product strategy will differentiate THG Earth+ from its competitors, as it will combine the wellness innovation along with the sustainability credentials. Many of the nutrition brands focus upon performance, but very few actually integrate the eco-friendly sourcing as well as packaging as the core value proposition. Such focus will appeal to the health-conscious consumers who are increasingly looking for transparency and responsibility from brands. 
Price: The pricing strategy of THG Earth+ will focus on balancing sustainability with the overall accessibility. The consumers are increasingly valuing the ecofriendly products, and they are also willing to pay a modest premium price for the brands that showcases environmental as well as ethical responsibilities. A value-based pricing approach will be the most appropriate ones which will showcase the environmental superior quality of plant‑based, organic ingredients as well as the added value of biodegradable packaging (Iliemena-Ifeanyi et al. 2025). However, it is very important for the brand to keep the pricing competitive in order to avoid the alienation of the cost sensitive segments specially in the wellness as well as nutrition market where lot of substitutes already exists. Moreover, the brand can also adopt tiered pricing model for this offering core sustainable products at the affordable prices while positioning premium product lines with more enhanced certifications (e.g., Fairtrade, Vegan, Carbon Neutral) at higher prices (Moradpour et al. 2023). This strategy will help in ensuring better inclusivity while also representing sustainability as a brand differentiator. 
Place: The distribution strategy for THG earth+ realise upon its global e-commerce strength. The platforms like lookfantastic, MyProtein as well as cult Beauty already has strong digital infrastructure that helps THG in direct-to-consumer engagement in different markets. This brand extension will primarily use online channels which will ensure wider accessibility and less carbon footprint that is associated with traditional retail. To reinforce the aspect of sustainability, THG Earth will integrate carbon neutral logistics, will include localised fulfilment centres as well as renewable energy in the warehouses, which will reduce the transportation emissions (Azam et al. 2026). From the critical point of view, this approach will differentiate THG from its competitors who heavily relies on physical retail, which directly increases environmental impact. Focusing on the digital distribution can help THG Earth+ in aligning with the preferences of the consumers for the convenience and will also demonstrate the environmental responsibility. 
Promotion: The promotion strategy for THG Earth+ will focus upon transparency, digital engagement as well as sustainable storytelling. The well-established e-commerce presence of THG, along with its global reach will provide a very strong foundation for the digital marketing campaigns that will showcase eco-friendly sourcing, biodegradable packaging as well as plant-based nutrition (Kirthiga et al. 2024). The social media channels will be used to engage the millennial as well as well gen z audience who are highly responsive to sustainability narratives. Critically, this approach will differentiate THG Earth+ from its competitors by embedding the sustainability into the brand communication rather than treating it as an add-on. The promotion will further include investor focused ESG reporting, which will lead to long-term value creation for the brand. 
People: The success of THG Earth+ heavily depends upon the people behind the brand. The employees must be trained for the sustainability practices ranging from the sourcing to the customer engagement in order to ensure that the eco-friendly values are properly communicated throughout the brand. The customer service teams will further focus upon transparency which will consist of educating the consumers about environmental benefits of plant, Best nutrition as well as biodegradable packaging. From the internal point of view, creating a culture of responsibility as well as ESG awareness will strengthen the credibility of the brand and will also motivate the staff members in order to act as the brand ambassadors (Yadav and Yadav, 2025). This human approach will differentiate the brand by embedding sustainability into its day-to-day practices. This will develop trust and loyalty among the consumers while also aligning with the expectations of the investors for the responsible corporate governance.
Process: The operational processes should be designed in such a way that they reflect sustainability at each step. The production will focus upon carbon neutral operations which will integrate renewable energy as well as reduction of waste through advanced supply chain management. The transparent reporting systems will further track sourcing, packaging as well as logistics, which will ensure accountability to both consumers as well as investors (Demartini et al. 2025). The use of digital infrastructure, AI and data analytics will further help in optimising inventory and reducing the inefficiencies, which will reduce the environmental impact. From the critical point of you, these streamlined processes will not only boost sustainability but will also create competitive advantage by showcasing innovation as well as efficiency. 
Physical Evidence: For THG Earth+, physical evidence plays a very important role in boosting sustainability and building consumer trust. The packaging will serve as one of the most important visible proofs as it will make use of biodegradable and recyclable material materials with clear eco-labelling. The certifications like Fairtrade, Vegan as well as Carbon Neutral will be prominently showcased in order to validate the claims and to reassure both consumers as well as the investors (Fairtrade International, 2026). The online platforms will further represent the sustainability credentials with the help of product pages, impact reports, as well as transparent storytelling. Critically, all these tangible as well as digital proofs will help the brand in differentiating it from the competitors which will ensure that the sustainability is not abstract, but it is visibly embedded into the customer experiences which will strengthen the credibility as well as leads to long-term loyalty.
Reflection
Developing a sustainable brand extension, marketing strategy has been a very important learning experience that has boosted my both academic as well as professional skills. The process required me to critically analyse the sustainability frameworks, integrate the ESG principles as well as align them with the expectations of the consumers. The engagement with segmentation, targeting, differentiation as well as positioning strategies have helped me in gaining deeper insights into sustainability which can be embedded into the marketing decisions in order to create long-term value. This has enhanced my ability to connect the theoretical models with the practical implementation, which boosted my analytical and strategic thinking abilities.
The preparation and delivery of the poster presentation developed my communication as well as presentation skills. The representation of complex sustainability concepts into a concise, usually engaging format required clarity, creativity as well as confidence (Henriksen et al. 2024). The delivery of the presentation improved my ability to represent the ideas in a persuasive manner and adapt my communication skills to the audiences. This represented the importance of storytelling in the marketing 
In this entire process, I have strengthened the Key skills like research, critical analysis, project management as well as teamwork. I also developed more confidence in implementing academic frameworks in the real-world business environment. This have significantly contributed to my overall personal growth, especially in enhancing the adaptability and resilience along with my professional development that prepared me for the roles that demanded more strategic thinking.
Looking forward, I recognised that I need to develop my skills in data driven decision making as well as digital marketing that would complement the sustainability strategies. I also look forward to improving the time management skills, especially for complex projects and look for the opportunities to practice public speaking in the professional set up.
[bookmark: _Toc236506480]Conclusion
This assignment analysed THG Earth+ using the framework of STDP and 7Ps marketing mix, which reflects focusing on sustainability is an essential part for the organisation to sustain in coming days. The assignment has critically analysed the aspects of sustainability positioning, health benefits to consumers, and strategic alignment, and thus proved the ways this extension helped the company to grow and create competitive advantages.
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