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[bookmark: _Toc196556586]INTRODUCTION
The marketing management is concerned with the process of developing and implementing strategic marketing activities that systematically aligns with goals and objectives of the organisation. In the current dynamic business environment it has become imperative for every organisation to introduce new brands for their products/services as it helps in minimising risk and increasing cost savings adequately (Kotabe and Helsen, 2022). The current study is based on Unilever company’s brand Dove which is known for its hair care and personal wash products. The new product is called as ‘Dove Pro-Age Biotics Hair Care’ and it is an extension of the already established brand ‘Dove’, and the study aims to determine segmentation, targeting and positioning of this new brand extension alongside customer personal profile and marketing mix strategies systematically. 
[bookmark: _Toc196556587]Brand Extension- Dove Pro-Age Biotics Hair Care extension
According to Tserenbat et.al. (2024), Dove is a personal care brand owned by the British FMCG brand Unilever and it is sold in more than 150 countries targeting women, men, children and babies. The brand was introduced in the year 1957 and is valued at approximately $5.4 billion making it one of the most valuable brands of Unilever company. A significant reason behind brand’s success is due to its incessant product innovation, high-quality and geographical expansion. According to Statista (2024), Dove has been extremely successful not only in the UK but Europe and has received a total of 49 million consumer research points making it extremely successful and recognisable among the consumers. However, over the years the company’s brand value has decreased substantially due to increasing competition from sustainable brands as well as due to changes in customer preferences and trends (Brooks et.al. 2024). 
As a result of this, a new brand extension has been done where the brand has launched ‘Pro-Age Biotics Hair care extension’ meaning a premium hair care range that mainly focuses on addressing and resolving the biological changes that occur due to age like thinning, dryness, loss of volume and shine etc. The newly launched product comprises ‘biotics’ element that helps in enhancing scalp health as well as microbiome balance to ensure continuous shine, elasticity and strength (Khanam and Rahman, 2022). The range of products introduced under this brand extension includes Pro-Age Biotics Shampoo, Pro-Age Biotics Nourishing serum, Pro-Age Biotics repair mask etc. The new brand range faces competition from several players i.e., Loreal Age Perfect, Pantene Age Defy, Aveda Invanti Advanced, Herbal essences Repair Shampoo etc.
[bookmark: _Toc196556588]Segmentation, Targeting and Positioning for the new brand extension 
According to Ningrum and Hasmarini (2024), the STP analysis is a strategic approach that mainly focuses on commercial effectiveness and selection of valuable segments for a business and then developing a marketing mix as well as product positioning strategy for each consumer group. It is imperative for marketers as it helps them in prioritising propositions and then accordingly develop relevant messages to engage with various audiences. It is as follows-
Segmentation- 
	Type
	Basis
	Dove Pro-Age Biotics Hair Care

	Demographic
	Age
	Primarily 40 and above years

	
	Gender
	Female

	
	Income
	Upper-middle class 

	
	Education
	Educated consumers who are highly aware about self-care and wellness

	Geographic
	Region
	Global Presence in both urban and semi-urban areas

	
	Climate
	All climate suitability (hot, humid and cold).

	Psychographic 
	Lifestyle
	Health-conscious, importance to natural beauty and fitness oriented

	
	Personality
	Confident, brand loyalist, well-informed consumers.

	
	Values
	Body positivity and natural beauty (Moattari and Jafferany, 2022).



Targeting- 
The Dove brand mainly targets consumers between the age group of 18 to 45 who are well informed and extremely conscious about skin care health and also like to embrace the natural beauty. However, with the brand’s extended product i.e., Dove Pro-Age Biotics Hair Care, the company aims to mainly target consumers that are female and above the age of 40 as it helps the brand in not only expanding its customer base but also providing effective and tested solutions that will help consumers in improving their hair strength and quality in the long run (Poulter and Treharne, 2021). The Pro-Age biotics hair care is made from natural ingredients and no chemicals which makes it highly trusted and a go-to choice for old consumers. In addition to that, the product is sustainable meaning its design and manufacturing is made from recycled plastic and that is a major reason behind its premium pricing which attracts urban and upper-middle class consumers (Murina et.al.2021). Although Dove brand has always been a price-sensitive product that offers effective skin care and hair solutions however, with the launch of this new brand extension the company aims to target more mature-consumers that are willing to pay a little premium for securing high-quality anti-aging products as an alternative to luxury brands. 
Positioning-
Whitler (2021), states that Dove company has always positioned itself as a purpose-driven brand that represents self-confidence and inclusivity over conventional beauty standards, and it has really connected with the consumers not only in the UK but globally. Furthermore, the price of Dove products is usually value for quality meaning, they are slightly expensive than basic supermarket brands such as Simple or supermarket owned- brands however cheaper than luxury skincare such as The Body Shop, Clinique etc. thus systematically striking a balance between value and quality. With the launch of new brand extension, the company aims to enhance both quality and price of the product in order to attract more mature and result-oriented consumers primarily women that are struggling with hair care related issues (Khanam and Rahman, 2022).
This is an attempt to leverage Dove’s heritage and carry the legacy of brand’s purpose i.e., inclusivity and embracing real beauty among mature consumers who wish to look young, healthy and confident again (Murina et.al.2021). In addition to that, the quality of ingredients is extremely high in these products with no toxic chemicals or poor packaging thus ensuring sustainability and positioning brand as affordable premium in the category with proven results and no side-effects for women who seek to improve hydration, volume and shine in their hair post the age of 40 (Moattari and Jafferany, 2022). Although, the product can be consumed by younger women consumers as well however, the brand aims to target older consumers as they are highly likely to face these problems in comparison to younger women (Fraß and Walter, 2021). 
[bookmark: _Toc196556589]Consumer Personal Profile
The customer profile is a process through which companies identify, describe and segment customers on the basis of numerous characteristics like purchasing patterns, income level, lifestyle, pain points etc. There are two types of consumer profiling, and it includes-
The demographic defines the customers by who they are, and marketing team of companies often use these to create personalised messaging and determine individual preferences of communication. On the contrary, psychographic focuses on the why behind consumers purchase of products/services (Klein, 2024).
The profile for Dove Pro-Age Biotics Hair are as follows-
	Customer Persona 
Name- Lauren Green
Age- 44
 [image: 37,000+ 40 Year Old Woman On White Stock Photos, Pictures & Royalty-Free  Images - iStock | 40 year old woman on white background]
Gender- Female
Location- London, UK
Marital Status- Married with 2 grown-up children
Occupation- Marketing Consultant 
Education- University graduate
Annual- £50000
Ethnicity- White British
Lifestyle and Interests – Work-oriented, Yoga, Travel, age-positivity and natural beauty
Goals- 
To have healthy hair that makes her feel confident as she grows older.
To look good and not match and beauty standards adequately
Pain Points- 
Does not like products that set unrealistic beauty standards through advertisements
Feels ignored by mainstream beauty and skin care brands as they only focus on gen-z and upcoming generation. 



[bookmark: _Toc196556590]Marketing Mix for Dove Pro-Age Biotics Hair Care
According to Mor (2021), the marketing mix concept was developed by E. Jerome McCarthy in the year 1960’s and is used to describe the elements that help an organisation develop comprehensive marketing strategies i.e., product, place, price, promotion, people, physical evidence and process. The 7Ps of marketing are extremely important in the case of newly launched brand called ‘Dove Pro-Age Biotics Hair Care’ and these are as follows-
1. Product- The newly launched ‘Dove Pro-Age Biotics Hair Care’ product is a new brand extension of Dove, and it targets hair related concerns like thinning, loss of volume, dryness etc. The product is exclusively designed for women facing hair related issues especially in the age group of 40 and above hence, the product made is free from any kind of toxins like sulphate and is dermatologically tested. Although Dove products have often been criticised for using poor quality plastic for their packaging however, in the new brand extension range launched the company aims to keep the packaging fully sustainable with recyclable bottles and minimalistic designs. This is done as an effort to improve the public image of brand and ensure trust among public about company’s care and promise for better future. 
2. Price- The new range of Dove’s hair care products is priced as a mid-premium product meaning it is affordable than luxury salon brands however expensive than mass-produced shampoos. This is done purposely by the brand to distinguish itself from rest of the players in the industry and establish itself as a proven solution for better hair which is not only free from toxins but also completely sustainable. Although, company may initially offer discounted deals and bundle pricing to attract consumers and shape their purchasing behaviour. According to survey conducted by PWC (2024) on more than 20,000 consumers across 31 countries, it has been determined that consumers are willing to pay 9.7% premium price for sustainability despite the increasing cost-of-living globally. This also makes it a great opportunity for Dove brand to launch a sustainable range of products so that it can set a premium price for them and increase brand’s revenue significantly. 
3. Place- Dove has always been an omni-channel brand meaning it uses an integrated approach to distribute its products and services in the market.  The skin and hair brand makes use of all channels be it online, physical stores, social media etc. to provide a seamless shopping experience for its consumers. The brand’s products are not only sold in leading retail chains of the UK such as Tesco, Sainsbury’s, Boots, Morrisons etc. but also online at Amazon.co.uk, notino.co.uk, superdrug.com etc (Dolega et.al. 2021). According to study conducted by Deloitte (2020), consumers now increasingly use both online as well as in-store shopping during their purchase journey to locate the most adequate product/service at an affordable price thus making it extremely convenient for them.  The brand’s existing supply chain and distribution network will help it in launching its new range of products effectively. 
4. Promotion- In the current competitive business environment, it has become extremely important for brands to promote their products/services through advertising and other mediums like sales promotion, digital marketing etc. to reach target customers subsequently. The Dove brand has always been a women centric brand and in order to launch its new extension i.e., Dove Pro-Age Biotics Hair Care, the company aims to launch a campaign with women above 40 years of age to celebrate their graceful aging yet having confident and strong hair (Yusuf and Matiin, 2022). In addition to that, Dove has more than 1million followers on its Instagram page which in turn makes it a great opportunity for the brand to collaborate with several influencers, dermatologists as well as celebrities in the age group of 40-50 and reach target audience substantially. Furthermore, the company can also introduce giveaway contests as well as do content marketing with the help of paid blogs, video tutorials etc. to increase awareness around the brand and make it a global success. However, it is imperative for the brand to understand that it is a time-consuming process, and promotions may require huge expenditure in the beginning to reach right people. 
5. People- Hanaysha et.al. (2021), states that the people refer to employees, customers and other stakeholders that interact with the business and it is extremely important to create a positive and memorable experience for these people. It is imperative for all the customer representatives and brand representatives to treat customers in an adequate manner so that a level of trust is built. Further, there needs to be a regular collaboration with dermatologists and other experts to ensure that there is relatability thus, resonating with consumers and increasing their motivation to purchase the brand’s newly launched products/services. As per research conducted by Qualtrics and Service Now it has been identified that approx. 80% of consumers have switched brands due to poor customer experience thus making is critical for Dove to focus on employee training & development so that consumers have a satisfactory shopping experience.
6. Process- The entire process right from the ordering of products online to delivering needs to be seamless in order to maximise consumers’ shopping experience. Further, the process can also be enhanced by adding options like quick delivery, adequate after sales-service and subscription related options. In order to promote and increase sales of Dove Pro-Age Biotics Hair Care, the company can also introduce in in-store Kiosks and personal consultations for women thus offering them a personalised shopping experience and assistance which in turn makes the entire purchasing process extremely smooth. 
7. Physical evidence- Dove Pro-Age Biotics Hair Care can provide before and after visuals alongside customer testimonials as well as dermatologist approval seals to increase trust of consumers within the brand and contribute towards physical evidence. Additionally, the packaging with clear age-specific care and other imperative guidelines marks for age-specific care and provides clear direction of evidence to the target consumers. According to study conducted by National Retail Federation data, 72% of consumers are more likely to purchase from stores that provide physical evidence to authenticity in their packaging or advertisement (Gorton et.al. 2021).
[bookmark: _Toc196556591]CONCLUSION
From the above study it has been concluded that Dove, a Unilever brand is going to launch a new brand extension called Dove Pro-Age Biotics Hair Care, a premium hair-care solution range of products especially targeted towards older women of age 40 above who are facing hair related problems like thinning, loss of volume and shine etc. The STP analysis summarised that products are positioned slightly on expensive side as they are free from toxins and made from sustainable packaging with effective solution. In addition to that, the consumer persona also described the lifestyle of women as health-conscious, upper-middle class who are generally married and belong to a diverse ethnicity be it white British, South Asian or Caribbean. Finally, the 7Ps described that brand can make use of influencers and dermatologists to promote its products adequately. It can also make use of omnichannel to enhance shopping experience of consumers as well as with help of testimonials, the brand can give physical evidence of authenticity as well. 
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