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Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) analysis
The chosen sustainable brand extension has the main aim towards strengthening the competitive positioning of Oak Furnitureland through dealing with the rising demand for environmentally responsible items. According to Arnett, (2024), efficient marketing approaches are connected with the identification of appropriate market segments and the selection of targeted customers, whose demands can be satisfied compared to the competitors. Hence, an effective STDP analyst is crucial to gain higher sustainable brand expansion.
[bookmark: _g3safssbscee][bookmark: _Toc231734481]Segmentation
The word market segmentation can be defined as dividing larger markets into different customer groups based on their characteristics and needs. 
[bookmark: _rhdznfjzf8jw][bookmark: _Toc231734482]Geographic Segmentation
The brand expansion consists of suburban and urban consumers present across cities like Bristol, Leeds, London, Manchester and Birmingham, where there is higher demand for sustainable home solutions and environmental awareness. Considering future expansion, various environmentally conscious markets like Germany, Sweden and the Netherlands deliver significant opportunities due to their strong purchasing power and sustainability culture. 
 Demographic Segmentation
The main target consumers include individuals aged between 25 and 45 years. This group of individuals consist of newly married couples, young professionals, homeowners and young families having medium to high levels of disposable income. All these consumers have a demand towards investing in premium quality furniture to gain sustainability and long-term value. Moreover, increased education levels also deliver better contribution towards environmental awareness in dealing with ethical consumption and sustainability issues (Al-Nuaimi and Al-Ghamdi, 2022). 
[bookmark: _ebimbo7vqz5p][bookmark: _Toc231734483]Psychographic Segmentation
Psychographic segmentation is based on consumers' lifestyles, attitudes and values. The Eco Collection is for those consumers who are environmentally conscious and look for sustainable products and ethical business practices. These people prefer durability, quality and responsible sourcing. Furthermore, minimalist and contemporary home designs are bound to appeal to modern homeowners towards the stylish design furniture of the brand.
[bookmark: _qn3i4mjdg4g5][bookmark: _Toc231734484]Behavioural Segmentation
The target market is customers who want sustainability, durability and a better quality product. They will pay more for products that reflect their lifestyle and values in terms of being environmentally friendly (Plakantonaki et al., 2023). Home improvement, first home and new furniture purchases are all purchase occasions. Also, these consumers often undertake in-depth online research prior to making a purchase, and are more loyal to brands when their sustainability pledges are genuine.
[bookmark: _xtkyjztkc8d][bookmark: _Toc231734485]Targeting Strategy
Oak Furnitureland will take an approach of target in middle income and upper-middle income consumers aged between 25–45 who are eco-conscious. This segment is a fast-growing consumer segment that is increasingly considering sustainability in their buying decisions (Trzcielinski and Pawlowski, 2024). The main target is the stylish and eco-friendly furniture market for young professionals and families in urban areas who are looking for high-quality, long-lasting furniture. These consumers are digitally engaged and value sustainability, even if it means paying a little more for products that support sustainability. Oak Furnitureland can leverage the increasing trend of ‘ethical consumption' in this segment, while simultaneously establishing long-term customer relationships.
[bookmark: _fb39zsf8wwuf][bookmark: _Toc231734486]Differentiation Strategy
In the fiercely competitive furniture industry, differentiation is key. Oak Living Eco Collection will stand out from the others, with a focus on sustainability, product quality and initiatives in the circular economy. The Eco Collection will feature FSC-certified wood, recycled materials and environmentally friendly finishes, which are not the main concerns of most furniture stores (Sosa, 2023). It will also launch recyclable packaging and carbon-neutral delivery services to decrease the environmental impact. In addition, a furniture take-back and refurbishment programme will help to implement the principles of the circular economy by prolonging product lifecycles and minimising waste. The sustainability efforts offer a competitive edge and build customer trust and credibility. This differentiation is in line with the expectations of today's consumer, and in support of long-term business sustainability.
[bookmark: _i407wbgpleb][bookmark: _Toc231734487]Positioning Strategy
This can be stated as the development of a distinctive image across the minds of consumers relative to competitors (Pituşcan and Ioncu, 2024). The position of Oak Living Eco Collection will be based on a premium range of furniture which incorporates elegant design, environmental responsibility and durability. 
The positioning statement for the brand extension is:
"For environmentally conscious homeowners seeking stylish and long-lasting furniture, Oak Living Eco Collection provides premium sustainable furniture crafted from responsibly sourced materials, offering superior quality while contributing to a greener future."
This will establish a communication situation that sets out functional benefits, like durability and quality, and emotional benefits linked with environmental stewardship and responsible consumption. Moreover, the Eco collection helps in strengthening the market position of the organisation and providing extensive support towards sustainable business development. 
[bookmark: _p729m3101l8j][bookmark: _Toc231734488]Element 3: Marketing Mix (4Ps) for the Oak Living Eco Collection
The term marketing mix can be stated as a fundamental framework which helps organisations in developing effective strategies for providing value to customers and achieving various business objectives (Abedian et al., 2022). The proposed Oak Living Eco Collection will keep a major focus on place, product, price and promotion strategies which will support sustainability aims and enhance competitive positioning of the company. Effective integration of elements of the marketing mix is crucial for the development of a coherent value proposition which will meet the needs and demands of consumers along with keeping alignment with organisational goals. 
[bookmark: _g36itbkaot4p][bookmark: _Toc231734489] Product
The heart of the Oak Living Eco Collection is the product strategy. The brand extension will be a range of sustainably produced furniture such as dining tables, wardrobes, sofas, beds and storage. The products will be manufactured from FSC-certified timber, recycled materials, recyclable packaging and environmentally friendly finishes. The collection will feature designs that are durable and of high quality, with a focus on longevity and sustainability to promote the use of the product for as long as possible
Sustainability-wise, the product approach is also in line with the principles of the circular economy, which aim to minimise waste and prolong product life. Customers will be encouraged to take furniture back to be refurbished or recycled with Oak Furnitureland's furniture take-back and refurbishment programme. The project will advance environmental stewardship and generate support for customers.
Moreover, transparency will be introduced to product differentiation in the sourcing and manufacturing processes. QR codes on products will give consumers details on their carbon footprint,  certifications and sustainability (Hasan, 2026). This is timely because consumers are more concerned with ethical consumption and corporate responsibility, and that’s what this transparency brings. The Eco Collection is a blend of high quality, sustainability and innovation that meets functional and emotional consumer needs and enhances brand credibility.
[bookmark: _r8hypv1wa2f9][bookmark: _Toc231734490]Price
The pricing of the Eco Collection will be value-based. Ethical sourcing, environmentally friendly materials, and responsible manufacturing processes often come at a premium, thus contributing to the overall higher costs associated with sustainable furniture production. As a result, the furniture products will be slightly more expensive compared to conventional furniture alternatives.
On the other hand, Oak Furnitureland is not just going to be a low-cost competitor; it will highlight the long-term value of sustainable and durable furniture. Value pricing is based on the willingness of customers to pay a higher price for products that fit their environmental values and provide a higher quality (Yang et al, 2024). Some studies suggest that environmentally conscious consumers are willing to pay a reasonable premium for green products if the sustainability aspect is clearly delivered.
A variety of payment models and seasonal promotions will be made available in order to increase the affordability and promotion of adoption. Furthermore, incentives and loyalty schemes associated with the furniture take-back scheme can help further promote sustainable consumers' behaviour. The price position increases profit and reinforces the premium and eco-friendly image of the brand extension. Most importantly, premium pricing is only effective if consumers feel that they are doing something good by buying a premium product (Sun and Yoon, 2022). Therefore, it will be crucial to have clear communication about environmental performance and product quality to keep alignment with the premium price and customer trust
[bookmark: _eqgz74uct7v7][bookmark: _Toc231734491]Place
Place focuses on making the Eco Collection easily available to the target group and reducing its environmental impact. Oak Furnitureland will employ an omnichannel distribution model that involves both online and offline channels. In the United Kingdom, current showrooms will remain vital to the product experience for consumers, as they will be able to test the quality of a product before buying. Stores can have sustainability sections for the Eco Collection and to explain the environmental benefits. Demonstrations, sustainability information displays and consultations also enhance the physical stores, supporting customer engagement.
Online channels will equally have a major role to play, as digital is a key factor in the target audience, who are often looking at research before they buy (Abu Seman and Segar,  2023). All of this will be detailed on the company's website and include sustainability credentials, customer reviews, and virtual room visualisation tools. The e-commerce feature will allow customers to buy conveniently and learn about the sustainability information.
Distribution operations will be optimised from a sustainability perspective by implementing efficient logistics planning, carbon-neutral means of transport and consolidated deliveries (Tetteh et al., 2025). The overall sustainability strategy will be further enhanced by the use of recyclable packaging and environmentally responsible supply chain approaches. By integrating both digital and physical outlets, this approach helps achieve a wide reach and meets the needs of the market while also advancing customer convenience and environmental goals.
[bookmark: _cmie37agerq][bookmark: _Toc231734492]Promotion
Promotion must play a key role in communicating the value proposition of the Oak Living Eco Collection and raising awareness among environmentally conscious consumers. The marketing will emphasise the sustainability benefits and the design, quality and durability of the products.
The main method of communication will be digital marketing. Target audiences will be reached through social media, content marketing, influencer marketing and search engine optimisation (SEO). Storytelling for sustainability can illustrate the potential benefits of responsible sourcing, ethical production, and circular economy efforts in protecting the environment (Kazakova and Lee, 2022). This kind of material enables fostering emotional ties with customers and enhances brand authenticity. Public relations activities will provide support to promotional efforts with the help of environmental campaigns, sustainability reports and alignment with environmental organisations. All this will improve stakeholders' confidence and corporate reputation. Moreover, case studies and customer testimonials reflect sustainable lifestyle choices. 
Information about sustainability certifications, product lifecycles and environmental benefits will be available on in-store promotional materials.  Interactive displays and QR codes can further enhance customer engagement. Value will be the main focus of promotional messages, rather than just the price, and will be established through quality, long life, and environmental responsibility.
[image: ]
Figure 1: Marketing Mix 4Ps
(Source: Self-made)
[bookmark: _3ak0c0lbgapj][bookmark: _Toc231734493]Element 4: Reflection
I enhanced my understanding of sustainability and strategic marketing through the development of the sustainable brand extension approach for Oak Furnitureland. In this project, I gained various practical experiences while applying different marketing approaches or theories, such as STDP and the marketing mix. This helped me learn the importance of business growth objectives with social and environmental responsibilities. 
The most important was the increasing significance of sustainability for consumers' behaviour and buying choices (Weniger et al., 2023). Studying the concepts and trends in sustainable furniture gave me an awareness and understanding of how sustainability concepts and trends can provide an organisation with a competitive advantage in meeting evolving customer expectations. Furthermore, I gained enhanced analytical and critical thinking abilities and skills as I analyzed market opportunities, considered target groups and created marketing plans tailored to specific market groups and based on academic literature.
I got better at communicating and giving a presentation when I made a poster presentation. I found out the way to summarise a lot of information in an appealing, concise and visually interesting format and make sure that the key messages were conveyed. Additionally, by giving the presentation, I gained confidence in presenting professional ideas and answering questions that might arise during the presentation (Theobald, 2026). Based on professional and personal perspectives, this task helped me enhance my knowledge on strategic-descision making, problem solving and research abilities. All these sets of skills are crucial for marketing roles and future management. Moreover, I also found that I can enhance my presentation skills and data analysis by gathering more experience on marketing tools and opportunities in public speaking. 
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S able Brand Extension:
Oak Living Eco Collection

Company Introduction

The chosen company, Oak Fumitureland, is one of the leading furniture compar
UK, having focus on high-quality and specialist wooden furniture (Oak Furnitureland,
2026). Due to rising consumer awareness of environmental ssues, a significant
opportunity arises for the company to strengthen its market position with sustainable
innovation.

Sustainable Requirement and Purpose

he brand expansion, named the Oak Living Eco collection, reflects sustainable furniture
roducts made with FSC timber, eco-friendly finishes, recycled materials and packa:
Oak Furnitureland, 2026). The main aim of this extension is to address emerging
jemands on environmental concerns, responsible consumption and reduction of
cological footprint.

Market Appeal

A significant pressure is faced by the fumiture industry, which includes high pressure on
adoption of sustainable approaches, strict environmental laws and rising awareness of
climate change (Al Darwish, 2023). Environmentally conscious homeowners keep a major
focus on ethically sourced, durable and sustainable products. The Eco collection range
delivers premium and stylish funiture while focusing on environmental responsibiity.

A\lignment with Sustainability Goals

This brand extension provides extensive support to sustainability with the help of waste
reduction, lowering carbon emissions, responsible sourcing, and circular economy
approaches. With the help of take-back and refurbishment initiatives, the organisation can
promote resource efficiency along with improvement of customer loyalty and brand
reputation. This approach focusing on sustainability will help in business growth, delivering
positive social and environmental impacts (Andersson et al, 2022).
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MARKETING MIX (4Ps)
Oak Living Eco Collection

An integrated marketing mix designed to deliver sustainable value
to customers while supporting long-term business growth.

PRODUCT

materials

designs

packaging

FSC-certified solid wood furniture
Recycled and responsibly sourced

Durable, timeless and high-quality
Eco-friendly finishes and recyclable

Take-back and refurbishment
programme (circular economy)

PRICE

© Value-based pricing strategy

© Premium pricing reflecting
sustainable materials and quality

© Flexible payment options and
finance plans

© Loyalty rewards and discounts for
sustainable choices (e.g., take-back
programme)

PLACE

experience

online, mobile)

Nationwide showrooms across the UK

Seamless online shopping
Omnichannel distribution (store,

Carbon-neutral delivery and
eco-friendly logistics
Efficient supply chain with
sustainable partners

LIVING

ECO COLLECTION

PROMOTION

Digital marketing and social
media campaigns

Content marketing focused on
sustainability and lifestyle
Partnerships with eco-friendly
influencers and organisations

In-store displays and sustainabil
storytelling

Public relations and sustainabili
reports to build trust

Figure 3: Marketing Mix (4Ps) for the Oak Living Eco Collection
Source: Adapted from Kotler et al. (2024)




