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                         Core Strategy   The market is composed of urban and environmentally friendly consumers aged between 25 - 45 (Theocharis and Tsekouropoulos , 2025).   The brand is set apart with the help of plant - based formulas, a refill system to promote circular consumption ( Abdelmeguid et al., 2024)   Premium - value pricing strategy is a balance between affordability and sustainable quality and is aimed at middle - income family.   Marketing communications regarding sustainability storytelling and influencer collaborations are used in promotion (Quesenberry and Coolsen , 2023).    
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M&S EcoHome is one of the major market

diversification and growth opportunities in

the home care market.

The plan is in line with the current consumer
trends and strengthens the brand image of the
MA&S as a conscientious and creative retailer.
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The plan gives it a clear competitive edge over

smaller, niche eco-brands in terms of better

retail distribution and legacy.

The portfolio shows how the marketing theory
was applied effectively to come up with a

sustainable and future-oriented brand idea.





image9.svg
                           Conclusion  M&S EcoHome is one of the major market diversification and growth opportunities in the home care market.  The plan is in line with the current consumer trends and strengthens the brand image of the M&S as a conscientious and creative retailer.  The plan gives it a clear competitive edge over smaller, niche eco - brands in terms of better retail distribution and legacy.  The portfolio shows how the marketing theory was applied effectively to come up with a sustainable and future - oriented brand idea.      
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M&S ECOHOME: CLEAN HOME,
HEALTHY PLANET

Introduction
Marks and Spencer rolls out a
new product brand of strong and
effective home care item with
plant fats, M&S EcoHome. To
cater to the increasing
consumerist desire towards
sustainable and non-toxic
housing interiors, M&S
EcoHome fulfils the requirements
of the current eco-aware
consumer without undermining
the quality and credibility
attributed to M&S brand.

Target Audience

The brand focuses on urban and eco-
conscious customers, the majority of
whom are aged 25-45, who attach
importance to ethical production, the
transparency of the brand, and a
healthy lifestyle. It has a high
purchasing power, and it strongly
connects with the brands that display
a strong sense of sustainability
(Theocharis and Tsekouropoulos,
2025).

Marketing & Positioning

Elements that will help launch
the item will entail an integrated
campaign based on digital
storytelling, influencer
collaborations, and major in-
store activation. The impressive

sustainability stories and
flawless omnichannel experience
will also enable M&S EcoHome
to become the best option to
obtain effective, ethical, and
elegant home care (Quesenberry
& Coolsen, 2023).

ECOHOME @

Plant-Based &
Biodegradable
w

The Opportunity
The home care market worldwide
is at an exceptionally high wave
of growth, being influenced by a
strong consumeristic tendency
towards health and sustainability.
Contemporary customers are
interested in purchasing products
which are safe to their family and
the environment (Vanapalli et al.,
2021). M&S EcoHome has a
great chance of tapping this
lucrative and growing market
segment.

The Solution

M&S EcoHome has a variety of
biodegradable cleaning items such
as surface sprays and laundry
sheets, which come in
minimalistic, recyclable and
refillable packaging. The brand
will position itself as efficacious
using plant-based products with
unparalleled retail trust of Marks
and Spencer. It overtakes niche
eco-brands in terms of better
performance of its products,
luxurious smell and convenient in-
store refill points thus making
sustainable positioning both

accessible and appealing.

Marketing & Positioning

Elements that will help launch the item will
entail an integrated campaign based on
digital storytelling, influencer
collaborations, and major in-store activation.
The impressive sustainability stories and
flawless omnichannel experience will also
enable M&S EcoHome to become the best
option to obtain effective, ethical, and
elegant home care (Quesenberry & Coolsen,

2023).
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                                                                                                         @reallygreatsite  M&S ECOHOME: CLEAN HOME, HEALTHY PLANET  Introduction Marks and Spencer rolls out a new product brand of strong and effective home care item with plant fats, M&S EcoHome. To cater to the increasing consumerist desire towards sustainable and non - toxic housing interiors, M&S EcoHome fulfils the requirements of the current eco - aware consumer without undermining the quality and credibility attributed to M&S brand.  The Opportunity The home care market worldwide is at an exceptionally high wave of growth, being influenced by a strong consumeristic tendency towards health and sustainability. Contemporary customers are interested in purchasing products which are safe to their family and the environment ( Vanapalli et al., 2021). M&S EcoHome has a great chance of tapping this lucrative and growing market segment.  The Solution M&S EcoHome has a variety of biodegradable cleaning items such as surface sprays and laundry sheets, which come in minimalistic, recyclable and refillable packaging. The brand will position itself as efficacious using plant - based products with unparalleled retail trust of Marks and Spencer. It overtakes niche eco - brands in terms of better performance of its products, luxurious smell and convenient in - store refill points thus making sustainable positioning both accessible and appealing.  Target Audience The brand focuses on urban and eco - conscious customers, the majority of whom are aged 25 - 45, who attach importance to ethical production, the transparency of the brand, and a healthy lifestyle. It has a high purchasing power, and it strongly connects with the brands that display a strong sense of sustainability (Theocharis and Tsekouropoulos , 2025).  Marketing & Positioning Elements that will help launch the item will entail an integrated campaign based on digital storytelling, influencer collaborations, and major in - store activation. The impressive sustainability stories and flawless omnichannel experience will also enable M&S EcoHome to become the best option to obtain effective, ethical, and elegant home care (Quesenberry & Coolsen , 2023).  Marketing & Positioning Elements that will help launch the item will entail an integrated campaign based on digital storytelling, influencer collaborations, and major in - store activation. The impressive sustainability stories and flawless omnichannel experience will also enable M&S EcoHome to become the best option to obtain effective, ethical, and elegant home care (Quesenberry & Coolsen , 2023).  References Quesenberry, K.A. and Coolsen , M.K., (2023). Brand storytelling: Integrated marketing communications for the digital media landscape . Rowman & Littlefield. https ://books.google.com/ books?hl = en&lr =&id= KwyqEAAAQBAJ&oi = fnd&pg =PR3&dq= Promotional+efforts+use+integrated+marketing+communications :+social+med  ia,+influencer+partnerships,+sustainability+storytelling,+in - store+displays,+and+loyalty+programme+discounts+via+Sparks.+& ots =x0d_Mjv -  PW&sig=2F8MvpMueWC0Qa6cNQJAj59EEdU  Theocharis, D. and Tsekouropoulos , G. (2025). Sustainable Consumption and Branding for Gen Z: How Brand Dimensions Influence Consumer Behavior and Adoption of Newly Launched Technological Products. Sustainability , [online] 17(9), p.4124. doi:https ://doi.org/10.3390/su17094124. https://www.mdpi.com/2071 - 1050/17/9/4124  Vanapalli , K.R., Sharma, H.B., Ranjan, V.P., Samal, B., Bhattacharya, J., Dubey, B.K. and Goel, S., (2021). Challenges and strategies for effective plastic waste management during and post COVID - 19 pandemic. Science of the total environment , 750 , p.141514. https://pmc.ncbi.nlm.nih.gov/articles/PMC7399665/pdf/main.pdf             
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                           Introduction  There is an increasing consumer market interest in non - toxic home - care products  The plan suggests M&S EcoHome which is a new brand of plant - based biodegradable products ( Vanapalli et al., 2021).  The idea builds on the reputation that Marks and Spencer has built in terms of quality and trust (M&S, 2025).  The portfolio seeks to reflect an all - inclusive marketing strategy to this new brand launch and diversification.   
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The market is composed of urban and environmentally friendly
consumers aged between 25-45 (Theocharis and Tsekouropoulos,
2025).

The brand is set apart with the help of plant-based formulas,
a refill system to promote circular consumption
(Abdelmeguid et al., 2024)

Premium-value pricing strategy is a balance between
affordability and sustainable quality and is aimed at middle-
income family.

Marketing communications regarding sustainability storytelling
and influencer collaborations are used in promotion (Quesenberry
and Coolsen, 2023).





