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[bookmark: _Toc195529069]Introduction 
Effective marketing is essential for achieving business success by implementing the following strategies: identifying consumer n
eeds, creating value, and fostering a robust brand presence (Hidayat et al. 2023). In today's market, businesses have no choice but to relentlessly innovate and diversify their products according to evolving consumer preferences (Okonkwo et al. 2024). Diversification served as a strategic method to sustain in the market by accessing new markets, reducing risk exposures, and building strong brand equity (Wardhana, 2024). Mama Earth, known for its sustainable personal care products, is expanding its brand into the furniture market by introducing its eco-friendly "Earthy" collections. By undertaking the initiative, the brand is actively supporting its sustainability goals alongside folding its ethical and environmental practices. 
The main objective of the report is to examine the significance of diversification for the Mamaearth brand, alongside underscoring the potential market opportunities, risks, and challenges associated with launching their new sustainable furniture collection named Earthy. It will further investigate how the growing preferences of consumers for sustainable furniture are met by a brand's '1 product = 1 tree' initiative, reinforcing the synergy between environmental responsibility and market growth, which blends in corporate social responsibility with business growth. The report will cover Mamaearth’s current market position, a holistic analysis of the Sustainable furniture sector, and lastly, conclude with strategic recommendations for successfully growing sales in the targeted market.
[bookmark: _Toc195529070]Develop a new brand extension for the organisation you have selected for one of their product.
[bookmark: _Toc195529071]Overview of the brand
Mamaearth, launched in 2016 by Honasa Consumer Limited, has strategically distinguished itself in India's personal care market by integrating toxin-free and environmentally sustainable products and has gained significant market share. For the year 2023, Mamaearth's revenue was roughly ₹1,492 crore, which is equivalent to $180 million, witnessing a surge of 58% year-on-year growth (economictimes.indiatimes.com, 2023). A significant 70% of sales are achieved through digital marketing and e-commerce by leveraging online platforms like their own website, Amazon, and Nykaa (business-standard.com, 2023). Moreover, its offline expansion into retail stores and strategic collaborations with major outlets have further contributed to its growing consumer base. 
[image: ]
Figure 1: Mamaearth Financials FY24
(Source: entrackr, 2024) 
The company thrived by capitalising on the growing consumer preferences for natural and chemical-free products. Mamaearth has fostered its strong brand positioning through enhanced consumer trust and sustainability practices, which comprise its plastic neutrality initiative and tree plantation drives, which have further strengthened its reputation in the dynamic market space. To further its growth and environmental mission, the brand will launch a collection of Sustainable furniture with the brand name "Earthy.”
[bookmark: _Toc195529072]New product offerings
‘Earthy’ will be Mamaearth’s new line of sustainable furniture that will focus on providing high-quality, eco-friendly home decor. It will offer a diverse range of tables, chairs, storage units, and beds, all of which are constructed with eco-friendly and recyclable materials like reclaimed wood, bamboo, and recycled materials. This initiative encourages consumers to enjoy high-quality, stylish, and durable furniture while supporting environmental conservation. 
‘Earthy’ will present customers with a greener alternative to their conventional furniture that harms the environment, contributing to deforestation and high carbon emissions (Lodhi et al. 2024). Increased environmental awareness is driving the market sales of sustainable home decor. As a part of the dedication towards environmental responsibility, Mamaearth will integrate the “1 Product = 1 Tree” initiative, in which they are pledging to plant one tree for each of their products sold. This green initiative will not only increase consumers' involvement in environmental conservation acts but will also reduce the carbon footprint during production.
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Figure 2: Brand logo
(Source: Self-created)
With its existing consumer base, Mamaearth aims to provide furniture that fits contemporary lifestyles, along with advocating ethical practices. The Earthy furniture line will provide eco-friendly, high-quality yet budget-friendly options for consumers to furnish their homes sustainably.
[bookmark: _Toc195529073]Importance of this new product 
The creation of Earthy is the direct result of the surging demand for sustainability, where consumers consciously choose eco-friendly alternatives. The sustainable furniture sector is projected to expand dramatically at a compound annual growth rate (CAGR) of 6.2% from 2023 to 2030 (grandviewresearch.com, 2023). Mamaearth’s strategy comprises brand extension, capitalising on evolving market trends, solidifying its brand presence, and reaching a wider range of audiences beyond its consumers of personal care products. 
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Figure 3: Growth of Sustainable Furniture Market (2020-2030)
(Source: kbvresearch, 2023)
This graph demonstrates the growing consumer demand for sustainable furniture and its market growth potential.
Mamaearth's diversification strategy will significantly reduce its vulnerability due to fluctuations in the market of personal care items, and it will also strengthen its market value. Due to consumers' trust in Mamaearth’s toxin-free skincare line, it may also help to elevate customer retention and sales value for their eco-friendly furniture line. Furthermore, the “1 Product = 1 Tree” initiative will lead to a more robust CSR (corporate social responsibility), resonating and attracting eco-minded buyers. 
To summarise it all, Earthy is a strategic brand extension that will not only satisfy consumer demands and necessities but will also fortify Mamaearth’s competitive lead as a sustainability-driven company. By merging its ethical values with its product launches, the brand reinforces its durable customer loyalty while actively contributing to the environment.
[bookmark: _Toc195529074]Determine segmentation, targeting and positioning for the new brand extension 
· Segmentation
The business organisation will employ demographic segmentation, which will be beneficial in gaining insights about its targeted consumer base for its new extension, Earthly. Also, clients within the age range of 25 to 45 will be the prime client base, along with environmentally-conscious consumers. Also, the firm will use behavioural segmentation wherein it will conduct in-depth market research to obtain superior insights about the buying preferences as well as requirements of consumers. This includes targeting customers who prefer sustainable as well as eco-friendly products, resulting in boosting their interest towards the new offering (Shimul and Cheah, 2023). 
On an additional note, the company will divide its consumer base based on their psychological traits such as shared values, preferences, interests and others with the help of psychographic segmentation. Considering this, it can be stated that the firm will target clients who value durability, sustainability and superior quality for its new product range, Earthy. Along with that, the company will emphasise the functionality as well as the design of the products by understanding the latest trends and implementing them into its product design approach (Asif et al. 2021). This, in turn, will help attract consumers who prefer uniquely designed, sustainable and affordable furniture. 
	Segmentation type
	Basis of Segmentation
	Target characteristics

	Demographic
	Age, Eco-consciousness
	Individuals within the age range of 25 to 45 who are eco-conscious

	Psychographic
	Buying behaviour, preferences for items
	Individuals who prefer sustainable and eco-friendly products

	Behavioural
	Values and lifestyle
	Individuals who consider durability, sustainability and superior quality 



· Targeting 
Mamaearth will target customers between the 25 to 45 age group for its new extension, Earthy, along with consumers who are ecologically-conscious. Along with that, it can be stated that the business organisation’s new product offering will be accessible by clients belonging to all income groups, including low to high, due to its affordable pricing, consequently making it accessible for a diverse customer range. On an additional note, the firm will employ superior marketing strategies to underline the uniqueness as well as distinct features of its new products that, in turn, will boost its visibility, resulting in influencing the purchasing tendency of intended customers (Suprayitno, 2024). 
Furthermore, a differentiated targeting approach will be incorporated by Mamaearth, which will allow it to meet the requirements of its intended customers effectively by tailoring its promotional tactics. Considering this, it can be stated that the firm will employ digital marketing approaches and post relevant content highlighting its sustainability practices as well as eco-friendly furniture. Also, social media posts will underline the durability, superior designs and longevity of its new offerings, which in turn will be beneficial in enhancing the interest as well as positively influence the buying inclination of its targeted consumers (Wuisan and Handra, 2023). 
· Position 
[image: ]
Figure 4: Perpetual map
(Source: Self-created)
Mamaearth is a reputed company that has decided to launch sustainable furniture of standard quality in the market at a low price. This approach will guide the organisation in capturing a consolidated position in the industry. However, there are many rivals present in the market who can give tough competition to the chosen company. IKEA is a well-known company that provides high-quality furniture at high prices to its customers (Ozturkcan, 2021). Despite charging premium prices, its products have huge demand in the market due to their eco-friendly features within its products. On the other hand, West Elm is another brand that sells sustainable furniture of low quality at high prices to its customers (Zhu et al. 2023). Moreover, ABC Home also sells eco-friendly furniture that has poor features to its target audience at a cheaper rate (Liu et al. 2022). Thus, it is clear from the discussion that Mamaearth will benefit in this sector by providing its sustainable furniture of high quality at a minimal price that will permit it to tackle competitive challenges. 
[image: IKEA annual revenue 2024| Statista]
Figure 5: Revenue of IKEA
(Source: statista, 2025)
As the following graph shows, IKEA has upheld strong financial performance over the years. For pats two decades the company has demonstrated upsurge in revenue reaching €45 billion in 2024. Its Scandinavian style furniture designs has attributed it with global fame making it one of the largest furniture retailers. Its eco-friendly furniture cater to emerging trend of sustainability which has enabled it to expand business in international market. Currently, only in the Europe, the company ahs set up 280 stores while in other regions it has 200 stores. Hence, Mamaearth’s venture into this segment will make it face tough competition from this brand.  Further the store experience provided by IKEA along wit its DIY feature of furniture also create appeal to its consumers. 
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Figure 6: Revenue of West Elm
(Source: statista, 2025)
The above graph shows the revenue of West Elm, which is a subsidiary of Williams-Sonoma. In 2024, the brand generated a revenue of around $1,840 million. Mamaearth, however, face less competition from this brand due to its low popularity owing to selling low-quality furniture. Besides, in terms of ABC Home, Mamaearth, through its introduction of budget-friendly, eco-friendly furniture, may gain a strong grip on the market. 

[bookmark: _Toc195529075]Develop a detailed customer personal profile for the new brand extension, including demographic and psychographic information 
Demographic: Shrutika Chatterjee is a 27-year-old gynaecologist who stays in Navi Mumbai, India. Being a Doctor, she is highly cautious about protecting the environment, which is necessary for creating a positive effect on human health.
Profile: She is a Gynecologist of a renowned clinic at Navi Mumbai who has recently bought a flat and wants to use all sustainable products for decorating her new accommodation. Motivations: Mamaearth has decided to launch its sustainable furniture named Earthy, which will be manufactured from recyclable materials, Bamboo and Wood. This factor of producing the product with the help of environmentally friendly materials will encourage Shrutika to take an interest in Earthy by Mamaearth. 
Goals: Shrutika wants to use eco-friendly furniture in her new flat as she is quite concerned about protecting the environment. Moreover, she doesn't use any plastic products and thus wants to purchase furniture that is made of biodegradable materials, which she can get from Mamaearth after the launch of Earthy.
Pain points: She previously faced issues regarding high prices and transparency while looking for sustainable furniture from other brands. Moreover, she has encountered many products that are being sold as sustainable furniture despite being made of toxic substances. Thus, she is seeking a company which will not be associated with deceptively portraying sustainable furniture. However, Mamaearth is highly careful about maintaining clarity about using recyclable materials for manufacturing its products. It will follow the same norms when producing sustainable furniture and will then sell it at affordable prices.
Develop the marketing mix strategies for the new brand extension 
The marketing 4Ps depicts the strong marketing strategies that include environmental sustainability for production, setting ethical prices. Sustainable distribution and responsible sourcing for selling the brand’s product (Kassab, 2023).
Product: To introduce the sustainable furniture product, Mamaearth will focus on the sustainability of production through using eco-friendly materials, sustainable processes, and renewable energy sources. For this, the brand can emphasise the durability and longevity of the sustainable furniture products by eliminating the need for frequent replacement or reduction of waste (Septiani et al. 2022). Mamaearth can also incorporate the strategies of repair and replacement services in terms of expanding the lifespan of sustainable furnitures and minimise waste by providing the refurbishment options.  Additionally, the brand can incorporate the recycling process to offer environmental wellness and sustainability to customers by reforming the broken furniture’s and converting it to a new one. This will be beneficial in minimising production cost along with increasing ecological sustainability efficiently.
Price: The sustainable furniture products will be based on true cost of sustainability price which will associated with the ethical sourcing, positive ecological effect, and durability of products. In terms of attracting sales, Mamaearth can opt for a value-based pricing method as it would assist in developing cost considering the sustainability value of products feasibly. Through transparent pricing the brand can develop trust with customers and allow middle income customers in the market and increase profitability over time (De Toni et al. 2022). Hence, it can be stated that by developing an affordable pricing rate over the sustainable furniture, the brand can retain loyal eco-conscious buyers for a long-term in the competitive market.
Place: By choosing sustainable distribution channels Mamaearth can ensure its commitments towards sustainable environment and sell its sustainable furniture products. The brand will be beneficial by partnering with sustainable retailers across online platforms and reduce the transportation effects through minimising carbon emissions from packaging, and shipping (Al Darwish, 2023). This will support the company in local sourcing of materials to manufacture sustainable furniture goods. By establishing an ethical and sustainable distribution process, Mamaearth can engage customers with the new launch of sustainable furniture and offer seamless transportation without compromising with delays. Moreover, Mamaearth can facilitate distribution by considering the online and offline distribution options for customers. Offering convenient online delivery and offline purchase equally the brand can encapsulate sales of sustainable furniture over time.
Promotion: In order to engage wide customer base clear and transparent communication access social media platforms can be an efficient way for the brand (Park et al. 2022). By creating personalised campaigns for sustainable furniture Mamaearth can engage customers while highlighting optimum sustainable environment-friendly benefits for its product. For promoting the new product Mamaearth can adopt strategies to eliminate greenwashing and ensure effective marketing that claims to be verifiable and accurate. By focusing on the creation of trust Mamaearth can develop contents for environmentally aware and educated consumers regarding sustainable livings and further encourage them in making responsible decisions. This process can be facilitated through social media platforms which will enable the brand to promote brand value and collaborate with influencers for amplifying brand message to customers regarding sustainable furniture. 
[bookmark: _Toc195529076]Conclusion 
Mamaearth’s brand extension, Earthy, displays a strategic Outlook toward diversification in the dynamic market by making an entrance into the sustainable furniture industry. This strategic expansion completely blends in with the spending and evolving consumer preferences for eco-friendly products and, therefore, fortifies Mamaearth’s position as a sustainability-driven brand (Kar and Harichandan, 2022). By consistently raising its robust brand presence and customer loyalty, Mamaearth can effectively dominate a major portion of this market while advocating ethical consumption. The "1 Product = 1 Tree" initiative simultaneously deepens customer engagement reinforcing corporate social responsibility which further guarantees sustained brand loyalty. Further enhances consumer engagement and corporate social responsibility, ensuring long-term brand loyalty (Kotabe and Helsen 2022). 
The growing sustainable furniture market (grandviewresearch.com, 2023) presents an avenue for Mama Earth to diversify its revenue through Earthy to reduce dependence on personal care products. This diversification mitigates both addressing business risks and environmental obligations. Moreover, from a 4Ps marketing perspective, Earthy offers high-quality sustainable furniture; by integrating innovation with Eco eco-consciousness, MamaEarth can successfully demonstrate itself as a leader in offering sustainable living solutions.  
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