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Marketing Strategy Pitch- “UNIMOTION”

New Brand Development How is the new brand aligning with Marketing Mix
UNIMOTION, a lifestyle and personal care  customer trends PRODUCT STRATEGY
footwear brand from Unilever, represents UNIMOTION™ shoes provide

innovation. This brand makes lightweight, . all-day comfort with
durable, ergonomic, comfortable, breathable, UNIMOTION addresses the need for versatile, lightweight, ergonomic arch-
and  fashionable  everyday  shoes. comfortable footwear for hybrid work, Support soles, breathable mesh
UNIMOTION™ supports Unilever's mission X - fabric, and durable anti-slip
of improving daily lifestyles with smart athleisure, and health and mobility concerns.  outsoles. Casual, professional,

Zal f hnol and athleisure clothes use
materials,  foot-support  technology, and  Thege developments affect modern customer recycled and  plant-based
sustainable components. It shows shoe

; materials and  eco-friendly
progress, including ergonomic design for behaviour towards branded footwear and T
lengthy walks and standing (Kang ct al, comfort purchases (Nema & Sharma, 2025). Tts choices reflect igdustry trends
2025). To meet demand for utilitarian shoes towards  sustainable  and
for lengthy workdays, commuting, walking, —ecological materials and affordable high-quality ~ innovative footwear materials

and exercise, Unilever enters the athleisure B @ feiendl (Dubey et al, 2025). The
e —— match consumer need for eco-friendly and unisex design and range of

colours make it ideal for
sustainable living and daily
transportation.

PROMOTION STRATEGY

versatile everyday shoes.

Segmentation

Demographic Segmentation: UNIMOTION targets

men and women aged 18-45, including students, “Move Better Every Day”

advertises on  Instagram,
YouTube, and TikTok. Trust
and engagement increase with
influencers, walk-test zones,
and podiatrists. These methods
demonstrate how social and
digital media affect purchase
(Antczak, 2024). Brand
recognition is increased via
introduction incentives, loyalty
rewards, and short video
advertising  that  promote
comfort, adaptation, and
| sustainability.

professionals, and fitness-oriented individuals within

middle to upper-middle income groups.

Psychographic Segmentation: It appeals to health-
conscious,  comfort-secking, and  design-focused

consumers who value durability.

Behavioural Segmentation: The brand attracts
commuters, long-distance walkers and customers who

prioritise sustainable and reliable daily-wear footwear,

‘which is increasingly common in contemporary lifestyle

patterns (Firtikiadis et al., 2024).
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