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[bookmark: _Toc216086453]Introduction
Tesco is one of the most powerful retailers in the UK, offering low-cost groceries, powerful private-label brands, and a diverse range of household products. Nonetheless, it is not working in the expanding field of home food production technology, despite increased attention to healthy, sustainable living (Lim et al., 2023). In this portfolio, Tesco Flourish Home Cultivator, an intelligent device that allows a customer to grow fresh vegetables, herbs and greens inside the house, is presented. The portfolio works on the strategy of STDP, market mix choices, the brief pitch, and the critical assessment. The hierarchy is logical and demonstrates the alignment of the new brand with the new tendencies in the sphere of wellness, sustainability, and smart-home behaviour.
[bookmark: _Toc216086454]Element 1 – STDP Analysis
[bookmark: _Toc216086455]New Brand Concept
Tesco Flourish is proposed as a wellness-based sub-brand and sustainability-oriented to help people lead healthier lives at affordable costs. Its main business unit is an intelligent small home grower Cultivator that allows its customers to grow herbs and microgreens on the inside with automatic lighting, watering, and growth sensors. The idea is similar to the brand extension theory, where Tesco is able to extend to the adjacent wellness products without losing customer trust (Alsharif et al., 2022). Diffusion of innovation brings out the attractiveness of easy-to-use, easy-to-acquire technology and value-creation theory brings out the functionality and emotional advantage of the product. As there is increasing demand for home-grown food, green people practices and economic saving options, Flourish addresses an apparent gap in the UK market that is not yet covered by any UK retailer.
[bookmark: _Toc216086456]Segmentation Analysis
The segmentation adopted by Flourish is based on the demographic, geographic, psychographic, and behavioural variables, as proposed by Kotler et al. (2024). The demographics of the brand are between 25-45, and usually, middle-income professionals or young families who find their healthier habits yet need convenience (Gerlich, 2023). Geographically, it is very attractive to the urban and suburban population who do not have the space for gardens but are ready to accept compact indoor products. Psychographically, Flourish appeals to green lifestyles, technology enthusiasts and wellness-conscious consumers who cherish sustainable self-sufficiency. On the behavioural front, it focuses on households that are driven by convenience, freshness, minimised food waste, and budget control in the long run. Such segments are quantifiable, accessible and lucrative, and meet the good segmentation requirements (Alsharif et al., 2023). They also capture the wider trends in lifestyle dictated by the increased cost of living, the sustainability demands, and the rise in the adoption of smart homes. All these combines to give unique demand clusters that give Tesco a substantial basis for strategic targeting and product innovation.
[bookmark: _Toc216086457]Targeting Strategy
The main target market is urban professionals and young families, who are quick to use the smart-home solutions and appreciate convenient methods of eating better and spending less. They are time-starved but are encouraged by the freshness, natural products, and a healthier routine. The second target is the eco-conscious households that are concerned with sustainability and carbon impact reduction (Lim, 2023). A differentiated targeting strategy should be used since the two groups are desirable but driven by varying benefits. The market attractiveness analysis indicates high growth potential based on wellness and sustainability trends, and the competitive gap analysis indicates limited options for middle-end indoor cultivation. Flourish therefore meets the unmet needs without being out of place, as far as Tesco is concerned, in its positioning as a mass-market.
[bookmark: _Toc216086458]Differentiation Strategy
Flourish also stands out as a company with smooth smart-home connectivity, automatic watering, and LED year-round cultivation. It provides a compromise between cost-efficiency and technological development unattainable by the premium horticultural equipment. Flourish will have an advantage over niche brands because Tesco has a national presence and a high level of brand trust, which will strengthen the trust of consumers trying a new category of product (Marcon et al., 2022). The brand focuses on freshness, sustainability, cost-saving, and ease of use using the USP logic and the value proposition. This is the combination that can provide a strong competitive advantage that can be easily comprehended by the consumers and facilitates emotional and functional values, which makes Flourish unique in a new market.
[bookmark: _Toc216086459]Positioning Strategy
Flourish is positioned as a convenient, technology-enabled wellness offering that lies in between the high-end horticultural equipment and the low-tech grow-at-home solutions. When plotted on a perceptual map, Flourish scores moderately in terms of price, high in terms of automation and ease of use, which forms a strong position in the mid-market (Prados-Peña and Del Barrio-García, 2021). The positioning statement is as follows: Within the UK households that are health-conscious, Tesco Flourish can provide an inexpensive smart cultivator that essentially grows fresh herbs and greens at home. However, unlike high-quality horticultural devices, Flourish is affordable, convenient, and backed by the recognisable brand ecosystem of Tesco, and at the same time underscores the utility of the product in everyday life.
[bookmark: _Toc216086460]Element 2 – Marketing Mix (4ps)
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Figure 1: Marketing Mix (4ps)
Source: (Nikbin et al., 2022)
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Tesco Flourish Home Cultivator combines the LED and automatic watering with pre-weighed seed pods to make the herb growing easier indoors. The app that comes with it helps users to monitor the level of growth, get water reminders, and keep track of water levels. The characteristics show the psychology of consumers, who consider convenience and automation to be perceived as less of a burden (Nikbin et al., 2022). It can be easier to adapt for people with hectic schedules and health-conscious families. The product is compact, minimalistic, with gentle greens and neutral colours, which support the identity of the product, which is calm and health-oriented. Recycled cardboard and plant-based ink packs would also enhance the credibility of the brand with eco-conscious consumers. The literature on sustainable innovation points out that environmentally-friendly design results in a higher consumer trust and purchase intention (Osorio et al., 2022). The study of smart-home adoption singles out usability and a seamless fitting in as the primary factors of acceptance. Combined, these design decisions can be described as compliant with the segmentation strategy of Flourish and as well as the overall wellness positioning of Tesco.
[bookmark: _Toc216086462]Price Strategy
Flourish utilises a cost-plus value-based pricing approach, which will be underpinned by competitor benchmarking and cost-plus considerations. High-end products like Aerogarden are sold at £120-£250 and therefore create a high reference price that enhances the perceived value of a less expensive product. Tesco has the space to locate Flourish between £89- £109 as it is accessible yet also technology credible (Prados-Peña and Del Barrio-García, 2021). This price is within the financial capacity of the middle-income who are willing to live healthier lifestyles but are price-conscious. A penetration pricing strategy will facilitate the early adoption and increase category awareness in a market where no UK supermarket is currently competing. The concepts of behavioural pricing reinforce the reasoning: consumers become more willing to pay in the long run when long-term savings are evident, e.g., fewer herb purchases, less food waste. The prices also strengthen the image of Tesco as a cheap innovator (Sedighi et al., 2022). By providing the mid-price product and a high level of functionality, Flourish can stimulate the mass-marketing and distinguish Tesco and the specialised brands of horticultural products.
[bookmark: _Toc216086463]Place Strategy
The omni-channel distribution of Tesco allows Flourish to interact with digitally active customers and customers who always shop in stores. Tesco Superstores and Extra stores are highly visible, with end-cap and wellness aisles to generate high footfall visibility. Online shopping and shopping apps available to Tesco maximise access to the urban population, which likes home delivery of large or obese household goods (Wichmann et al., 2022). The Tesco logistics network provides the company with a competitive edge in terms of stock consistency at the national level, replenishment efficiency, and dependable delivery schedules. In-store herb-raising demonstrations enable the customer to experience the product at work, raising the level of knowledge and desire to buy it (Sharma et al., 2023). These screens also facilitate cross-channel behaviour, whereby customers see the product at the shop and make their purchases online. Home delivery and click-and-collect services would provide the flexibility that keeps with the modern consumer demand of convenience and speed. All of this place strategy helps to make Tesco customers more accessible, reinforce the innovation credentials of Tesco, and make sure that Flourish is distributed through channels that align with the digital behaviour patterns of the core segments.
[bookmark: _Toc216086464]Promotion Strategy
Digital visibility is the main focus of the promotion strategy, which will be carried out in TikTok, Instagram, and YouTube and will feature short-form videos and influencer reviews to show the ease of usage, benefits of sustainability, and recipe ideas (Wichmann et al., 2022). Partnerships with bloggers and wellness creators in smart homes will give a real-life recommendation that will appeal to target groups. The Clubcard offered by Tesco enhances the interactivity by offering discounts on the launch of seed pods. Live herb-growing displays used in-store sampling contributes to the AIDA model as it draws attention, creates interest, arouses desire, and triggers action. The DAGMAR model directs the goals between consciousness and belief such that every phase of promotion has quantifiable results. Sustainability narrative focuses on minimised waste, minimised carbon footprint, and greater environmental ambitions by Tesco, creating greater emotional appeal (Sharma et al., 2023). In keeping with the IMC principles, all communication, including digital, print, and in-store, is done with the same messages and visual identity. This combination would create credibility, recollections, and make Flourish an approachable wellness innovation.
[bookmark: _Toc216086465]Element 3 – Marketing Strategy Pitch
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[bookmark: _Toc216086466]Element 4 – Reflection Using Gibbs’ Cycle
[image: NMBI - Standards, guidance for nurses and midwives: NMBI]
Figure 2: Gibbs’ Cycle 
Source: (Vidal-Ayuso, Akhmedova and Jaca, 2023)
Description: The project entailed the creation of the Tesco Flourish concept and the use of STDP and marketing mix to create a consistent brand strategy. I conducted market research, consumer trends and the brand logic of Tesco to warrant the introduction of a home cultivation product. I have produced the poster based on the given template and with an emphasis on the visual simplicity and clarity (Vidal-Ayuso, Akhmedova and Jaca, 2023). The pitch demanded the summary of the main strategic points in an approachable and convincing manner. The general procedure changed from ideation to analysis and culminated in a consolidated presentation of the brand conception.
Feelings:  This was not the case at the beginning, as I was doubtful about developing an entirely new product line with Tesco, and this was because it would be pushing the brand out of its usual retail frame of reference. This hesitation slowly developed into euphoria as the idea transformed into a clearer form (Alsharif et al., 2022). I was also concerned in the first place as to whether the concept actually represented actual consumer trends, particularly in terms of sustainability and smart-home deployment. As I continued with the analysis, I became more assured since the theories were naturally consistent with the product logic. The brand became feelable during the design of the poster and pitch, and helped me to believe it was achievable.
Evaluation: There are a number of things that went right in the work. The STDP model fitted the actual consumer behaviour in the UK well, and the product-market fit was compelling and believable. The poster enabled me to simplify elaborate concepts into straightforward communication messages that enhanced the pitch (Marcon et al., 2022). The process of research further enhanced my knowledge of sustainability and smart-tech trends. Nonetheless, there were certain difficulties. It was also hard to compress the strategy to a brief pitch because there were a lot of insights that needed to be prioritised or dropped. There was also a problem of balancing innovation and the realistic positioning of Tesco. There was a need to differentiate Flourish and premium horticultural brands.

Analysis: The use of STDP made it clear which market segments had the greatest potential to be adopted and enabled me to refine the positioning. The 4Ps concept was a very helpful guide that compelled me to make informed choices regarding product characteristics, prices, and distribution. Understanding the gaps in the current portfolio of Tesco reinforced the argument of entering a new category and contributed to the innovation adoption theory, which emphasises compatibility and perceived advantage (Vidal-Ayuso, Akhmedova and Jaca, 2023). The pitch preparation process allowed me to transform the academic concepts, such as customer value creation and sustainability trends, into a clear commercial message. This is what revealed the power of persuasive marketing communication that can be formed in structured models.
Conclusion: In general, I got to know the importance of connecting theory to practical decisions on brand-building. Credible differentiation was developed by consumer insight. The importance of graphic visual communication was also pointed out in the process (Alsharif et al., 2022). Lastly, I understood that innovation needs both creativity and feasibility in its balancing to ensure strategic fit.
Action Plan: I would improve my early-stage consumer research and more sophisticated market-sizing techniques in the future. I also intend to work on time management in creating graphics and practice giving short pitches (Marcon et al., 2022). I will study larger sustainability frameworks to conceptualise value propositions and utilise sophisticated analysis instruments like perceptual mapping and behavioural pricing experiments.
[bookmark: _Toc216086467]Conclusion
Tesco Flourish shows good strategic fit in expanding the trusted brand of the retailer into an expanding category that is being influenced by wellness, sustainability, and smart-home living. The product generates vivid customer value in terms of convenience, cost savings, and freshness of home-grown produce (Prados-Peña and Del Barrio-García, 2021). Flourishing by bridging a gap that is not currently fulfilled by mass retailers in the UK enhances the innovative nature of Tesco and helps the company differentiate in the long run. STDP and marketing mix demonstrate that the brand is able to gain a large reach and be affordable at the same time. As the attention to green technologies grows, Tesco Flourish has great chances to develop continuously and expand its product line in the future.
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TESCO FLOURISH HOME
CULTIVATOR

NEW BRAND DEVELOPMENT

Tesco Flourish introduces a smart Home Food Cultivation device that
allows customers to grow herbs, greens and micro-vegetables at home
with zero expertise. It expands Tesco’s wellness and sustainable-living
portfolio, offering fresh, pesticide-free produce directly from the
kitchen (Adeola, Hinson and Sakkthivel, 2022). The brand positions
Tesco as an innovator in affordable home food technology.

HOW IS THE NEW BRAND ALIGNING WITH
CUSTOMER TRENDS?

Flourish responds to rising demand for healthier eating, cost-saving
home food production, and sustainable lifestyles. Consumers are
seeking freshness, transparency, and eco-friendly solutions (Happonen
et al., 2020). The product supports the “grow-your-own” trend, reduces
food waste, and aligns with smart-home adoption. It matches Tesco’s
strategy of helping customers live healthier, budget-friendly lives.

SEGMENTATION

Lifestyle: Health-conscious adults, eco-friendly households

Demographic: 25-45 urban professionals, young families

Behavioural: Smart-home users, convenience seekers (Adeola, Hinson and
Sakkthivel, 2022)

Geographic: UK urban & suburban consumers with limited garden space

MARKETING MIX CONCLUSION

Product: Compact smart cultivator with LED growth system, Tesco Flourish positions the company at the
auto-watering, seed pods, and Tesco app integration. Designed centre of affordable home-grown nutrition. It links
for freshness, ease of use, and sustainability (Yu et al., 2025). sustainability, smart technology, and fresh food
Promotion: Digital campaigns on Instagram/TikTok, in-store access—enhancing  customer value  while
demos, influencer partnerships, and “Grow at Home Challenge” strengthening Tesco’s brand differentiation (Yu et
to drive engagement and trial. al., 2025).
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