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[bookmark: _Toc214551672]Introduction
Dove is a major Personal Care brand under Unilever, and this has made it build a good reputation in the marketing of beauty, self-esteem and sustainability. Having been successful, Dove is focusing into oral care with Dove Toothpaste which is a premium and ecological product targeting health conscious customers. Personal care products This novel toothpaste will be produced with a combination of natural products, high-quality oral care elements, and eco-friendly packaging to meet the increasing demand of the sustainable personal care product.
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Figure: Dove Toothpaste (Taylor, 2022) 

[bookmark: _Toc214551673]Element 1: STDP Analysis 
[bookmark: _Toc214551674]1.1 Introduction of the Company
Dove is a personal care brand which was launched by Unilever in 1957. Dove is a company that started with a distinctive selling soap bar and has since become a market leader in personal care worldwide. The business enjoys high representation in different product lines which comprise; body care, skincare, haircare, deodorants and even facial cleansers (Burns, 2021). 
The mission of Dove is based on the idea of real beauty promotion, as the company questions the traditional beauty ideals, and it is also about self-esteem and positivity of the body. The ethical practise used by Dove and its sustainability commitment ensures that the company covers additional aspects of its marketplace, which leads to its image of an authentic and inclusive brand (Neck, 2020). 
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Figure: STDP analysis (Stone & Gordon, 2021)
[bookmark: _Toc214551675]1.2 New Brand Concept
The new brand, Dove Toothpaste, will be included within a product lineup of Dove, but will present a totally new product line to the company, which is oral care. Dove Toothpaste shall be a high-end eco toothpaste that will enable it to satisfy the increasing needs of sustainable and natural products in personal care. Dove will give consumers a mild but effective alternative to the regular products of oral care that are synthetically-advanced by offering a toothpaste composed of natural ingredients, including activated charcoal, aloe Vera, and fluoride (Nelson et al., 2020).
[bookmark: _Toc214551676]1.3 Segmentation
Demographic Segmentation: Dove Toothpaste will be focused on the age of 25-45 years old of both genders, as well as on people who have middle and high income. They are also likely to be highly educated and socially conscious of the effect their consumption decisions have on the environment (Kotler, 2020).
Geographic Segmentation: First, Dove Toothpaste will be produced in the urban areas of North America and Europe, where the prevalence of eco-friendly attitudes is larger. The brand will subsequently venture to suburban and global areas that have high rates of urbanisation like portions of Asia where consumers are migrating to natural and sustainable products (Barton, 2021).
Psychographic Segmentation: The reason behind the formation of a core psychographic segment will be consumers who are motivated towards environmental sustainability and natural wellness. It covers people who are interested in environmentally-friendly products, have a healthy lifestyle and can pay a higher price on a product that meets their values (Lombardo et al., 2020).
Behavioural Segmentation: The toothpaste will serve those consumers who are concerned with their frequent use of personal care products and require additional benefits beyond those of the simple oral health, including such aspects as natural components and environmental concern. The major targets will be consumers with high brand loyalty and those who consume premium brands of personal care frequently (Stone and Gordon, 2021).
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Figure: Segmentation (Seabrook, 2021). 

1.4 Targeting
Dove Toothpaste will primarily target male and female young professionals between the age groups of 25-40. They will tend to use digital means, track trends in sustainable living, and put active efforts into buying product types that support and improve health and wellbeing. The reason behind this decision is that there is increasing demand of products with the characteristics of offering both functional and serving the ethical beliefs of the consumer (Grey, 2022).

[bookmark: _Toc214551677]1.5 Differentiation
Dove Toothpaste will position itself as a aligning of the tried and tested brand values of gentleness, sustainability, and authenticity of the Dove brand with the requirement of the oral care market to obtain eco-friendly/ health conscious answers. The main differentiators will incorporate:
Green packaging: Recyclable 100 percent tube recycling and biodegradable packaging papers.
Sustainability: It is brewed with renewable ingredients and manufactured in a fashion that is environmentally friendly.
Dove Toothpaste - Health and Beauty Without harm.
This positioning relates to the fact that this product is part of effective oral care and at the same time Dove has a tradition to produce ethical products, thus making a product that does not only positively affect the dental health, but also leads to environmental sustainability (Seabrook, 2021). 






[bookmark: _Toc214551678]1.6 Positioning
Dove Toothpaste will be placed as a superior, eco-friendly, health-oriented oral product. The market positioning statement will be as follows:
According to the new Dove Toothpaste, taking into consideration health-conscious adults, it is a high-quality oral health care item that is even better than the others when it comes to providing high protection and whitening since it is made of natural materials and the packaging is biodegradable, hence the results are both dental health and environmental-care (Trezona et al., 2018)
Dove Toothpaste will be encountered as a high-end product that has a better quality, advanced dental care advantages, and sustainability. This compares with the already established image of quality personal care products created by Dove with a new sustainable twist to address the increasing need to have environmentally-friendly products (Benz, 2022). 
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Figure: Positioning (Seabrook, 2021). 
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[bookmark: _Toc214551680]2.1 Product
The Dove Toothpaste will be developed to provide a distinct and health-conscious approach to oral care that would combine the values of quality, sustainability, and self-care of the brand. The fundamental design characteristics of Dove Toothpaste are:
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Figure: Marketing Mix (Seabrook, 2021)
Natural Ingredients: The Dove Toothpaste will be produced as the mixture of activated charcoal, aloe Vera, and fluoride along with other natural components that are characterised by their gentle yet efficient cleaning effect. Activated charcoal, which is commonly used as a component of natural oral care products, has the benefit of being able to make teeth whiter by colouring them with the stain it is applied to them (Trezona et al., 2018)
Eco-friendly Packaging: As a response to the growing consumer need of sustainable products, Dove Toothpaste will be packed in biodegradable tubes, and other recyclable products. The packaging will be simple, classy, and made in a way that it underlines the and brand commitment to sustainability without satirising on the looks (Taylor, 2022)
Design and Functionality: The toothpaste will be of smooth creamy texture and a light refreshing taste that well regards health conscious consumers of the product. Some such benefits of the product will include protection against cavities, whitening, fresh breath and maintaining gum health. 
[bookmark: _Toc214551681]2.2 Price
Dove Toothpaste will pursue a high price approach to manifest the quality products, sustainable operations and brand image. The pricing will make the toothpaste high end product in the oral care segment and it will focus on customers who can afford to spend a lot on health conscious, eco-friendly products. 
High Performance Product Features: Dove Toothpaste will be sold as the high-performance oral care product of natural ingredients and environmentally-friendly packaging, and these factors will make it cost a higher price than the other conventional toothpaste products such as Colgate or Oral-B. (Stone & Gordon, 2021)
Compared to the market price: Dove Toothpaste will be competitively priced under other reputable brands of oral products, including Toms of Maine, Hello and Dr Bronners. These brands are also concerned with natural ingredients and sustainability. However, Dove Toothpaste will produce a wide scope of advantages, such as whiteness, cavity shield and gum well-being- without losing the already established reputation of Dove as being gentle (Seabrook, 2021)
Target Market Behaviour: It has been found out that consumers between the age groups, 25-40 years, who have higher disposable incomes are the ones that would be more willing to pay the premium price to sustainability and wellness products (Nelson et al., 2020)
Discounts and Bundle: Dove will also generate discounts and bundling incentives to attract buyers by having a 10-15 percent discount to those who make regular purchases (either monthly or quarterly delivery deals). 






[bookmark: _Toc214551682]2.3 Place
Dove Toothpaste will be marketed using numerous channels to ensure that as many people as possible are reached and the target population is effectively reached. The distribution channel will incorporate the use of internet-based platforms, shopping outlets, e-commerce markets-places and most importantly, focus on providing a smooth shopping experience to end consumers (Mitchell & McClain, 2020)
Online Distribution: Dove Toothpaste will be distributed through the official Dove website and this will give the customer a hassle-free shopping experience. The product will also be offered in the major online retail stores such as Amazon, Walmart, and Target, where many health-conscious and eco-conscious consumers would purchase their personal care products (Lombardo et al., 2020)
Penetration: The product will also be promoted on international e-commerce marketplaces like Etsy and EcoRoot which exclusively carry eco-friendly and eco-conscious goods. These channels will also be used to promote dove toothpaste as these channels can be used to show its focus on sustainability, which will reach a niche group of consumers interested in shopping responsibly (Kotler, 2020)
Logistics and Supply Chain: Dove will engage sustainable logistics providers to find out that its supply chain has at the least carbon footprint. The company will also take carbon-neutral shipping methods; and make its packaging as warehouse as it is likely to have the least negative effect to the environment during transportation and delivery.








[bookmark: _Toc214551683]2.4 Promotion
The marketing will emphasise the idea of Dove as sustainable, health-conscious, and environmentally friendly, in addition to establishing an emotional bond with the consumers of this group, who place these values as the central ones.
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Figure: Promotion (Mitchell & McClain, 2020)
Social Media Marketing: Dove will connect with the consumer segments on such social media as Instagram, Tik Tok, and Facebook by partnering with eco-friendly influencers, health bloggers, and sustainability activists. Besides this, Dove will promote user-generated content and have customers tell their storeys with Dove Toothpaste with branded hashtags such as #DoveHealthySmile and #EcoFriendlyOralCare (Griffiths, 2022)
Influencer Marketing: To promote the product, invitations to test and review Dove Toothpaste will be sent to influencers who are attentive to the idea of sustainability, the natural well, and even environmentally friendly living. Such influencers will give genuine reviews and testimonials, which will gain credibility to the target audience of Dove (Gray, 2022)
Advertising (Digital and Traditional): Dove Toothpaste will be promoted with the help of specific digital ads on such websites as Google, YouTube, and Spotify, highlighting the features of the product, in particular, its composition of natural ingredients and environmental friendliness.
PR Campaigns: Dove will also initiate press releases and PR campaigns to create awareness of Dove Toothpaste in the market. The emphasis will be on the reputations of Dove to support the cause of real beauty and wellness, and the launch of Dove Toothpaste will be positioning it as the next stage of offering high-quality and sustainable products to health-aware customers (Dolan & Singh, 2021)
Sales promotions: Dove will target selling through the high-end pharmacies, health related supermarkets and environmental friendly lifestyle stores as a way of reinforcing the premium positioning of this product. Dove Toothpaste promotion will be based on digital marketing as well as traditional advertising to tap into a large consumer base (Gray, 2022)


[bookmark: _Toc214551684]Element 3: Marketing Strategy Pitch
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The Company Summary: as one of the biggest personal care brands of Unilever, Dove is introducing its new product to Dove Toothpaste: a healthy savings-focused and environmentally friendly toothpaste.
New Brand Name + Product Concept: Dove Toothpaste is an environmentally friendly oral care item that is produced using natural components to offer a good level of cavity protection and whitening.
Target Market: The target market will consist of eco-sensitive, health-conscious individuals 25-40 years old, who have more disposable income (Dolan & Singh, 2021)
Unique Selling Points: Natural ingredients, environmentally-friendly packaging, cruelty-free and high-quality (Deaton, 2021)
Differentiation & Positioning: Dove Toothpaste will be a combination of the existing positive reputation of Dove as providing quality, mild items, and an environmental product. It will be emerging as a high product in the market place (Bennett & Walters, 2021)
Critical Marketing Mix Phoenixes: The product will be sold both in retail outlets and online with premium pricing strategy. The promotional plan will be based on using social media and influencer marketing to focus on the eco-friendly qualities and health benefits of the brand (Burns, 2021)
Reason the Brand Will Be Successful: As a sustainable healthy product is in increased demand, Dove Toothpaste will be in a suitable position, having a strong brand reputation as of a high quality product (Benz, 2022)
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Figure: Marketing Strategy Pitch (Lombardo et al., 2020)
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[bookmark: _Toc214551686]4.1 What I Learned
When designing Dove Toothpaste, I learned further about the process of building a brand, especially in extending a brand to a new line of products without having to lose a specific aspect of the brand. Using the STDP framework, I was able to identify some of the important segments, positioning and differentiation strategies. Another important aspect of the project is the value of consumer behaviour and market trends in developing a product that appeals to the consumer.
[bookmark: _Toc214551687]4.2 Skills Developed
During the implementation of this assignment, I also enhanced my abilities in research because I collected data about sustainability trends in personal care. I also increased my creativity and problem solving skills especially in coming up with a unique brand concept. This has enhanced my analytical skills since I was required to study the market data and consumer behaviour. Dove Toothpaste will be distributed in both health and wellness stores, including supermarkets. 
[bookmark: _Toc214551688]4.3 Challenges Faced
The main problem was ensured in the balancing of the current brand image and implementation of a new product, which is innovative. It was also not easy to create a brand concept that would be unique and stand out in a flooded market that specialises in a product that is friendly to the environment. Dove will provide opportunities of short term discounts, gift/buy offers and bundling to stimulate the trial and customer loyalty. The Earth Day and World Environment Day special promotions will be in tandem with the Dove brand creative messages that focus on environmental friendliness and therefore appeal to the customers who desire to associate with a sustainable business.
[bookmark: _Toc214551689]4.4 How I Built on / What I Would Do differently.
Reflectively, time management would have helped me more to concentrate on competitor analysis. I would also add additional visual features, e.g. emulations of packaging and advertisement materials, to complement the visual brand. To add to the customer experience, Dove will provide subscriptions as an option to deliver Dove Toothpaste to their customers in regular sets. The model has the potential to support brand loyalty and convenience particularly among busy people who would want a hassle-free purchasing experience. 
[bookmark: _Toc214551690]Conclusion
So, Dove Toothpaste is the logical conclusion of the brand and its sustainability and healthy lifestyle. With a good reputation and the current consumer patterns of the modern society, Dove has the potential to succeed in the competitive environment. Dove Toothpaste will attract increasing numbers of customers who wish to use these products due to their status as environment-friendly and health-conscious. Moreover, Dove will be giving customer care through online chat and email, including information on the usage of the product, product queries, and packaging questions.
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