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[bookmark: _Toc196653037]Introduction 
Unilever PLC, based in London, is one of the largest fast-moving consumer goods (FMCG) businesses in the world with a turnover of €60.8 billion in 2024 (Unilever, 2024). With a presence in more than 190 nations and a portfolio of around 400 brands, the strategic emphasis for Unilever continues to be on its 30 Power Brands, which accounted for more than 75% of its overall turnover in 2024 (Unilever, 2024). These brands, underpinned by a €9.4 billion spend on marketing, highlight Unilever's aspiration to propel premiumisation, operating efficiency, and brand leadership under its Growth Action Plan (GAP) 2030 (Unilever, 2024). Dove, which falls under both the Beauty & Wellbeing and Personal Care categories, is a key Power Brand for Unilever that will drive substantial growth in 2024. Dove's strategic product launches, including the Dove Advanced Care Deodorant and Dove Body Serums, are in line with Unilever's focus on premium innovations, science-driven product excellence, and social-first marketing approaches (binti Tsuraya et al., 2023). Dove has been able to leverage Unilever's sustainability and authenticity brand promise, achieving high consumer connect across developing and emerging markets. The aim of this report is to create a new Dove brand extension to reinforce Unilever's GAP 2030 ambition of driving premiumisation acceleration, while responding to changing consumer needs for sustainability and science-backed personal care solutions. Through the critical examination of Unilever's strategic focus, brand agendas, and consumer knowledge, the new extension aims to increase Dove's market share, drive Unilever's focused gross margin growth, and underpin its long-term goal of delivering top-third total shareholder returns relative to peers (Unilever, 2024).
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Figure 1: Unilever performance highlights
(Source: Unilever, 2024).
[bookmark: _Toc196653038]Brand Extension
Description of the New Proposed Brand Extension
The new Dove Men+Care Beard Care Line presents a scientifically developed regimen of beard oils, balms, and cleansers aimed at treating beard care and root skin health issues. Every product will leverage microbiome-friendly solutions, indicative of Unilever's forward-thinking R&D initiatives in biotech and future materials (Brandt et al., 2023). The portfolio will include postbiotic complexes, plant-derived conditioners, and light, non-comedogenic carriers, a direct answer to the GAP 2030 commitment to provide science-driven premium innovations in key categories (Unilever, 2024).

Alignment with Existing Brand Values and Market Position
Dove Men+Care has always based its brand value on authentic, diverse masculinity, providing clinically tested skin benefits. In 2024, Dove Men+Care expansion into whole-body deodorants with odour-adapt technology also reflected a conscious shift toward specialist, science-driven personal care. The Beard Care Line builds upon this strategy, extending beyond broad skincare into specific male grooming products, maintaining the brand promise of advanced care while venturing into a high-touch personal care space (Vey, 2022). In addition, the launch solidifies Dove's cultural leadership by making diverse male grooming needs mainstream, increasing brand authenticity, and being in alignment with Unilever's consumer-driven GAP model (Unilever, 2024). 
How it Adds Value to the Brand, Fills a Market Gap, and Meets Emerging Need
The worldwide male grooming market was worth nearly USD 80 billion in 2022 and is projected to grow to USD 115.3 billion by 2028, growing at a CAGR of 6.6% (Statista, 2024). Beard care alone is an active subcategory, with 42% of UK men using beard care products in 2023, accounting for 4.75% of the global grooming products (Grandviewresearch, 2023). Most importantly, the market does not have mass-accessible beard care products supported by dermatological science. Existing products are either unproven and artisanal or prohibitively costly. Dove Men+Care Beard Care Line fills this gap critically, providing scientifically proven, sustainably positioned products at affordable premium prices — precisely in sync with the emerging consumer needs for effectiveness, genuineness, and ethical consumption. This way, the extension enhances both Dove's brand value and Unilever's strategic aspirations for premium expansion in its Beauty & Wellbeing business.
[bookmark: _Toc196653039]STP for Dove Men+Care Beard Care Line 
[bookmark: _i5fbtl90iscj]1. Segmentation
The segmentation plan for Dove Men+Care Beard Care Line is deliberately built upon Unilever's GAP 2030 strategic imperatives for precision-led, scalable innovations (Unilever, 2024).
· Demographic Segmentation 
Aiming at men between the ages of 20–40 years, middle to high-income, is in line with Unilever's premiumisation direction in personal care. Younger groups are experimenting more with grooming and value more specialist care (Byrne and Milestone, 2023). If the brand had opted for a broader base, it would compromise its premium and specialist position. Thus, this targeted age group ensures brand equity is maintained, and profit margins are maximised.
· Geographic Segmentation 
Urban areas in North America, Europe, and Asia-Pacific provide the greatest premium male grooming growth rates (Smeeckaert and Martin, 2022). Expansion into non-urban areas would compromise Unilever's GAP 2030 ambition of targeting profitable, scalable markets. Urban consumers exhibit greater digital engagement critical for Unilever's social-first marketing model (Unilever, 2024).
· Psychographic Segmentation 
Customers who place a premium on authenticity, scientific advancement, and sustainability are fuelling demand for premium products. By not psychographically segmenting, Dove would end up catering to a price-conscious mass market that would not value or pay for the scientific advantage inherent in the Beard Care Line.
· Behavioural Segmentation
High-frequency grooming shoppers (monthly cycles) are the sole segment providing repeat revenue and advocacy required for brand expansion. Behavioral segmentation facilitates predictive marketing practices, guaranteeing repeat purchases through loyalty schemes, exactly matching Unilever's productivity-based model after 2024. 
[bookmark: _raijnabwn4u8]2. Targeting
Chosen Targeting Strategy: Differentiated Targeting
Critical Justification:
Dove Men+Care Beard Care Line follows a differentiated targeting strategy because it allows the brand to produce a segmented value proposition without losing its wider male hygiene audience (Li et al., 2023). A mass approach to marketing will weaken Dove's clinically superior positioning and dilute the perceived value of the beard-specific innovations.
On the other hand, a focused strategy would over-concentrate the market, endangering underperformance versus the GAP 2030 call for scalable premium growth (Unilever, 2024). Targeted differentiation makes marketing efforts distinctively target grooming-conscious men, hence achieving greater return on investment (ROI) without compromising operating leverage from the more extensive Dove Men+Care framework. If Unilever were to pursue an undifferentiated strategy, the Beard Care Line would be lost under Dove's broader body care category, depriving it of the potential to establish exclusive brand equity in the fast-growing male grooming segment.
[bookmark: _r36lkpcc11g5]3. Positioning
Proposed Positioning Statement 
"For modern, image-conscious men prioritising beard and skin health, Dove Men+Care Beard Care Line offers dermatologist-developed, eco-conscious grooming solutions that outperform niche brands’ credibility and luxury brands’ affordability, providing science-backed care with mass accessibility."
Critical Competitive Justification:
· Against niche brands:
Niche beard brands tend to have no dermatologist endorsement and scale logistics, thus being less believable in skin health assertions. Dove Men+Care can use Unilever's €987 million R&D expenditure (Unilever, 2024) to ensure scientific excellence, building an unbeatable clinical position that cannot be emulated by smaller rivals.
· Compared to luxury brands:
Premium grooming brands such as Tom Ford or Aesop provide premium positioning but at prices beyond mass-premium consumers. Dove Men+Care fills this gap critically, providing premium benefit at affordable price, in tandem with Unilever's GAP objective of premiumisation without elitism (Unilever, 2024).
In the absence of this strategic positioning:
· Dove Men+Care would be seen as just an enhancement of plain hygiene instead of as a specialist solution for grooming.
· The brand could lose share to luxury entrants appealing to aspirational male consumers.
· Niche competitors could exploit gaps in Dove's scientific leadership if positioning is not reinforced clearly.
Thus, the proposed positioning not only aligns but also protects Dove Men+Care’s competitive advantage and long-term brand relevance in a rapidly evolving male grooming market.
[bookmark: _Toc196653040]Customer Persona Profile
The construction of the customer persona for the Dove Men+Care Beard Care Line is critical to the brand's imperative to enter the expanding male grooming market with science-documented, premium products in keeping with Unilever's strategic focus on premiumisation and social-first consumer interactions (Shams et al., 2025).
Demographic Profile:
Age: 25–40 years
Gender: Male
Income: £30,000–£70,000 per year
Occupation: Urban professionals working in sectors like IT, consulting, marketing, and creative fields
Education: University degree holders or equivalent
Critical Justification:
This demographic is aimed at because of its convergence with global beard care trends in ascendancy, as younger, city-based, and financially well-placed men are increasingly seeking high-end specialized products for facial grooming and skin health. This target audience is vital to spearheading the brand's premium growth goals, and as a result, delivering high ROI on innovation expenditure in a commoditized space (Palav, 2024).
Psychographic Profile:
Values: Skin health, self-confidence, authenticity, environmental consciousness
Attitudes: Clinically validated products preferred to mass-market equivalents; cynical about over-hyped marketing claims
Lifestyle: Active, fashion-aware, technology-savvy, balancing self-care and career image
Buying Behaviour: Willingly investigates ingredients in products, gives precedence to dermatologist-endorsed and environmentally friendly products
Aspirations: A neat, professional look with an ethical, sustainable brand backing.
These consumers' characteristics align critically with Dove's proposition of authentic, clinically proven care, providing a differentiation against niche players without dermatologist endorsement. Additionally, these consumers' online behaviors directly benefit Unilever's strategic shift to expand social-first brand interactions and digital commerce platforms.  Failing to target this persona, Dove Men+Care will lose market share to new premium beard care rivals who are already targeting this segment's desire for authenticity, expertise, and eco-responsibility.
[bookmark: _Toc196653041]Marketing Mix Strategy 
The Marketing Mix strategy of Dove Men+Care Beard Care Line is purposefully developed to support Unilever's Growth Action Plan (GAP) 2030 premiumisation, brand excellence, and social-first marketing priorities (Unilever, 2024).
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Figure 2: Seven P’s of marketing mix
(Source: Self-developed).
1. Product
Dove Men+Care Beard Care Line will feature dermatologist-tested beard washes, balms, and oils that use microbiome-friendly and postbiotic activities. These formulations will meet both beard texture control and sensitive skin beneath the beard — an essential market differentiator among today's competitors. Important product characteristics will be lightweight, non-comedogenic textures, hypoallergenic positions, recyclable materials, and cruelty-free designations (Oliver and Kenzie, 2024). This intense concentration on dermatological attention distinguishes Dove Men+Care Beard Care from artisanal rivals without clinical substantiation. Additionally, Unilever's innovation leadership in skin microbiome science enhances product authenticity (Unilever, 2024). 
2. Price 
A premium-competitive pricing will be used, with Dove Men+Care Beard Care positioned higher than mass-market beard care brands such as Gillette Beard Care, but lower than ultra-premium brands such as Tom Ford. Price positions will be competitively positioned at £15–£25 per item to be accessible to aspirational consumers while also respecting margin growth aimed under Unilever's GAP 2030 (Unilever, 2024). Most important to this approach is value rationalization through transparent product excellence dermatologist-approved declarations, eco-ethically certified credentials, and high-performing active ingredients to empower consumers to justify a premium expense without brand disaffection.
3. Promotion 
There will be a social-first, purpose-led communications approach that mirrors Unilever's 2024 priority (Unilever, 2024). Campaigns will highlight real men with different beard types, skin types, and grooming rituals, thus solidifying Dove Men+Care's authenticity and diversity. Influencer collaborations with dermatologists, grooming influencers, and green male lifestyle influencers will be used on Instagram, TikTok, and YouTube. Paid media will concentrate on high-credibility channels (Men's Health, GQ) to reach the aspirational urban male audience. Emotional storytelling will emphasize not just product performance but also the brand's role in male mental health and environmental sustainability (Kemp et al., 2021). 
4. Place 
The Beard Care Line will have a multi-channel distribution approach, reflecting Unilever's 2024 acceleration into digital commerce (Unilever, 2024). Products will be accessible: 
· Through key e-commerce sites (Amazon, LookFantastic) with SEO-optimized brand storefronts (Zhu et al., 2021). 
· On Dove's own direct-to-consumer site, providing bundle subscriptions for grooming regimens,
Most importantly, high-end visual merchandising eco-friendly displays, dermatologist seal of approval labels will be rolled out in-store to make the Beard Care Line stand out from mass-market products.
5. Process
A seamless, high-convenience buying process will be essential. Online, simplified checkout, one-click reorder, and grooming subscription choices will be highlighted (Robnett et al., 2023). Offline, Dove Men+Care will collaborate with chosen retailers to provide mobile scan for educational material, so that consumers are led to the correct product for their beard type and skin requirements.
This is consistent with Unilever's GAP 2030 focus on consumer fixation and seamless digital-physical brand experiences (Unilever, 2024). Speed, convenience, and education will be built in at all points of consumer interaction to reduce buying hesitation. 
6. People 
Brand-consumer relationship will be spearheaded by dermatologist ambassadors, grooming professionals, and product-trained retail consultants. Key spending on people-anchored marketing will enhance trust in the brand (Cerio et al., 2025). Partner retailer's store assistants will be provided with Dove Men+Care specialist training modules underlining scientific benefits of the products, eco-sustainability attributes, and dermatology benefits. In addition, influencer collaborations will make the brand more human, highlighting actual user experiences and skincare routines, a strategy vital to social-first brand trust among Millennials and Gen Z men, Unilever's next growth consumers (Unilever, 2024).
7. Physical Evidence 
Physical brand elements will be key to communicating premiumisation. Packaging will have clean, recyclable design and clear clinical messages ("Dermatologist Recommended", "Microbiome Friendly"). Instore, eco-friendly visual merchandising materials, educational QR code tags, and scientific clean design language will support the authenticity and higher performance of the brand (Lawes, 2022). Online, product pages will include certification badges (e.g., cruelty-free, recyclable), user-generated reviews, and dermatologist endorsements, echoing Unilever's 2024 promise of open, evidence-led brand storytelling (Unilever, 2024). 
[bookmark: _Toc196653042]Conclusion
Dove Men+Care Beard Care Line reinforces Dove's brand equity critically by responding to a visible market gap: providing clinically proven beard care solutions at affordable premium prices. It capitalizes on Unilever's GAP 2030 strategy by uniting higher science, sustainability, and emotional brand relationship (Unilever, 2024). Targeting digitally engaged, health-focused males aged 25–40, the extension benefits from a fast-growing consumer demographic consistent with upcoming grooming trends. In addition, the 7Ps approach critically safeguards better customer experience in terms of product performance, online commerce, process effectiveness, and brand points of contact. Yet maintaining differentiation versus niche and luxury rivals will necessitate ongoing strategic watchfulness. Overall, the Beard Care Line builds a good platform for premium expansion while protecting Dove's genuineness and further deepening Unilever's marketplace leadership in men's personal care. 
Recommendations 
To optimize long-term success, Dove Men+Care must adopt a modular D2C subscription model, locking in recurring revenue and greater consumer interaction. Ongoing investment in dermatologist partnerships must underpin scientific superiority, avoiding credibility gaps seized upon by niche brands (Park and Hong, 2024). Marketing approaches must critically balance clinical authority with aspirational storytelling to prevent over-medicalisation of brand image, potentially alienating younger lifestyle-driven consumers. In addition, adaptive price reviews should be brought together according to regional economic changes to protect accessibility without sacrificing premium positioning. Lastly, strategic development in new emerging digital platforms like TikTok Shop and direct WhatsApp commerce is advisable, as advocated by Unilever's 2024 focus on social-first, data-led growth (Li, 2023). By implementing these specific steps, Dove Men+Care Beard Care Line can build sustainable leadership in the mass-premium beard care category. 
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