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[bookmark: _Toc216466351]Introduction
Premium, plant-based, probiotic skincare brand Kolnivo is a new product suggested by Unilever in the position of an eco-science solution. The product targets health-conscious Millennials and Gen Z who value evidence-based formulas and prioritise sustainability through recyclable packaging and plant-based ingredients. The brand strategy is based on the scientific credibility of Unilever's ability to win the quickly developing microbiome-friendly and clean beauty market to guarantee long-term relevance and a competitive edge.


[bookmark: _Toc216466352]Element 1: Kolnivo: Unilever's Eco-Science Probiotic Skincare Brand-STDP Analysis
[bookmark: _Toc216466353]Introduction to Unilever and Kolnivo:
The analysis will describe the Segmentation, Targeting, Differentiation and Positioning (STDP) of a recently proposed plant-based probiotic skincare brand, Kolnivo, under the Unilever brand. Kolnivo is set to attract the growth of the high-value and science-based and sustainability-focused beauty segments.
[bookmark: _Toc216466354]Introduction and Brand Concept:
Unilever, a multinational company excelling in the Fast-Moving Consumer Goods (FMCG) market, has well defined the strategy to propel growth by means of Unmissable Brand Superiority and premiumisation of the core portfolio, especially in the Beauty and Wellbeing division (Unilever, 2025a). The company also is heavily investing in innovation that is science-led and enhancing its competitiveness by using advanced formulas, as witnessed in the success of brands such as Dove and Vaseline (Unilever, 2025b). Moreover, sustainability is also a strategic goal, which is aimed at nature and the minimisation of plastic (Unilever, 2025c).
[image: 6: Unilever Multi-brand Strategy]
[bookmark: _Toc216466370]Figure 1: Unilever Multi-brand Strategy
Source: researchgate
Kolnivo is suggested as an eco-science brand. It combines the proven effectiveness of probiotic technology and live-culture products with a strong commitment to plant-based ingredients and eco- friendly packaging. The brand benefits from being aligned with major trends among emerging consumers, which include:
· Microbiome-Friendly Skincare: As the skin barrier is becoming more popular with consumers, they are searching for products that promote or maintain healthier skin in the long term, beyond simply correcting issues (Mordor Intelligence, 2025; Fact.MR, 2025). A large business case is identified because the global market of microbiome skincare is expected to increase at a CAGR of more than 12 between 2025 and 2035 (Fact.MR, 2025).
[image: skin microbiome cross-section]
[bookmark: _Toc216466371]Figure 2: Skincare
Source: gettyimages
· Clean Beauty and holistic Wellness: The need for plant-based and gentle formulations is rapidly growing, and customers want to find products that do not contain harsh chemicals and do not contradict the principles of a cruelty-free holistic wellness lifestyle (Mordor Intelligence, 2025).
· Sustainability: Kolnivo directly addresses Unilever's need to take action on nature and plastics by adopting responsibly sourced products and recyclable materials, which will attract increasing numbers of ethically conscious consumers (Unilever, 2025c).
[bookmark: _Toc216466355]STDP Analysis:
1) Segmentation (S):
The premium, science-based skincare market segment can be divided into a combination of demographic, psychographic, and behavioural factors:
· Demographic/Geographic: It targets Women and Young Adults (18-40), mostly the Millennials and Gen Z, in Urban and Suburban centres in Asia-Pacific (APAC) and other high-growth markets where the knowledge of microbiome science is fast gaining ground (Mordor Intelligence, 2025). The region of APAC is expected to have the highest rate of growth in the market of probiotic cosmetic products (Mordor Intelligence, 2025).
· Psychographic: the health-conscious, eco-friendly, and cruelty-free lifestyles of consumers. These people are very active in the field of wellness, appreciate transparency, and do not mind paying a high price to obtain ethical and sustainable certificates.
· Behavioural: Barefoot Skincare Customers who are prolific in terms of seeking science-based solutions and highly focused on particular concerns like sensitive skin, barrier repair, anti-ageing, and microbiome balance (Fact.MR, 2025). They use online avenues of product education and research.
2) Targeting (T):
Kolnivo will be appealing to Eco-Conscious, Science-Seeker Millennial/Gen Z Consumer.
This digital generation is digitally native, has a high level of trust in expert recommendations (such as dermatologists), and cares about efficacy proved by scientific statements as well as morality and environmental awareness. They consider skincare as a health investment, rather than a cosmetic solution, and this makes them open to the idea of maintaining the microbiome. This segment is driven by high-quality, aspirational masstige products that incorporate luxury elements at affordable prices, which are a core component of Unilever's Beauty and Wellbeing strategy (Unilever, 2025d).
3) Differentiation (D):
Kolnivo positions itself by combining three of the most desired qualities into one, unified brand image, a move that provides an evident competitive edge in a saturated customer base:
· Eco-Science Platform: This is the main distinguishing point. Competitors might provide natural or probiotic-only products, but the proprietary delivery system of live cultures based on plants is more stable and effective, which is proved by clinical tests conducted by Kolnivo. This directly appeals to the consumer need to have scientifically proven but natural ingredients.
· Unilever Credibility: Since Unilever already has experience in the field of skin science, as cited in their groundbreaking microbiome studies, the small, independent brands do not have an immediate sense of credibility and trust that Unilever already offers (Unilever, 2025b).
· Holistic Sustainability: The policy behind the responsibly sourced plant ingredients and recyclable and reduced-carbon-footprint packaging is conveyed as a holistic component of the product value, which only fits the ethical purchasing values of the target market.
4) Positioning (P):
Kolnivo will be placed as:
The skin-balancing eco-science is a long-term solution to skin health.
Scientific Efficacy, Natural Purity, and Environmental Responsibility will be the major associations.
Positioning Statement: To the health-sensitive, trendy skincare user who needs eco-friendly, clinical skincare that is both plant-based and scientifically proven, Kolnivo is the ultimate probiotic skincare brand that helps to sustain and defend the skin barrier to achieve the ultimate health, not only by temporary fixing.
This is the antithesis of:
· Mass brands that are traditional might not have a scientific nature or clean/natural credentials.
· Niche Clean Brands: Which might not have the clinical support and the scale of R&D that Unilever has.

[bookmark: _Toc216466372]Figure 3: Analysis of the Microbiome Skincare Products Market by Key Country
Source: factmr
With this unique positioning, the convergence of science, sustainability and plant-based ingredients, Kolnivo will become a high-growth Power Brand in the Unilever portfolio (Unilever, 2025a).
[bookmark: _Toc216466356]Element 2: Marketing Mix (4Ps) Analysis for Kolnivo 
The Kolnivo brand strategy can be implemented with the help of the Marketing Mix (4Ps), as the eco-science, premium positioning approach will successfully reach and target Eco-Conscious, Science- Seeker Millennials and Gen z target audiences. The four components, Product, Price, Place, and Promotion, are measured in a manner that strengthens the main promise of the brand, which is long-term skin health via scientific credibility and sustainability.
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[bookmark: _Toc216466373]Figure 4: Marketing 4Ps
Source: mageplaza
1. Product Strategy: Best Science and Sustainability
The foundation of the eco-science differentiation at Kolnivo is the product strategy, which is compatible with Unilever and its emphasis on Superior Science as one of the pillars of its Desire at Scale marketing model (Unilever, 2025a).
· Unique Selling Point: A complete set of daily skincare products: cleansers, balancing toners, repair serums, and creams that strengthen the barrier. The audience targeted will be the first launch, and products with sensitive skin and anti-ageing as their targets will dominate the professional skincare market (Industry Research, 2025).
· Formulation & Innovation: The major product differentiation factors are the active ingredients that are plant-based and the live probiotic technology that is clinically validated. Kolnivo will also capitalise on the innovative research Unilever has conducted on the microbiome on the skin and will use the scientific expertise to support the high-end objectives (Unilever, 2025b). There will be specific vegan and cruelty-free labels on the products.
· Packaging and Sustainability: The packaging will be extremely practical and aesthetically minimal, in keeping with the aesthetic of clean beauty. More importantly, it will also employ mono-material and entirely recyclable packaging (e.g., recyclable glass bottles or PCR plastic tubes) and provide core product refill programmes. This responds to the excellent demands of the target consumer concerning corporate responsibility and is in line with the plastic reduction goals of Unilever (Unilever, 2025c).
2. Pricing Strategy: Value-Based and Premium Pricing
Kolnivo will use Premium Pricing Strategy and Value-Based Pricing Strategy to indicate its clinical effectiveness, sustainable sourcing and innovative technology. This plan fits in with the Unilever corporate emphasis on generating growth by premiumisation in the Beauty and Wellbeing business (Unilever, 2025d; Unilever, 2025e).
· Pricing Level: The prices will be more premium than those of mass-market skincare products (such as Dove or Vaseline) and similar to professional and masstige beauty products of the Unilever Prestige product range (Unilever, 2025e).
· Justification (Value-Based): The Justification of the premium price is because:
· Cost of ingredients: Procurement of high-quality, sustainably cultivated and clinically tested plant extracts and live-culture probiotics, which are stable.
· Efficacy: Dermatologist support and investment in clinical trials.
· Ethical Value: The price of sustainable packaging and less carbon footprint programmes.
· Strategy Implementation: To lower the perceived initial price and achieve customer loyalty, which is an established approach to direct-to-consumer (DTC) success, the first offers will be made towards product bundling (e.g., the Microbiome Repair Kit) and subscription models of serums/creams (TopGrowth Marketing, 2025).

3. Place Strategy: Strategic Omnichannel Distribution
The distribution (Place) approach should be in such a way that Kolnivo can be found at the point at which the target audience that is composed of the science-seekers is researching and buying dermocosmetic products. This necessitates a discriminative and high-level omnichannel strategy.
· Online/DTC Focus: The Kolnivo e-commerce will be at the centre of the circle; it will provide all the product ranges, subscriptions, and the AI-based skin diagnostics that will provide personalised product proposals (Mordor Intelligence, 2025; Fortune Business Insights, 2025). The dermocosmetics area is one of the crucial channels because online retail is rapidly growing.
· Professional/Expert Channels: Important physical distribution will be by channels that prove scientific positioning of the brand:
· Dermatology-associated pharmacies/medical institutions: To acquire the Dermocosmetic status and capitalise on the trusted setting in which consumers are in need of expert-recommended solutions (Industry Research, 2025).
· High-End Beauty Speciality Stores (e.g., Sephora, Asian-focused beauty stores): This should offer the required high-end condition and enable the consumers to have a hands-on experience with the product and packaging (Fortune Business Insights, 2025).
· Geographic Focus: The first market penetration will be the Asian-Pacific market, which is set to record the most rapid growth in the dermocosmetics and skincare market (Mordor Intelligence, 2025; Industry Research, 2025).
4. Promotion Strategy: Digital Storytelling with Evidence
The promotion will be based on encouraging trust and desirability at scale by merging scientific authority with social-first, authentic storytelling, which is consistent with the modern marketing principles introduced by Unilever (Unilever, 2025a).
· Evidence-Based Messaging: Clinical outcomes and the science of the probiotic formulations will be the starting point of all the communication, and technical information will be transformed into easy-to-read and compelling stories (Appnova, 2025).
· Dermatologist/Expert Testimonials: We need to have partnerships with dermatologists and experts in the field of skin health to offer third-party validation and credibility, which is essential in the high-end skincare market.
· Digital & Social Media Focus:
· Micro-Influencer Brand Partnerships: This is with micro-influencers and creators who are representative of the target demographic, creating genuine user-generated content (UGC) that demonstrates real-life outcomes and skincare routines (Zeely AI, 2025).
· Educational Content: With YouTube and TikTok being the key platforms to provide educational information about the skin microbiome and barrier functionality, Kolnivo will be able to position itself as a knowledgeable resource instead of a mere salesperson (TopGrowth Marketing, 2025).
· Digital Sampling: This will involve targeted social media advertising campaigns to provide digital sampling and trial subscriptions depending on particular skin issues (e.g., "Sensitive Skin Rescue").


[bookmark: _Toc216466357][bookmark: _GoBack]Element 3: Presentation
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[bookmark: _Toc216466358]Element 4: Reflection on Brand Development and Marketing Strategy
The practice of creating Kolnivo, a new plant-based probiotic skincare brand for Unilever, and designing its overall marketing strategy has been very educative. It also required realistic implementation of strategic marketing systems and self-evaluation in terms of how the final plan will be presented.
[bookmark: _Toc216466359]Key Skills and Insights Gained
The greatest lesson learnt was the need to be entirely strategic. The premium positioning of the brand (Eco-Science) was to be continuously supported by all aspects, starting with the clinical efficacy of the product, up to the place of distribution (dermatology pharmacies) and the evidence-based promotion. The experience helped strengthen the ability to convert macro market trends (microbiome and clean beauty growth) into actionable and lucrative strategic decisions.
· Strategic Alignment: Showed the competence to connect STDP to the 4Ps, where the brand story made sense and responded to a particular consumer need.
· Data Translation: Learnt to summarise industry reports and company documents into the strategic action logic and the premium price point and target market selection.
· Differentiation: Knew that to gain a competitive advantage in a saturated industry such as the skincare industry, one has to occupy a distinct, specific niche, the combination of science, plant purity and sustainability that Kolnivo offers.
[bookmark: _Toc216466360]Reflecting on the Action Plan
There were clear strong and weak points of the action plan worked out to launch Kolnivo:
	Aspect
	Description

	Strength
	Targeted Digital Ecosystem: The plan focused heavily on evidence-based messaging, micro-influencer collaboration, and digital sampling. This is a highly cost-effective and conversion-focused approach that directly addresses the digitally native Millennial/Gen Z target audience's consumption habits.

	Weakness
	Lack of Detailed Budgeting and Phasing: While the overall strategy was clear, the action plan lacked specific, phased financial forecasting and resource allocation. It did not fully detail the capital expenditure required for sustainable packaging or the year-one marketing budget breakdown.


[bookmark: _Toc216466393]Table 1: Action Plan Strengths and Weakness
[bookmark: _Toc216466361]Presentation and Future Enhancement
Practice on how to prepare and deliver the marketing strategy pitch was the most important lesson in persuasive communication. It was to summarise long research into a high-impact, easy-to-digest story which placed the focus on the why (market opportunity) rather than the how (implementation).
[image: a marketing strategy roadmap]
[bookmark: _Toc216466374]Figure 5: Developing Strategic Marketing Plan
Source: shutterstock
Critical Enhancement for Future Projects:
1. Financial Integration: Future strategies will be required to incorporate a more financial aspect into it initially. This would entail providing the analyses of break-even and the three-year projections of the profit and loss (P&L) statement directly related to pricing and promotion assumptions.
2. Scenario Planning: Adding to the action plan, contingency planning and scenario analysis (e.g., what if competitor X has released a similar brand of probiotics?). This would reflect a stronger perception of risk and market dynamics.
3. Customer Journey Optimization: Although the 4ps were discussed, it should be a focus in the future work as a Customer Journey Map (CJM) will show all the touchpoints (from the Instagram ad view to post-purchase review) and stipulate the key performance indicators (KPIs) of each of them to manage the marketing funnel.
Essentially, the project was solid ground-level work in strategic brand building. The second level of performance improvement is creating a more solid financial modelling and sophisticated risk analysis on top of the innovative strategic model.

[bookmark: _Toc216466362]Conclusion 
Kolnivo manages to place Unilever at the top of the high-end skincare segment by perfecting the overlap between scientific effectiveness, natural purity, and powerful sustainability. The formulated STDP and strategic 4Ps guarantee that the brand is targeted to the high-value digitally native consumer. This will make Kolnivo become a market-relevant, high-growth Power Brand, that creates competitive advantage and long-term business growth for Unilever.
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