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[bookmark: _Toc237343072]1.0 Element 1: Sustainable Brand Extension Poster Presentation
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[bookmark: _Toc237343073]2.0 Element 2: STDP Analysis 
[bookmark: _Toc237343074]2.1 Overview of the STDP Framework
STDP offers a systematic means of analysing market segments, targeting priority customers and creating differentiated positioning. In the context of LUSH EcoLaundry Sheets, the current literature acknowledges STP as one of the prevailing marketing models and interprets brand positioning and differentiation as the key to competitive advantage in the UK laundry care (Sharp et al., 2024) In LUSH EcoLaundry Sheets, this framework will offer a systematic approach to identifying sustainability-conscious consumers and building a strong market position.
[bookmark: _Toc237343075]2.2 Market Segmentation
Geographic segmentation
EcoLaundry Sheets should be introduced in London, Manchester, Birmingham, Leeds and Glasgow as geographical locations because these are university-led cities that LUSH already has central retail presence, such as Oxford Street, Manchester Arndale, Birmingham New Street, Leeds Commercial Street and Glasgow Buchanan Street (Lush, 2026a). These sites facilitate scent testing and trial, with LUSH UK delivery service serving most of the UK, 2-4 working days, which goes beyond store catchments (Lush, 2025b).
Demographic segmentation
EcoLaundry Sheets should focus on Gen Z and younger-Millennials who are between 18 and 34 years old, especially students and post-college professionals. However, the proportion of one-person households in the UK households totalled 29.5% in 2025, versus 66.8% which forms one family, and this makes single-person consumer a large, but not a dominant segment (ONS, 2025a). Targeting must entail shared dwellings where small storage is value adding. Professional 22–29-year-olds have a median hourly pay of 20.54£ in support of premium prices to professionals and students also demand more value communication (ONS, 2025b).
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Figure 01: Household Type as a Percentage of All Households, UK, 2025
Source: (ONS, 2025a)
Psychographic segmentation
Psychographically, EcoLaundry Sheets ought to focus on practical ethical reducers who aim at the convenience with low plastic without having to forego ethics. Climate change and the environment were reported in October 2025 as an important national issue by 51% of British adults, which proves the long-term ecological awareness (ONS, 2025). The supplier policy of LUSH does not allow animal testing that strengthens the ethical value congruence and the recent study associates the brand-value congruence with the involvement in the sustainability communication (LUSH, 2026b; Dinana et al., 2025).
[image: ]
Figure 02: Percentage of British Adults Identifying Climate Change and the Environment as an Important Issue, 2022–2025
Source: (ONS, 2025c)
Behavioural segmentation
Target LUSH Club members, sustainable-household buyers and switchers of eco-detergents, behaviourally. LUSH Club rewards, which reward purchases in apps, on the web and in stores, encourage repeat purchases (LUSH, 2025c). EcoLaundry must provide packaged dosing, signature scent, bottle-free packaging, compact storage and plausible cleaning, as studies reveal detergent sustainability choices are limited to performance and price (Hesham Dinana et al., 2025). Customers who buy LUSH products are business savvy and sustainable-household customers.
[bookmark: _Toc237343076]2.3 Target Market Selection
EcoLaundry Sheets needs to focus on the UK Gen Z and Millennial students and early-career professionals in the UK and England interested in ethical, low-waste cleaning that makes life easy in laundry. The market was US226.34million in the year 2025 and is expected to increase at a rate of 12.17 %per year till the year 2034 in the UK laundry-sheet market (Lewis, 2025). The 2025 tracker by WRAP identified 81% of the citizens putting non-recyclables in recycling bins, which reinforced prevention instead of relying on the proper disposal behaviour (WRAP, 2025). The compatibility is particularly high since Bring It Back already rewards circular involvement by LUSH (Lush, 2025a). The unfamiliar format can be illustrated in stores and lush.com and first-party online communications cohort can be directly addressed. The intentions of Gen Z towards eco-products are highly based on perceived quality, value and trust, and they will support adoption in case of novelty being credible (Dumitru Goldbach, 2025). Targeted launch should then be done to this niche first, gauging the acquisition cost, conversion and retention and then evidence-led expansion to the rest of the country.
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Figure 03: United Kingdom Laundry Detergent Sheets Market Size 
Source: (Deep Market Insights, 2025)

[bookmark: _Toc237343077]2.4 Differentiation Strategy 
EcoLaundry must not focus on using green attributes as differentiation. Tru Earth is a company that provides parity in formulation and plastic-free packaging category by providing plant-based sheets in recyclable cardboard, which is not supported by defensible advantages (Tru Earth, 2026). The moving force of LUSH is the sensory-brand transfer: the ethical credibility and fragrance equities of Karma patchouli, orange and pine profile (LUSH, 2026). Projecting such signatures into laundry turns a wash into a familiar LUSH experience, which aligns with results that sensory marketing enhances emotional bonding and loyalty (Shahid et al., 2022). It is impossible to duplicate the scent associations that LUSH has built over time, as copied by competitors.
[bookmark: _Toc237343078]2.5 Positioning Strategy 
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Figure 04: Perceptual Positioning Map of LUSH EcoLaundry Sheets Against Key Laundry Competitors
Source: (Self)
EcoLaundry lies in high-end ethical-sensory space, between the performance-based mainstream positioning of Persil and the utility of sustainability-first eco-laundry brands. Its value chain incorporates certified responsible sourcing, single dose convenience, light-weight packaged, unique LUSH perfume and high quality. 
Positioning statement: To the sustainability-conscious young consumers of the UK interested in a more convenient responsible laundry, EcoLaundry offers a high-quality scent-based everyday clean with the support of the long-standing ethical principles and fragrance knowledge of LUSH.


[bookmark: _Toc237343079]3.0 Element 3: Marketing Mix (4Ps or 7Ps)
[bookmark: _Toc237343080]3.1 Marketing Mix Overview 
The 7Ps will convert the positioning of EcoLaundry into a combined market offering, by matching the product, price, place and promotion with people, process and physical evidence. The effectiveness of marketing-mix is based on the coordinated value creation instead of the tactical decisions in isolation (Kotler et al., 2022). In the case of LUSH, the integration will provide the needed sustainability throughout the formulation, purchase and use which enhances the credibility of the extension as well as safeguarding the high ethical stance.
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Fig 05: 7P’S of Marketing Mix
Source: (Collidu, 2024)
[bookmark: _Toc237343081]3.2 Product Strategy
In essence, EcoLaundry addresses daily cleaning and reduces the number of materials. The real thing must be a concentrated sheet using renewable surfactants plus enzymes, initially packed in Sleepy lavender-tonka and Dirty spearmint profiles, and packed in moisture-resistant, FSC-certified paperboard without a plastic laminate (Lush, 2025e). Included in the augmented layer should be QR-linked ingredient provenance, wash instructions and performance guarantee. This design relocates the LUSH sensory and ingredient associates to fabric care, which is significant since parent-brand equity and extension fit have a significant positive impact on extension assessments (Peng et al., 2023). Yet, the term plant-based should not be used in place of demonstrating biodegradability or cleaning effectiveness. This is important as 2025 CHOICE testing discovered that a few detergent sheets were almost at the water-level stain-removal performance, which poses a risk of credibility to the format (Richard, 2025). EcoLaundry ought to pre-launch, therefore, to subject independent stain, cold-water dissolution, residue and colour-care standards to leading liquids and capsules
[bookmark: _Toc237343082]3.3 Price Strategy 
EcoLaundry needs to apply value based high end pricing of 9.00 in 32 washes which is equivalent to 28.1pence per wash and monetize on the sensory experience of LUSH as opposed to lowest price. The existing standards are Persil at 25p per wash, smol at 25pence, Earth Breeze at 22.5pence on subscription and Ecover at 26.3pence (Persil, 2026; Smol, 2026; Earth Breeze UK, 2026). The premium is predetermined. The UK study identified price as the biggest barrier to adoption as switching rose when sustainable premiums were reduced to 2-3 pence per wash (Xu et al., 2024). Thus, the superior perceived value can be conveyed with the help of the price of £9 that can be justified in case of price-sensitive students and young professionals.
[bookmark: _Toc237343083]3.4 Place Strategy
EcoLaundry ought to adopt a direct multichannel approach, whereby it is launched in LUSH UK outlets, lush.com and the app as opposed to the supermarkets or Amazon. This provides LUSH with pricing power, explanation and sensory merchandising of staff and eliminates early commoditisation. With digital ordering, physical trial should be connected through “Click & collect” which is already offered in certain locations in the UK (Lush, 2025d). The stocks should be concentrated in the most active branches and replenished basing on the weekly sales rather than equal distribution. LUSH should use its UK tracked delivery network to take online orders which means that other intermediaries will not be required. This is a legitimate integration since the ability to engage customers through seamless omnichannel experience reinforces customer engagement (Rahman et al., 2025).
[bookmark: _Toc237343084]3.5 Promotion Strategy 
The integrated platform that EcoLaundry is launching, Small Sheet. Big LUSH., will have a single sensory, evidence-based message, which will be spread across stores, owned media and creators. To minimize perceived risk of performance, in-store personnel ought to do cold-water dissolution and fragrance demonstrations and provide two-wash trial samples. LUSH Club needs to provide members with first window of launch and rewarding points, and segmented email triggers trial and replenishment (Lush, 2025c). LUSH creators allow friends to employ trackable affiliate links and show actual wash routines instead of written statements (Lush, 2025b). The sustainability messages are supposed to be done in lieu of a vaguely eco-friendly language with the quantified, independently supported comparisons of the packaging, ingredients, and the lifecycle limits. This complies with the requirements of 2026 CMA and ASA of having clear and evidenced environmental claims and safeguards trust since greenwashing makes consumers more cynical (GOV.UK, 2026; Sajid et al., 2025). Sample conversion, affiliate sales and repeat purchase should be used as the measures of launch effectiveness. 
[bookmark: _Toc237343085]3.6 People 
The employees of the stores are expected to be evidence-based brand ambassadors and not scripted sellers. The consultations conducted by LUSH are carried out by specially trained personnel (LUSH, 2026), and therefore, EcoLaundry certification must include dosage, fabric appropriateness, water hardness, effects on ingredients and the environment. Instead of improvising, the staff ought to identify washing habits of shoppers and prescribe their usage and escalate doubtful technical issues. This is important since brand equity on the basis of employees will enhance customer experience greatly (Zhang et al., 2026). Service consistency and trust should be monitored by knowledge audits and consultation feedback.
[bookmark: _Toc237343086]3.7 Process 
EcoLaundry ought to establish a single purchase to order procedure. There should be a single customer history between store, website and app purchases. When check out, wash frequency must create an opt-in reminder of depletion and allow one-tap reordering without initiating subscription. There should be one visibly depicted order-status display and route delivery exceptions displayed to Customer Care, in Dispatch updates. A micro-survey in-app must be taken to gauge performance and ease after wash three. This eliminates unnecessary bad friction (Padigar et al., 2025).
[bookmark: _Toc237343087]3.8 Physical Evidence 
EcoLaundry ought to establish a single purchase to order procedure. There should be a single customer history between store, website and app purchases. Upon check out, wash frequency should develop an opt-in depletion reminder and permit one-tap reordering without starting a subscription. There should be one visibly depicted order-status display and route delivery exceptions displayed to Customer Care, in Dispatch updates. To measure post-wash three performance and ease, a micro-survey in-app will have to be taken. This gets rid of bad friction that is not necessary (Padigar et al., 2025).


[bookmark: _Toc237343088]4.0 Element 4: Reflection
[bookmark: _Toc237343089]4.1 Reflection Context
The creation of EcoLaundry Sheets transformed my perception of sustainability as a product attribute into a proposal that needs to pass the evidence, price and performance evaluations. Harvey et al. (2025) acknowledge reflection as significant to learning and professional growth, which contextualizes the sense of the way my judgement in the context evolved.
[bookmark: _Toc237343090]4.2 Reflection on Developing the Marketing Strategy
First, I thought that plastic-free laundry sheets and the ethical nature of LUSH would establish enough of a difference. This was put into question by competitor analysis since eco-laundry brands have already made a claim of sustainability and the performance of detergent sheets turned out to be a strategic risk. I thus moved the green equals different to the proven effectiveness, unique LUSH scent and a managed luxury. When it was calculated that the cost of 32 washes was £9, then the cost per wash was about 28.1p and this revealed tension between premium position-setting and targeting the students and the young professionals. This showed me that it is better to question a good idea instead of justifying it as right. I also got to know that environmental claims must be proved. Sajid et al. (2025) discovered that greenwashing leads to more perceived deceptiveness and cynicism, which supports the need to substantiate the offer, not only through advertising.
[bookmark: _Toc237343091]4.3 Reflection on Poster Preparation and Delivery
Compression was a challenge in preparing the poster prepared. STDP, the positioning map and seven Ps could not be all explained on the report level. I also understood how to focus on the evidence that is relevant to the decision and how to synthesise the competitive argument with the positioning map. Lewis et al. (2025) discovered that poster design could enhance the perception of major concepts in situations where there is no significant change in overall knowledge transfer. Some preparation to present also revealed that I found it more comfortable to justify decisions in writing than describe the data-implication connection in a small space and time.
[bookmark: _Toc237343092]4.4 Skills, Knowledge and Insights Gained
The project reinforced source assessment, segmentation decision, commercial numeracy and integrated decision making. I got stricter in distinguishing between peer-reviewed evidence, market estimates, retailer prices and regulatory recommendations, and applying each one accordingly. The price-per-wash comparison enhanced my pricing rationale. Relating the target to the 7Ps made me understand that marketing decisions are interrelated. I was taught how to take conflicting evidence, i.e., sustainable appeal versus price sensitivity, as an issue to be solved and not to be ignored.
[bookmark: _Toc237343093]4.5 Personal and Professional Development
On a personal level, I was ready to change an appealing idea more when the evidence undermined it. On a professional level, I have created a responsible marketing attitude whereby recommendations should be commercially justifiable and substantiated ethically. The transformation of detailed analysis into a summarized poster helped me to reinforce my skills in conveying priorities to managerial decision making.
[bookmark: _Toc237343094]4.6 Future Development and Action Plan
The next time around I will develop a log and decision journal of the quality of the sources used in the first research session, and then I will test performance, pricing and environmental-claim assumptions to explicit criteria before designing communications. To perform presentation, I will go through three timed practices, peer feedback via rubrics and revise after each attempt. Structured practice, constructive feedback and self-reflection as facilitators of oral-assessment performance are mentioned by Stephenson et al. (2025), which is why this plan has a more solid foundation than rehearsing is.
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