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[bookmark: _Toc196400542]Introduction 
Hindustan Unilever is considered one of India's most influential companies. It provides job opportunities to many people and is known as the country's leading employer. The organisation has been operating in India for more than 50 years, with more than 50 FMGC brands and with ₹59,579 turnover (Hindustan Unilever Limited, 2025). Some of the key products of the company include personal care and beauty, home care, food and beverages and some other products. The brand has a strong identity in the Indian market of India as it is the company that holds more than 50 FMGC brands, which transform the lives of people. The current revenue of the brand till 2024 was 614 billion Indian rupees, showing a huge increase in the company's overall revenue in comparison to its previous year's revenue, which was ₹597 billion (Minhas, 2025). Therefore, the brand has a huge growth scope in the Indian market through its business strategy, slowly and smoothly. The company earns the highest amount of revenue from the sales of fabric wash, generating 26% of the total revenue and bodywash is the second largest contributor of the organisation, contributing 20% of the total revenue (Minhas, 2022). The other products of the brand, like coffee, jam, ice cream, ketchup and oral care, contribute "less than 5% each" to the overall revenue of the company. The purpose of the report is to analyse the brand extension strategy for the bodywash or body wash products of the company by conducting a detailed STP and marketing mix analysis, along with a customer's personal profile analysis. 
[bookmark: _Toc196400543]Brand Extension
Based on the available product ranges of Hindustan Unilever, the selected product for the brand’s extension is the bodywash which is considered the second largest selling product in the company by accounting for 20% of the overall revenue of the brand (Minhas, 2022). In order to describe the proposed brand extension strategy of the organisation, “Ansoff’s growth strategy” can be applied with proper justifications. 
[bookmark: _Toc196400544]Vision and values of Hindustan Unilever
The company’s vision is to grow the business by developing an environmental footprint through the company’s growth by increasing the “positive social impact” delivered through the company’s “sustainable living plan” (Hindustan Unilever Limited, 2025). The company values innovation through research and development, focuses on sustainability and provides proper rewards and recognition based on the performance of employees (Hindustan Unilever, 2025). The brand extension strategy can fit the purpose and the vision of the company, so it can grow fast in the future. 
[bookmark: _Toc196400545]Implementation of the Ansoff Matrix in the company’s market expansion
Ansoff growth matrix is a strategic analysis tool that helps in business analysis, along with choosing the growth strategies for a brand's specific product or service (Aditiya and Kirana, 2025). There are a total of 4 types of strategies as per this model market development, market penetration, diversification and product development. The 4 strategies are used for 4 different types of organisational purposes, so the brand's overall growth can be increased quickly. 
Market Penetration
This particular strategy aims to increase the sales of an existing product in the existing market.
Market Development
This strategy aims to increase the sales of the existing products in new markets.
Product Development
This strategy focuses on launching new products into an existing market.
Diversification
This strategy focuses on entering a new market with all the new products. 
Based on the present sales rate of the bodywashes of this brand, it will be better to choose the market penetration strategy. Market penetration strategy can be the most suitable choice for the brand because the sales rate of the bodywashes needs to be increased in the Indian market to contribute to the successful journey of Hindustan Unilever (Lan, 2023). Therefore, using this strategy, the market can be penetrated and the sales rate of the organisation can be increased than earlier. The reason for not selecting the other strategies is, that focusing on the growth of any other product in any other market is not that important for the brand at the moment. 
[bookmark: _Toc196400546]STP for the New Brand Extension
[bookmark: _Toc196400547]Segmentation
Segregating the broad target market into small groups based on the characteristics, behaviours and attitudes of customers is known as the process of segmentation (Naim, 2023). Different types of segmentation strategies are available in the market, using which the customer groups can be segregated and the target customers for the brand can be set. Different types of segmentation strategies include demographic segmentation, psychographic segmentation, behavioural segmentation and many others, among which demographic segmentation can be chosen as the selected segmentation strategy for the brand. 
This particular segmentation strategy helps in analysing the customer groups based on age, income pattern, gender, marital status, religion and many more aspects which are quite helpful in finding the potential beneficial customers for an organisation (Brochado et al., 2022). Therefore, using this strategy can be the right choice for the company to improve its sales of the company. By using this strategy, the organisation can realise which customer group is contributing the highest in terms of increasing the sales of the selected item. Similarly, the company can also find a poor customer group who are unable to generate higher profit for the brand. Using this strategy, the brand can highlight how it can use the segmentation strategy to increase the sales of the item among fewer potential buyers and will take steps accordingly. 
[bookmark: _Toc196400548]Targeting
Selecting the right customer group for the organisation is very important because improper selection of the target customer group can affect the overall growth of the company. In the case of this particular product's expansion, the selected customer group will be the people who belong to the low to medium-income range because, it can be assumed that due to having low income, they may not show interest towards purchasing bodywashes of Unilever brands and use very lower quality of bodywashes (Toha and Supriyanto, 2023). This is why; the sales rate of this particular product is comparatively lower than the other products. On this account, the company needs to cut down the price ranges of its bodywashes so that every income-based person can purchase the bodywashes from the Unilever brands. 
The psychology of lower or middle-income people does not permit them to buy expensive body washes due to their poor financial condition. This is the reason; they usually avoid purchasing expensive bodywashes or any other expensive items. In order to mitigate this issue, the brand needs to organise a meeting with all of its undertaken companies to reduce the prices of the bodywashes significantly, because it can provide a long-term benefit for the brand. The company needs to make the subsidiary brands understand that, the moment people start to use the bodywashes of these companies, they will realise the difference and will stick to the new product choice. On the other hand, after a certain time, all the brands will start to increase the price ranges of their bodywashes slowly and gradually which can ultimately give them a huge profit in the long run (Toha and Supriyanto, 2023). In this way, the sales of the product can be increased by targeting the right group of customers by analysing their psychology. 
[bookmark: _Toc196400549]Positioning
In terms of analysing the current positioning of the brand in the competitive market, it has been discovered that Hindustan Unilever is the leading FMCG company with a market capitalisation of “6 trillion Indian Rupees” and Nestle is ranked as the second most popular FMCG company in this country with a market capitalisation of over “2 trillion Indian Rupees” (Minhas, 2025). On that account, it is clear that the market position of Hindustan Unilever is very strong and no other organisation can easily beat this because of its powerful image and position in the Indian market. In terms of improving the position of the particular product in the market, the company needs to improve its marketing and promotion strategies than earlier. 
[bookmark: _Toc196400550]Customer Personal Profile
Name: Rahul Arora
Age: 34
Occupation: Farmer
Location: Punjab, India
Income: 1,20,000 rupees
Education: educated till the 10th standard
The particular customer profile of Rahul Arora indicates that he is a customer of the low to moderate-income group who aims to live a simple life while fulfilling the basic requirements of a human. The person is from Punjab, India who is a farmer and is very serious about his or her profession to provide the basic amenities to his family members. He has completed his education at a local school in Punjab and is a 10th pass. The farmer cannot purchase the expensive body washes as it can be simply a luxury for the person and his entire family. This is why the company targets this customer to convince them to purchase the product because the company will be modifying the price ranges and the features of the body washes and body washes of its brands very soon. Rahul is a very simple and sorted person who does not have any idea of using body wash and not even tried to buy body wash because these are very expensive. Since, the company is promising that it will provide the product at very affordable price, so, customers like Rahul can think about it. 
Rahul is very particular about his and his family's health, so the main challenge for the brand can be to assure the person that using the body washes and body washes of this company is completely safe and will not exceed his budget. In contrast, an additional advantage for the brand will be to get a "loyal customer" because the brand Rahul chose does not easily shift from the brand if nothing vulnerable occurs to him. Therefore, this specific customer profile can give a detailed overview of the psychology, buying attitude and behavioural pattern of the targeted customer group to boost the sales percentage in the upcoming days. 
[bookmark: _Toc196400551]Marketing Mix Strategy
Based on the chosen product, which can be expanded in the future, the 4Ps marketing mix can be conducted below:
[bookmark: _Toc196400552]Product
Product is the main component of the marketing mix through which the main product, the brand, can be highlighted and evaluated well. The main product of the brand that is targeted to be expanded is the bodywashes which need to be sold at a higher rate than earlier. In order to increase the sales of a product along with maintaining the quality of the product, it is better to select the “product differentiation” strategy through which every product will be segregated based on the characteristics of the product (Pellegrino, 2025). One of the major benefits of using this strategy is to get a clear overview of the characteristics and features of each product, based on which the products are categorised. This is why this strategy can be more helpful in finding which type of bodywash or body washes are getting sold faster. 
[bookmark: _Toc196400553]Price
Price is another perspective of the marketing mix in which the pricing range of each product is selected properly. By selecting the right price range, every organisation can understand how much the company can benefit from the product by keeping a certain price range. Multiple types of pricing strategies are present, such as premium pricing, value-based pricing, price skimming, competitive pricing, cost-plus pricing and many more, among which the competitive pricing strategy can be the most suitable strategy for the product (Cakranegara et al., 2022). Competitive pricing helps to keep the prices of the products comparatively lower than other brands so the company can earn more profit than others and the price ranges are set after analysing the price ranges of other companies' products. This is why it can be a smart choice for the organisation to improve the sales rate for the company by setting the right price range for each product category. As per the above analysis, the targeted customer group for the brand is low to moderate-income people, so following a competitive pricing strategy can be the best choice to gain more profit in the long term. Hence, these types of customers usually find out whether they are benefiting from purchasing the product because, without having the benefit, they may not show interest towards the product. In their philosophies, benefit means mainly financial advantage which they are supposed to get if the price ranges are lower in comparison to other brands. 
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Selecting the right place to purchase the products is also important as the place matters a lot to develop more revenue through the upward sales of the brand. The organisation mainly targets to sell the product in online as well as offline markets, also to capture all types of customers and get combined earnings from them. (Bondarenko and Vyshnivska, 2023). Though the targeted customers are people of low to moderate age groups, they also prefer to shop online, so not using online selling channels can be an inappropriate sales strategy for the brand. The sales channels for the company are the social media networks. Emails, TVS, Newspapers and different online shopping websites, along with the physical stores available in the market. By using this strategy, it can be helpful for the brand to sell the product online and offline. 
[bookmark: _Toc196400555]Promotion
Promotion matters a lot for a brand because the more a brand promotes its products, the more its popularity will increase. In the era of digitalisation, most companies focus on digital promotion and for that, they use different types of digital marketing channels to increase the awareness of the brands (Masrianto et al., 2022). By using this promotion strategy, the organisation can connect with the customers easily and can increase the overall sales of the selected products, so it will be the appropriate choice for promoting the product at a larger scale in the market. By using digital marketing strategy, the company can reach out the customers faster than earlier and can easily connect with them.
[bookmark: _Toc196400556]Conclusion
The report portrays how a product can control the overall growth of the brand with its sales percentage. The lower sales rate of body wash can decrease the amount of faith and trust people have in the company which is extremely valuable for the brand. By applying the market penetration strategy, the product can be expanded further and the detailed analysis of the STPs in the market reflects how an organisation can set the right segmentation, targeting and positioning targets for the preferred product. The customer profile analysis gives an overview of the targeted customer group and their psychology regarding the product. Lastly, the marketing mix is given to portray what types of marketing strategies can be applied to the product. Based on the above analysis, some recommendations can be given to the organisation. For example, studying the potential market is extremely important to understand the market trends well. Along with the changing time, customers’ purchasing behaviour is also getting changed a lot so, it is becoming very difficult for the organisations to cope up with the changing buying patterns of customers. This is why; conducting a detailed market research is needed before launching any new product in the market. Moreover, applying the right pricing and promotion strategy is necessary after going through the purchasing behavioural pattern and marketing pattern of customers in previous times. Without conducting the right marketing strategies, an organisation can never become successful if it lacks of using correct marketing strategy along with the suitable management approach. Therefore, it is highly recommended to the brand that it must use the correct marketing approach and strategy to improve its business in the future. 
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