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[bookmark: _Toc215523667]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis 
[bookmark: _Toc215523668]1.1 Introduction to Unilever
Unilever is a company that produces fast-moving consumer goods (FMCG) in over 190 countries and employs close to 340,000 people, reaching out to nearly 3.4 billion consumers each day (Rathee, 2024). The company has over 400 brands under its ownership in the home care, personal care, and food categories; these are Dove, Persil, Comfort, and Lifebuoy. Innovation and sustainability, Unilever is famous due to its Clean Future Strategy that tries to minimize the usage of plastic waste and maximize renewable materials. With the consumer behavior also moving towards a more healthy, smarter, and greener lifestyle, as newer product categories are open to Unilever expansion. Following the model of Brand Development Strategies created by Kotler et al. (2024), the Eco Fresh Home belongs to the category of such brands that fall in the quadrant of new brands since it is a new brand name as well as a new set of products offered by Unilever.
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[bookmark: _Toc215523682]Figure 1: Brand Development Strategies for Eco Fresh Home (Author)
[bookmark: _Toc215523669]1.2 Concept Behind the New Brand: Eco Fresh Home
Eco Fresh Home is a new brand of Unilever that falls under a new category of smart eco air-freshening devices. The main product, Eco Fresh Smart Diffuser, is a rechargeable, low-energy utility utilizing natural scent pods composed of essential oils. The device is designed to react to the indoor-air-quality conditions automatically with the use of installed smart sensors and to minimize wastage with a fully refillable pod system. The brand idea is based on the increasing consumer demand for natural and chemical-free household products and environmentally friendly house solutions. Eco Fresh Home is a value position on emerging technology use due to the increasing popularity of smart homes in the world market, which is projected to reach USD 262 billion by 2027 (Precedence research, 2025). Also, the concept is highly consistent with shifting behavior patterns, as 78% of all consumers around the world focus more on environmentally responsible brands.
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[bookmark: _Toc215523683]Figure 2: Smart Home market size (Source: Precedence research, 2025)
[bookmark: _Toc215523670]1.3 Alignment with Current Market Trends
Eco Fresh Home reacts to some of the most important trends in contemporary consumer behavior in the market. To begin with, customers are shifting towards the concept of smart convenience, which means that they are getting more attracted to products that are easy to use regularly and provide automated capabilities. Second, the perception of air quality has been more than at any point before the pandemic, and indoor air pollution has been identified by the World Health Organization (2022) as a significant problem related to health risks. Third, Millennials and Generation Z are highly loyal to sustainable and transparent brands that utilize recycled materials and natural ingredients (Ali et al., 2023b). Eco Fresh Home is the product that fulfils such expectations as it combines the technology of smart-home, natural fragrance solutions, and environmentally friendly product design. Recycled plastic and natural essential oils can be used in support of Unilever Clean Future and enhance customer trust.
[bookmark: _Toc215523671]1.4 Segmentation for Eco Fresh Home
Eco Fresh Home applies a multi-dimensional segmentation strategy, with the basis being on the demographic, psychographic, and behavioral factors. In demographics, the core segment would take up a market that consists of consumers aged 18-45 years of age, generally middle to upper-middle income households amongst families, young employees, and couples. On the psychographic front, the brand focuses on people who appreciate sustainability, wellness, as well as technology-based, modern lifestyles (Padmanabhan et al., 2022). Natural ingredients and responsible consumption are some of the priorities of many consumers in this segment. In behavioral terms, the brand targets a user group with the ability to regularly buy home-fragrance items, love smart technologies, and can be attracted to the refill-based or subscription system of buying products. The segments are those consumers who are aggressive on convenience, cleanliness, and natural solutions without forgetting the environmental impact.
[bookmark: _Toc215523672]1.5 Targeting Strategy 
The targeting strategy adopted by Eco Fresh Home is differentiated and targets three main consumer groups. The former segment is eco-conscious, where they seek home products that are low-waste and free of chemicals 62% of customers across the globe attempt to reduce their environmental impact (Buri and Kiss, 2025). Youths and professionals between 18-35 years old make the second segment; they are adopters of smart-home technologies and some of the trendiest with the Internet, thus they respond strongly to online advertising (Neng Ima Rahmayanti et al, 2025b). The third market is wellness-based family, which values safe and natural household products that are good for kids and pets. Eco Fresh Home targets these groups with natural fragrances, sustainable refills, as well as smart air-quality operation.
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[bookmark: _Toc215523684]Figure 3: Targeting Strategy for Eco Fresh Home (Author)
[bookmark: _Toc215523673]1.6 Differentiation and Positioning Strategy
Sustainability, modern design, and innovation make Eco Fresh home stand out in the smart air-care market. Its Eco-refill system adds up to 70 % of plastic waste, which provides a definitive environmental contribution at the expense of disposable aerosol sprays (Hansen and Bo Nielsen, 2024). The device will operate on smart air-quality sensors, which will produce fragrances only as needed, minimizing energy consumption and prolonging refill periods. The brand attracts a consumer segment that does not use items that are chemically based, as the scents are made of 100 % natural essential oils. The diffuser also has 60 % of recycled plastic, which helps Unilever achieve Clean Future sustainability objectives (Boylan, 2021). Eco Fresh Home is a more efficient solution in terms of technology, an eco-efficient solution when compared to traditional brands like Glade, Febreze, and Air Wick. The company focuses the brand on a high-quality, natural, and sustainable smart air-care product, which should be offered to families that prefer healthier and cleaner households and responsible consumption.
[bookmark: _Toc215523674]Element 2: Marketing Mix (4Ps) – Eco Fresh Home
Eco Fresh Home is a new brand within Unilever that is intended to provide a smart and environmentally friendly solution to the enhancement of indoor air quality. To complement the general brand strategy, the 4Ps marketing mix, Product, Price, Place, and Promotion, will be used to clarify how the brand will be spread to customers, generate value and loyalty in the long run (Xia, 2023).  The application of the 4Ps approach allows Eco Fresh Home to establish a clear communication of its benefits, the correct price to offer, the correct stores, and a strong promotional message.  
[bookmark: _Toc215523675]2.1 Product Strategy 
Eco Fresh Home operates primarily focused on the sales of Eco Fresh Smart Diffuser, which is equipment created to clean the indoor atmosphere by scenting with essential oil pods that are natural in nature. The diffuser has intelligent sensors that react to the need to freshen air, thus enabling users to conserve energy and harmful waste. These automatic aspects attract contemporary consumers who want convenience and technology that can be incorporated into their everyday lives. Unilever is committed to the sustainability of its products; hence, the product is manufactured with 60 % recycled plastic (Fabio and Scarcelli, 2024). The refills only have natural components and do not contain harsh chemicals; thus, they are not harmful to the family, pets, or those with allergies. This is in line with the objective of the brand to ensure healthy and cleaner homes.
The Eco Fresh refill system is among the best aspects of the product. Refill pods are completely recyclable and have a longer life than aerosol sprays. The Unilever Clean Future Report (2025) further indicates that refillable systems can cut plastic waste by more than 70, and this makes the systems an evident benefit towards the environment (Unilever, 2025). The device is also available in simple, modern colours to suit the varying home styles. Additional accessories like pod multipacks and charging stands will foster repurchase. Overall, the product strategy facilitates innovation, sustainability, and safety, which are essential values of the Eco Fresh Home brand.
[bookmark: _Toc215523676]2.2 Price Strategy 
Eco Fresh Home adopts the value-based pricing approach in which the product price is determined by the natural materials used, smart features, and environmental benefits of the product. Though the cost is a little more than simple air fresheners, it is reasonable to the customers who like high-quality and eco-friendly products (Reid and Sisel, 2023b). The Eco Fresh Smart Diffuser will be sold at PS39.99 and comparable to other smart diffusers in the UK market. As an illustration, the Essential Mist Smart Kit of Air Wick costs between PS32 to PS45. This is such that Eco Fresh is competitive as well as demonstrating that it is a premium and sustainable option. Refill pods are sold at PS6.99 or PS17.99 for three refill pods, which minimizes the cost of customer savings by multipack aging.
A subscription option is also available at Eco Fresh, which allows customers a 10 per cent discount and free delivery on refills. The model works well since nearly forty-one % of households in the UK are currently subscribing (Islam, 2024). Subscriptions assist families and young professionals in being supplied with regular refill pods without having to bother about emptying them. Psychological pricing, including no end sign, is also employed in the strategy to make products sound less expensive. Promotional packages will assist in getting new clients during such seasons as Christmas and Spring Cleaning. The pricing strategy underlines the brand image of quality, sustainability, and long-term value.
	Pricing Element
	Description

	Diffuser Price
	£39.99, competitive with Air Wick (£32–£45).

	Refill Pods
	£6.99 each or £17.99 for 3-pack.

	Subscription
	10% discount + free delivery; supports repeat buying.

	Tactics
	Psychological pricing (.99), seasonal bundles attract new customers.


Table: Price Strategy for Eco Fresh Home
[bookmark: _Toc215523677]2.3 Place (Distribution) Strategy 
Eco Fresh Home employs a multi-channel distribution channel, in that the customers can locate and purchase the product conveniently. Unilever already possesses a good distribution channel, and this is what enables Eco Fresh Home to penetrate the market within a short time. The product will be marketed online on Amazon, the official site of Unilever, and the Eco Fresh Home online store. The level of online shopping is also essential, as over 38 per cent of all home-care purchases in the UK are online (Dogra, and Kaushal, 2022). The young adult consumers and tech-savvy consumers have turned to online shopping because of convenience, speedy delivery, and the availability of comprehensive information on the products. Subscription and personalized recommendations are also possible on online platforms, which is why they are the best to use in the case of Eco Fresh.
Eco Fresh Home will be sold in the supermarkets within the physical stores, namely Tesco, Asda, Sainsbury, and Morrisons. It will equally be available in domestic and electronics outlets such as Argos and Currys. Such placements assist the brand in finding the wellness-oriented families and customers who like to shop for the product in person (Xia, 2023). Eco Fresh will also be in smart-home, environmentally friendly aisles, and well-being areas. Explicit shelf labels and display racks will assist the customer in making sense of the product swiftly. Low-carbon delivery partners will also be used by the brand in serving the sustainability commitment of Unilever. Wide reach, convenience, and high visibility have been guaranteed through this mode of distribution.
[bookmark: _Toc215523678]2.4 Promotion Strategy 
Eco Fresh Home applies a combination of digital and physical forms of promotional activities to address its three target segments. The primary target is digital marketing since 82 % of customers do their research online regarding home products (Fabio and Scarcelli, 2024). The use of social media such as TikTok, Instagram, and Facebook will have videos demonstrating the functioning of the Smart Diffuser. Reviews and tutorials made by influencers in the eco-living area, home decor, and wellness will help to gain trust. The focus of the short videos will be on natural ingredients, intelligent sensors, and low-waste refills. Advertisements on Google and YouTube will focus on individuals who search for eco-friendly products or smart home products.
Brand development will also be through traditional promotions. Product demonstrations, posters, and bundle discounts will be used in stores and other features targeted at attracting families and environmentally sensitive shoppers. Single sheets will be used to describe the benefits of using natural essential oils in enhancing the quality of air over aerosol sprays (Reid and Sisel, 2023b). The brand will also participate in the sustainability events, smart-home expos, and wellness shows to create awareness. Customers will be retained with customer loyalty programmes, referent discounts, and even subscription offers. The promotional material is very clear about the message of Eco Fresh: its values are natural, safe, smart, and sustainable air care.

	Promotion Type
	Key Activities
	Purpose

	Digital Marketing
	Social media, Google & YouTube ads
	Reach young adults, build trust, and show smart features.

	Content Focus
	Natural ingredients, smart sensors, low-waste refills
	Highlight eco-friendly and modern benefits

	Traditional Promotion
	In-store demos, posters, bundle discounts, leaflets
	Attract families and eco-conscious shoppers

	Public Events
	Sustainability events, smart-home expos, wellness shows
	Increase brand awareness and credibility

	Customer Retention
	Loyalty programs, referral discounts, subscription offers
	Encourage repeat purchases and long-term loyalty


Table: Promotion Strategy
Therefore, the 4Ps demonstrate how Eco Fresh Home presents an intelligent, natural, and sustainable air-care solution. The brand, via good product design, reasonable prices, extensive distribution, and appropriate promotion, has been able to support the eco-friendly and consumer-oriented strategy of Unilever.
[bookmark: _Toc215523679]Element 3: Marketing Strategy Pitch
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As I have worked on developing the Eco Fresh Home brand and developing a full marketing plan, I have learned a lot. Initially, I was uncertain how to create an entirely new brand with a major corporation like Unilever. Nevertheless, during these steps, I also learned the necessity to align customer needs, market trends, and company goals. Developing a new brand concept allowed me to learn how sustainability and smart technology can be used together to produce value for the new-day customers. I also got educated on how a clear brand identity can shape product design, price, distribution, and promotion.
On the one hand, conducting research was one of the key components of this process. I needed to read reports, market insights, and scholarly literature to become aware of such trends like the rise of smart home devices and increased demand on environmentally friendly products. This study allowed me to justify the brand choices using actual data, including understanding that 78 % of consumers favor sustainable brands. It made me stronger in my explanation of why Eco Fresh Home is a relevant and competitive concept. I also enhanced my expertise in the aspect of using data to justify arguments, and this is a fundamental skill in marketing at the postgraduate level.
The other significant learning experience was in developing the STDP analysis. Segmentation/identification of the target groups served to make me think more critically of consumer behavior. It taught me to consider various groups differently, like environmentally friendly customers value most sustainability, whereas young professionals are drawn to intelligent technology. Knowing these differences helped to create a strategy to appeal to both groups. This enhanced my analytical skills and taught me to dig deeper into the way people make purchasing decisions. The development of the marketing mix also contributed to developing my skills in decision-making. I needed to consider how every component, product, place, and promotion needs to reinforce the overall brand message. I learned that minor decisions like the packaging or refill pod prices might influence the perception of the brand by the customer. This experience made me learn to plan in a very organized and rational manner.
Another beneficial experience in this project was the development and practice of the marketing pitch. It helped me to learn how to describe concepts in a simple yet convincing manner. It may be easy to speak for a few minutes, but it needs proper planning and the use of the right words to be confident and hold the attention of the audience. The pitch also enabled me to learn communication skills that are significant in actual business contexts, when proposing ideas to investors, clients, or managers. In retrospect, time management is one area in which I can consider doing better. Sometimes I concentrated more on research than reviewing or enhancing my work. I would adopt better scheduling and more time off for editing and reviews in future projects. I would also like to train more in presentation skills, including voice tone, body language, to be able to perform pitches even more confidently.
In general, my project has provided me with valuable experience in branding, research, strategic thinking, and communication. It has made me realize how to create a brand by beginning with an idea to presentation, and I think I am better equipped to perform such marketing activities in the future.
[bookmark: _Toc215523681]References
Ali, S.M., Khan, D.K.A., Haider, S. and Rehman, A. (2023b). Analyzing the Impact of Green Marketing Strategies on the Environmental Performance and market performance of Companies in the Consumer Goods Sector. Journal of Policy Research, [online] 9(4), pp.276–283. doi: https://doi.org/10.61506/02.00150.
Boylan, J., 2021. Capturing the air: Care in the field of measurement. In Care Ethics and Art (pp. 257-267). Routledge.
Buri, Z. and Kiss, J.T., 2025. Case Study of Unilever's Zero-Emission Target Realization. International Journal of Engineering and Management Sciences, 10(3), pp.16-36. Available at: https://doi.org/10.21791/IJEMS.2025.13.
Dogra, P. and Kaushal, A. (2022). The impact of Digital Marketing and Promotional Strategies on attitude and purchase intention towards financial products and service: A Case of emerging economy. Journal of Marketing Communications, 29(4), pp.1–28. doi: https://doi.org/10.1080/13527266.2022.2032798.
Fabio and Scarcelli, M. (2024). Purchasing and Supply Management Journey into Unilever’s Circular Economy Strategy. Greening of industry networks studies (Print), pp.161–173.
Hansen, A. and Bo Nielsen, K., 2024. Consumption, sustainability and everyday life (p. 387). Springer Nature. Available at: https://library.oapen.org/handle/20.500.12657/60783
Iannuzzi, A. and Kalaj, O., 2024. Greener Product Design Examples. In Greener Products (pp. 69-127). CRC Press.
Islam, M.A. (2024). Impact of Big Data Analytics on Digital Marketing: Academic Review. [online] Ssrn.com. Available at: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=5284168.
Lawrence, J., Rasche, A. and Kenny, K., 2018. Sustainability as opportunity: Unilever’s sustainable living plan. In Managing sustainable business: An executive education case and textbook (pp. 435-455). Dordrecht: Springer Netherlands.
Lieu, P.T.H., Arunjit, N., Buapradabkul, S. and Nathaniel, D., 2021. Unilever Company Strategic Business Analysis.
Neng Ima Rahmayanti, Eko Wulandari and Nur Hayati (2025b). From Hospital to Home: PT Griyakami’s Marketing Strategy to Reach Home Care Customers. Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE), [online] 8(2), pp.6470–6487. doi: https://doi.org/10.31538/iijse.v8i2.6852.
Padmanabhan, N.S., Siji, S. and Minimol, M.C., 2022. Cycle Pure Agarbathies: branding fragrance across the world. The CASE Journal, 18(6), pp.933-953.
Precedence research (2025). Smart Home Market Size to Worth USD 581.85 Bn By 2032. [online] Available at: https://www.precedenceresearch.com/smart-home-market.
Rathee, S., 2024. Introduction to the special issue on the role of sustainability in advertising. International Journal of Advertising, 43(1), pp.1-6.
Reid, L. and Sisel, G. (2023b). Digital care at home: Exploring the role of smart consumer devices. Health & Place, 80, p.102961. doi: https://doi.org/10.1016/j.healthplace.2022.102961.
Unilever (2025). Unilever is testing refill solutions to tackle plastic waste. [online] Unilever. Available at: https://www.unilever.com/news/news-search/2025/unilever-is-testing-refill-solutions-to-tackle-plastic-waste/.
Xia, Y. (2023). The 4Ps of Marketing and Applications in Various Brands. Journal of Education, Humanities and Social Sciences, 16(1), pp.165–170. doi: https://doi.org/10.54097/ehss.v16i.9601.




Page | 2 

image4.png
TARGETING STRATEGY

EcoFresh Home adotfifirentiated
targeting strategy that selects thee
high-potential consumer groups.

Fhe first segment includes eco-con-
scious consumers who prefer low-
waste products and avoid harsh
chemicals, Nielsen (2023), 62 %

of global consumers consistently y to
reduce their environmental foutp-
rint, makin g this group dueuo its natllr,
chemical-free scents and smart
air-quality control.

Eco-conscious
40%

Young adults and
professionals
35%




image5.png
” EcoFresh home”: Marketing
Strategy Pitch

New Brand Development

This product marketing plan presents 2 new label to Unilever,
known as EcoFresh Home. A new commodity is in the form of
green smart devices for air freshening, The original is the
EcoFresh Smart Diffuser that provides natural fragrances and
low-energy technology to enliven the interiors. The device i
made of recycled materials and uses refillable scent pods to cut
wastage (lannuzzi and Kalaj, 2024). The brand fies to sustain the
contemporary consumers who are interested in having cleaner air
in their homes without damaging nature. EcoFresh Home i
instilled with three values: freshness, simplicity, and
sustainabilty. Soft colours and clean design help the brand to
produce a calm and natoral image.

Segmentation

EcoFresh Home will be sold to three primary markets: famities
with a focus on health that prefer to have a safe and fresh home,
‘young adults who enjoy smart devices and new technology, and
‘eco-conscious consumers who choose to use sustzinable daily
products (Lawrence et al, 2018).

These groups are united by the necessi
convenient and successfil sofutions.

of clean air and

Conclusion

EcoFresh Home provides Usilever with an excellent new
adventure in the smart home market, alongside promoting
sustainability objectives.
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How the New Brand Aligns With
Customer Trends

‘EcoFresh Home is aligned with the existing trends of customers.
‘The current generation i inclined to use smart home appliances
‘because they are time-saving and convenient (Lieu et al., 2021).
The customers are also concemed more with living 2 healthy fife
that incorporates clean indoor air. Meanvihile, the demand for
eco-friendly goods increases. EcoFresh Home responds to these
trends with  device that s easy, safe, and eco-friendly. The fact
that natural scents are being used justifies the growing popularity
of wellness, and the recycled materials demonstrate concern for
the environment. Transparent and open information on packaging
will facilitate trust
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