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[bookmark: _Toc216437189]Element 1: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis 
[bookmark: _Toc216437190]Background of Tesco and new proposed brand, “Tesco Nurture”
The massive UK retailer, Tesco, serves millions of consumers every week from its more than 2,800 outlets (Tesco PLC, 2025). In light of mounting government mandates and shifting consumer expectations on carbon reduction and responsible consumption, Tesco has made sustainability, customer value, and convenience its top priorities for the last ten years. The company's enormous UK client base, wide supply chain network, and excellent digital integration make it ideal for a new sustainability-focused brand. Tesco Nurture will have most prominent and flexible start. In marketing tactics, the company will facilitate and highlight the eco-friendly features of the products, such as core ability to help people in growing their own food and cutting down on specific power bills. The part of Tesco Nurture, the particular firm will dictate and showcase commitment to facilitate with incorporating the perfect cutting-edge, concerning eco-friendly solutions into everyday dealings.
[bookmark: _Toc216437191]Concept behind Tesco Nurture
Tesco Nurture’s producers are dedicated in improving farming methods along with growing the best fruits as well as vegetables. This proposed brand extension of Tesco will shape and showcase cutting-edge along with eco-friendly developments in garden technologies. For middle-income families that struggle to purchase eco-friendly solutions, the brand will offer connected, digitally integrated, and cheap items. Several trends will make this new brand appealing to the market. Individuals in Britain are becoming progressively concerned about reducing their carbon footprints, as the average annual electricity expenditure continues to increase (Pearson and Watson, 2023). The swiftly growing market for automated systems and intelligent home devices is also influencing consumer behaviour. Third, cultivating your own vegetables is increasingly gaining popularity, particularly in urban apartments with restricted space. Tesco Nurture's affordable digital solutions streamline sustainable living for these customers by providing real-time automation and monitoring of energy consumption and plant care.
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Figure 1: Logo of Tesco Nurture
(Source: Tesco nurture, 2025)
[bookmark: _Toc216437192]STDP analysis
According to Hanlon (2025), STDP analysis segments across the market, targets particular groups, differentiates offerings, and therefore, positions the brand for creating competitive advantage and consumer value and this analysis decides the marketing mix at latter.
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Figure 2: Steps to develop marketing strategies
(Source: Inspired by Hanlon, 2025)
Segmentation
It is found that the segmentation process in marketing segments the whole market into groups with those who retain similar needs (Nur and Siregar, 2024). The smart home gardening market has various important sectors for this brand. Urbanites with small or medium-sized apartments and little room for gardening are an important component. Compact, low-maintenance systems are popular with this population. Families who teach their kids about sustainable living, home food production, and environmental responsibility are another group. Environmentally-conscious consumers actively seek energy tracking and waste reduction solutions (Maheshwari and Danielescu, 2024). Finally, budget-conscious households who prioritize electricity and groceries may not have invested in advanced home devices due to high expenses.
Targeting
Targeting identifies the most viable segments across the market to serve its potential customers (Hafez, 2023). Tesco Nurture will target UK middle-income families, particularly couples aged 35–60 who prioritize value, home efficiency, and long-term cost savings. This group closely monitors family budgets and will be drawn to technology that cut electricity use and give fresh fruit from their kitchen. They also choose products based on merchant reputation, reliability and usability. Digitally inclined younger households looking for smart living solutions yet, not able to afford high-tech competitors' premium systems will also like the brand.
Differentiation
According to Noor et al. (2025), differentiation assures that the brand’s product stands out in the market via unique features, advantages or values. The three main strategies will distinguish Tesco Nurture, which starts with affordability. To ensure affordability, Tesco Nurture devices will be priced substantially lower than UK hydroponic systems and energy management hubs, which frequently cost over £100. Secondly, interaction with Tesco's ecosystem will distinguish the brand. Tesco will sell pre-seeded compostable pods for indoor hydroponic kits and replenish them online. Many Tesco customers use digital platforms for grocery and loyalty programs, which the smart energy hub will connect to. Thirdly, Tesco's quality and reliability will offer the brand an edge over newer, independent sustainability-focused start-ups.
Positioning
Duarte et al. (2024) stated that positioning plays its role to present a clear, desirable image about the brand into the minds of those customers as a strategy. Tesco Nurture ought to be visible as a cheap, family-friendly, and technological solution which simplifies sustainable living. This brand shall be the trusted eco-technology choice for households that looks to save money, reduce waste, and meet sustainability targets. Tesco Nurture will present itself as a practical, easy-to-use, and accessible everyday home technology system, unlike other systems that focus on luxury features or highly specialized capabilities. The brand will be seen as a “friend for households” that desire to live more sustainably without large costs or complexity. This approach will strengthen Tesco's corporate responsibility goal and allow it to enter a fast-growing sustainability technology industry. Together, STPD framework will guide Tesco Nurture to design focused strategies which happens to be attracting consumers and building better competitive advantage.

[bookmark: _Toc216437193]Element 2: Marketing Mix (4Ps)
The crucial element known as the Product, Price, Place, and Promotion are the four components that make up the "4Ps of Marketing" (mage plaza, 2019). For a marketing plan to be successful, these components are absolutely necessary. The 4Ps framework, which was made popular by Philip Kotler in his textbook "Marketing Management," has developed into a fundamental instrument in the field of marketing education and practice (mage plaza, 2019).
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Figure 3: Elements of Marketing Mix
(Source: mage plaza, 2019)
[bookmark: _Toc216437194]Product
The term "product" refers to the tangible thing or service that is used to fulfill the requirements of customers. According to Tien et al. (2021), this includes the product's characteristics, branding, quality and general usefulness. Nurture Pods and Nurture Grid will be the main products. Nurture Pods will be tiny indoor hydroponic systems with automatic LED lighting and water cycling. These devices will be designed for small British kitchens and city residences with little gardening space. Biodegradable pods that have already been seeded by Tesco will be used in each pack. The system will be simple to maintain and friendly to the environment if it is equipped with pods that can be composted and replaced. The product will also use a mobile app to track plant growth, change lighting, and notify users. A household's smart meter and other Nurture devices will connect to the Nurture Grid, a smart energy center. It will give families real-time electricity consumption data to identify peak usage trends and move appliance use to cheaper times. Gamification, such as weekly and monthly energy-saving targets and Tesco loyalty benefits, will motivate users.
[bookmark: _Toc216437195]Price
Prices are determined by factors, such as costs, competition, perceived value, and market demand. JAIN (2021) stated that customers pay a certain amount for a product, which is referred to as the price. Tesco Nurture pricing will emphasise accessibility. The Nurture Grid will cost £50 and the Nurture Pods £40–£60, depending on model size. Due of the high cost of rival indoor gardening systems and home energy hubs, pricing will be key to the brand strategy. Value-based pricing will help Tesco position itself as an inexpensive sustainable lifestyle brand. To promote use, compostable pod refills will be cheap and monthly subscription bundles will be discounted. The Nurture Grid system will also provide paid add-ons like advanced analytics packages and energy-tracking extensions, but the fundamental functionality will remain free. Maintaining consumer loyalty and encouraging repeat purchases requires this affordability-value balance.
[bookmark: _Toc216437196]Distribution
Channels and procedures that are utilised to deliver a product to consumers are referred to as distribution (Place) and the procedure of distribution ensures that the product is available at the appropriate time and location (Wu and Wu, 2022). The distribution plan for Tesco Nurture will leverage Tesco's nationwide reach. The products will be sold in larger Tesco Extra stores, selected Superstores, and online. Customers will have physical and digital access to the merchandise. The Nurture Pods will also be promoted through in-store demonstration displays that let people visualise them in their kitchens. Fast shipping and pod subscriptions will boost online distribution. Mobile app downloads will make the Nurture Grid more accessible to digital homes. Tesco may eventually sell these devices through home improvement, electronics, and garden centers. However, its retail ecosystem will remain the emphasis during launch to preserve brand management and reduce logistical complexity.
[bookmark: _Toc216437197]Promotion
Including all communication methods, such as advertising, sales promotions, and public relations, that are used to inform, persuade, and remind customers about the product, ultimately persuading them to acquire it, promotion encompasses all of these channels of communication (Juska, 2021). New brand awareness depends on promotion. Tesco will integrate digital, print, and in-store marketing. As per Vashishth et al. (2023), the process of advertising emphasise the goods' simplicity, affordability, and environmental benefits. Tesco’s loyalty program, Clubcard, will be used as an incentive. Nurture product buyers may earn additional points or participate in specific sustainability challenges on the Tesco app. Videos of plant growth cycles or energy savings will reinforce the brand's everyday practicality on social media. Influencer relationships with sustainability and home living bloggers will boost middle-income family visibility (Friedman, 2023). Customers may see the product in action via interactive displays that show pictures of animated plant growth and models of energy saving during in-store promotions, the advertising campaign will highlight commitment of Tesco to ecologically friendly practices while simultaneously facilitating and increasing awareness of the brand. Every one of the four Ps corresponds to the brand strategy. Sustainability solutions that are both practical and driven by technology are the focus of the brand's product strategy. To ensure mass adoption, the pricing strategy ensures that the brand remains within a reasonable price range. Utilising Tesco's extensive retail network and digital distribution, the placement strategy maximizes accessibility to the greatest extent possible. 
The promotional technique promotes brand visibility, environmental responsibility, and household value. According to Anderson (2025), the capacity to maintain a constant market position enables customers to have a better understanding of what a brand represents, which in turn builds trust and reliability. Increasing the number of repeat purchases, lowering the amount of money spent on marketing, and increasing the amount of money made over the long term are all factors that contribute to enhanced customer loyalty. Stability, a competitive edge, and long-term success in business are both outcomes that are brought about by the combination of these characteristics. Keeping clients coming back and encouraging them to recommend the company is the means by which this objective can be achieved. Tesco Nurture will be able to establish a stable market position and cultivate customer loyalty in the field of smart sustainable technology thanks to these elements, which will provide a solid marketing base.

[bookmark: _Toc216437198]Element 3: Marketing Strategy Pitch
Sustainability is an integral part of modern households as a medium for reduction in environmental pollution (Macheda and Liu, 2025). Although big organisations can afford to reduce their carbon footprint, a typical middle-income household struggle. Hence, developing an effective solution is anticipated.  
Tesco, hence, is planning to develop affordable and connected devices and systems that can offer sustainable solutions to budget-conscious families to reduce their carbon footprint while growing their own food through farming and save money and energy in the process (Barrett et al., 2022). 
It has come up with two amazing solutions, such as Indoor Hydroponic Kits or Nurture Pods, and Smart Energy Hub or Nurture Grid. Nurture Pods are designed to offer a smart indoor growing system with automated LED light and water cycling techniques that fit in small flats in the UK. It uses pre-seeded, compostable Tesco-branded plant pods. Nurture Grid can reduce energy consumption with the effective installation of solar grids and provides real-time, gamified energy consumption feedback. Target consumers are mostly middle-income families in the UK, mostly in the age group of 35-60 years old couples. Reduction of expenses in electricity and the ability to grow farm-fresh food at home can attract them. The pricing of products like Indoor Hydroponic Kits is designed at 40 to 60 GBP, whereas the smart grids are listed at 50 GBP. 
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[bookmark: _Toc216437200]Element 4: Reflection
Contemporary marketing strategy has grown both academically as well as practically as a result of creating a new idea of brand and marketing strategy for Tesco Nurture. The research helped me in better understanding how to position a company, and how to segment and target the core customers, by bringing together academic most prominent concepts considering practical strategic analysis. I learned about habits of customers and tendencies of the industry by making specific mental images of the brand. Strategic planning for Long-term requires this. I was able to understand how rapidly customer expectations are shifting and how important innovation would be for large retailers by researching sustainability, smart home technology, and cost-effective living trends.
This assignment helped me combine marketing frameworks into a strategy. The STDP research helped me objectively evaluate market structure and discover brand-relevant consumer segments. As stated by Kris-Etherton et al., (2021), demographic, financial and lifestyle factors have to be carefully considered when selecting the target group. I was forced to think about long-term value, brand identity, and competitive advantage throughout the positioning and differentiation sections. Defining what makes Tesco Nurture distinctive forced me to explore every aspect of the user experience, from pricing to accessibility and technology. I learned from this phase that distinctiveness requires both creativity and customer-centric design.
Creating the marketing mix showed how strategic decisions affect operations. The 4Ps paradigm forced me to examine production, pricing, distribution, and communication. I now understand how these aspects must work together for consistent brand messaging and financial sustainability. For instance, building the price strategy around affordability affected product components, materials, and subscription models. Tesco's huge retail network was the main distribution channel, demonstrating the benefits of integrating new brands into existing infrastructures rather than creating new distribution systems (Zhang et al., 2025).
The marketing strategy pitch preparation and delivery were also valuable learning experiences. Creating the pitch helped me simplify and communicate the strategy's key aspects in a logical, appealing manner. I realised that marketing proposals need visual clarity, narrative flow, and stakeholder participation. The pitch made me go beyond writing and consider professional strategic communication. Marketing strategy helped me in becoming better at expressing business concepts that are complicated out of loud and made me feel more confident. At the time of doing this assignment, I learned to think analytically, plan strategically, do in-depth academic research, write flexibly, and come up with new ways to solve problems. I became better at using marketing theory in real-life circumstances, which will help me in both school and work. I could improve in certain areas. I could use advanced data sources or competitor analysis tools to deepen the market evaluation. I could also improve my presentation by including more visuals or interactive aspects to show product benefits. I want to use more real-time customer data or surveys to support STDP analysis assumptions in future projects. I will also try to improve my time management by scheduling additional planning sessions before writing report sections. This encounter has deepened my grasp of marketing strategy and laid the groundwork for strategic communication and brand development enhancement.
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