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[bookmark: _Toc216215144]Element 1: Segmentation, Differentiation, Targeting and Positioning (STDP) Analysis for Apotheca by Lush 
[bookmark: _Toc216215145]Introduction of the company
Lush cosmetics is an ethical skin care company that has been running around since 1995 in the UK (Lush, 2025b). Vegan cosmetics brand, Lush is not like other beauty brands because it values being caring for the earth, open, and doing the right thing by people. Lush Fresh Vegan Cosmetics are making things by hand, being eco-friendly, not testing on animals, and not using animal products. In this context, the new brand of Lush, named Apotheca, is aimed to shape and address customer concerns about allergies, chemicals, and the flexibility of making natural cleaning and cosmetics products just the way they like to have. This brand specialises in herbal, dermatologically consulted, vegan skincare products, expanding Lush's ideology (Lush, 2025a). Apotheca, led by Lush, is planned to be a well-known beauty and wellness center that will offer natural skin care products, high-quality, personalised herbal medicines, along with cosmetic treatments done in-store.
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Figure 1: Logo of Lush Cosmetics
(Source: Lush Fresh Handmade Cosmetics, 2025)
[bookmark: _Toc216215146]Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis for the new brand concept
The Lush Apotheca concept comes from market shifts. According to Alnuqaydan (2024), over 62% of skincare consumers worry about chemical compounds' long-term consequences. Market demand for vegan cosmetics in the regions of UK is quickly increasing, thanks to people who care about the sustainable environment and want goods that are not tested on animals specifically (GlobeNewswire News Room, 2024). There are people looking for natural medicines, safe cosmetics, along with goods made from plants. Lush’s products are all natural, made to order, and based on scientific research methods. They were developed with the help of dermatologists and herbalists. People are putting more and more value on real, health-promoting items. This makes perfect the combination of professional advice and most importantly natural therapies quite attractive. New branding is meant to attract those who prefer products that are therapeutic hygiene over regular ones. As mentioned by Sears (2024), there are a majority of people who prefer selecting products that are made just for them, taking into account things like skin sensitivity, allergies, and shaping the lifestyle. Apotheca by Lush knows how important it is to provide proper and mild, yet effective remedies for those with allergies, or chemical sensitivity. The provision of product customisation, a tranquil in-store environment characterised by floral design elements, and the availability of expert assistance collectively cultivate a distinctive purchasing experience, thereby promoting customer trust and enduring loyalty. 
The demographic, behavioural, psychographic and geographical major market categories for Apotheca by Lush are determined. Since, the UK women aged 16–40 use the most skincare and cosmetic goods, this group is the main focus. As per Varshney and Ahmed (2023), this group is socially conscious, health-sensitive, ethical and values sustainable and safe beauty. Behaviourally, the brand will target frequent skincare shoppers, sensitive skin sufferers, who desire tailored solutions or professional guidance before buying. Urban areas like London, Birmingham, Manchester, and Glasgow, where consumers’ interest in premium and vegan products is great, remain the main focus.
Apotheca by Lush will target young and middle-aged women who embrace organic products, holistic wellness, and ethical production. It is estimated for this group to be active online, follow beauty influencers, and is aware of mainstream cosmetic production's environmental impact (Ünalmış et al., 2024). They want brands that promote their sustainable lifestyle. Products promising lower long-term costs are also popular with this audience. Apotheca by Lush's tailored formulas for individual skin issues are projected to reduce ineffective product purchases, justifying financial investment and long-term loyalty. As per Grech et al., (2024), a new brand must differentiate itself to succeed in the clean beauty market. Customisation, expert collaboration, and sensory experience distinguish Apotheca from standard cosmetic businesses and its custom formulas based on dermatological and botanical examinations distinguish the brand from generic natural skincare. Secondly, the brand's scientific reputation is raised by its work with doctors and its participation in training programs for plant medicine. 
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Figure 2: The Vegan Cosmetics Market (Between 2018-2030)
(Source: Grandview research, 2025)
The worldwide vegan beauty product industry was worth $15.17 billion in 2021. In the mid of 2030, core market might be developed worth around $26.16 billion (Grandview research, 2025). As shown in figure 2, this increasing trend is expected to continue at a CAGR of around 6.1% in between 2022 and 2030. The global requirement of vegan products has been growing the vegan business market. This trend is driven by customers' refusal to use cosmetics with animal products. This inclination arises from customers' inherent aversion to animal pain. A large number of people consider the consequences of their actions on themselves, the environment, and other species. Plant-based beauty products and Vegan beauty products have become more popular in recent years. Ojaniemi mentioned that in 2024, Lush's Apotheca aimed to become a prominent vegan botanical cosmetics company. This brand has efficiently addressed skin issues via the proper use of natural remedies, along with the advanced technological implication (Lush, 2025a). The company specifically attract health-conscious consumers and holding its own against the core natural competitors by providing and leading safe, interesting in-store experiences, cleaning solutions that is highly customised, and chemical-free, inclusion of the plant-based ingredients.
[bookmark: _Toc216215147]Element 2: Marketing mix utilising the 7Ps Framework
[bookmark: _Toc216215148]7Ps marketing mix that supports the overall brand strategy
Since Apotheca by Lush is proposed to offer products and services like tailored treatments and consultation, the 7Ps marketing mix framework will best describe the strategy:
Product
Apotheca by Lush is expected to have many cruelty-free, dermatologically-approved herbal skincare items and vegan. Clinical skin examinations create serums, balms, masks, cleansers and therapy oils. Products will be tailored to skin issues such dryness, acne, pigmentation or sensitivity. Professional skin analysis with 98% accuracy and expert advice are offered in-store by the brand (TOLOMEO, 2021). Hybrid products made with responsibly sourced natural ingredients from over twenty supplier nations make Apotheca distinctive. The distinctiveness makes it stand out and appealing.
Price
prices of Lush's new segment, Apotheca, will be value-based. Although natural and customised items cost more to make, the brand seeks to keep them affordable for most UK consumers and the small tailored goods cost $10, whereas luxury treatments cost up to $80 depending on formulation complexity (George, 2024). This cost matches customer desire to invest in natural and clinically proven skincare, since UK consumers spend £450 on skincare yearly. Transparent pricing promotes ethical branding, whereas seasonal discounts keep customers.
[bookmark: _Toc216163010][bookmark: _Toc216215149]Place
Handcrafted beauty, hair care, and skincare products are produced and sold by the company Lush. The company is well-known for its philosophy of not testing products on animals. Young people still constitute a substantial proportion of Lush's consumer base in the UK, despite the fact that the company's shopper profile encompasses a diverse variety of demographics and in 2024, the majority of the money that the ethical cosmetics and beauty brand Lush made came from its business operations in the UK (Statista, 2025). This was then followed by the retail activities of the brand in the US, Canada, and Japan, where the total number of Lush stores is virtually on par with the number of outlets in the UK. Lush's Apotheca distribution approach will combine digital channels, physical retail and subscription delivery. Also, the selection of flagship across Lush locations will have apothecary-inspired décor to promote relaxation. According to Dube and Dube (2023), to extend beyond cities, the brand offers online consulting and home delivery. Distribution credibility is enhanced via dermatology clinic and fitness studio partnerships. In depth expansion into the certain UK Market, Lush reflects and garnered to promote brand awareness along with customer confidence boosting.
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Figure 3: figures indicating revenue of Lush Cosmetics globally for the year 2024, by country
(Source:  Statista, 2025)
Promotion
Apotheca by Lush will make use of influencer involvement, digital storytelling and community-driven initiatives for promotion. Thereby, the herbal skincare and chemical reduction education are expected to be promoted (Dube and Dube, 2023). It may be found out what goes on behind the scenes, ways to help animals without hurting them, and professional advice on social networking platforms. Younger people want to hear about skin care professionals who do not consume meat and are educated in dermatology. Experiential marketing including sampling, in-store demos and personalised consultations improve brand recall.
[bookmark: _Toc216163011][bookmark: _Toc216215150]People
The primary demographic of Lush's UK customers comprises ethically-minded consumers, socially conscious, predominantly students, young adults (ages 18–35), and professionals who are in search of self-care, prefer cruelty-free, vegan and fresh products. These are produced with minimal waste, and are drawn to peer reviews, in-store experiences, and the company's robust ethical position (Nikolova, 2022). These customers typically possess higher education and disposable income. Rather than being influenced by traditional advertisements, they are more motivated by their principles, enjoyment, and the shopping experience. Apotheca by Lush's marketing mix will focus on skin-conscious people because the brand relies on consultations. It demonstrates that the dermatologists, store assistants, herbal advisors and wellness trainers provide precise assessments and personalised product solutions. Every member of staff receives extensive training on the brand's guiding principles, components, and scientific basis. Employees who work directly with clients are taught emotional intelligence so that they may provide individualized and compassionate service (Frantzeskos, 2022).
[bookmark: _Toc216163012][bookmark: _Toc216215151]Process
Lush Cosmetics promotes using deception, customer content, and in-store experiences. The brand promotes its products via micro-influencers, ethics, community involvement, and trustworthy information (Jiang, 2025). By appealing to consumers' shared values like animal and environmental care, it will market its new services at an affordable price. The process dimension guarantees smooth interactions from guidance to product purchase. Skin assessment, ingredient recommendation, sample testing, product customisation, and purchase comprise the five-step process. Digital data logs record skin profiles for recurrent visits, boosting loyalty and ease and the process efficiency reduces wait time and improves branch consistency (Rane et al., 2023).
Physical Proof
Apotheca by Lush's authenticity and luxury are to be reinforced by physical evidence. As of October 8, 2025, the UK is home to a total of 113 Lush outlets (ScrapeHero, 2025). England has the greatest number of Lush sites inside the UK, with a total of 99 stores, which is around 80% of all Lush stores in the UK (Karchin and Horvath, 2023). The Apotheca stores will display calm consulting rooms, and scent-infused furnishings that will altogether simulate a natural clinic. Every product will have precise ingredient mapping on recyclable glass and biodegradable packaging. Physical proof lends credence to clinical knowledge, natural wellness, and environmental responsibility.
	Product
	· cruelty-free
· dermatologically-approved herbal skincare items
· hybrid products made with responsibly sourced ingredients

	Price
	· prices are value-based
· cost match with consumer desire to invest in natural and clinically proven skincare
· transparent pricing

	Place
	· hybrid model with the combination to digital platforms, physical retail and subscription delivery
· brand offers home-delivery services and online consultation 

	Promotion
	· Integration of influencer engagement, digital storytelling and community-driven campaigns
· Social media campaigns

	People
	· People are central
· Trained staffs

	Process
	· Seamless interactions ranging from the consultation to that of the product purchase.
· Usage of digital data logs

	Physical Proof
	· Reinforces the authenticity and premium experience of Apotheca
· Packaging with the usage of recyclable glass and also the biodegradable materials



Table 1: Highlights from the Lush 7P’s Framework
(Source: Self- Developed)
[bookmark: _Toc216215152]Element 3: Marketing Strategy Pitch 
The cosmetics world involves significant usage of chemicals, and it has the ability to deteriorate the skin condition of the customer (Kaushik et al., 2023). Moreover, many consumers are sensitive to certain cosmetic items due to allergic reactions. Hence, it is prudent to design effective cosmetic ranges that help these consumers sustain. To prevent excessive usage of chemical ingredients, it is imperative to use some natural solutions. Moreover, the cosmetics industry tends to test items on animals, which can harm them (Srinivasulu et al., 2022). Hence, to enhance the overall outcome, the utilisation of natural ingredients with zero cruelty towards animals can help Lush to help its consumers. 
The Solution: Apotheca by Lush
To assist consumers, Lush has come up with natural vegan products (Lush, 2025a). With a changing lifestyle, veganism is gaining momentum, and many consumers are refusing to use products which are made from animal derivatives (Kaushik et al., 2023). Hence, Apotheca by Lush is developing herbal remedies for different skincare problems. In this regard, it tied up with dermatologists and herbal medicine trainers to offer in-depth consultation with consumers, as it can help them to get personalised product formulation (Saraiva, 2021). Besides, a serene clinical in-store ambience with aesthetic treatments can rejuvenate consumers’ beauty experience. 
Target Market and Pricing 
Target consumers are socially conscious teenagers, young and middle-aged women in the UK, mostly in the age group of 16-40 years old females. Reduction of expenses in daily cosmetics with personalised product formulation and aesthetic treatment can attract them. Since the brand is making products from natural ingredients, it is costlier than normal cosmetic products found in drugstores. However, it is affordable for a larger consumer section where items vary between the price ranges starting from $10.
Future Recommendations 
· The company should invest more in the research and development sector for diversified sustainable cosmetics products. 
· It can offer reward points and occasional discounts to attract consumers. 
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[bookmark: _Toc216215153]Element 4: Reflection
It identified that building the Apotheca by Lush brand concept and marketing plan was educational. The initial problem was creating a new brand that fit Lush's ideology while introducing a separate identity. This requires a deep grasp of Lush's ethics, consumer attitudes, and skincare market gaps. Throughout this process, I learned that current beauty consumers seek personalised solutions backed by expertise rather than generic items. After developing the STDP study, I learned how to define precise market categories and create a target buyer persona. This research helped me learn more about how demographic and psychographic factors affect how people buy makeup, especially in markets that are always changing. As a result of learning more about competitive difference and brand strategy, I can now stand out in a market that is already full. Understanding how things like naturalness, veggie certification, and skin proof affect customer trust helped me come up with strong value propositions.
Preparing the marketing mix improved my strategic thinking. I learned that the 7Ps framework must be integrated to complement the brand identity. This work improved my abilities to create realistic distribution plans, rationalise price and create true promotional activities. Delivering the marketing strategy pitch helped me grow. My presentation skills improved, especially in explaining complicated ideas clearly and persuasively. Crafting a pitch poster from extensive research required imagination, clarity, and confidence. I had to think visually and tactically about brand value in limited space. Overall, this portfolio improved my analytical, communication, and branding skills. It stressed the need of research-driven marketing decision-making and adaptation to consumer trends. I want to employ customer surveys and expert interviews more in future projects to improve market insights. I would also improve my time management to better assess rival strategies and consumer expectations. This work helped me grasp strategic brand building and gain marketing abilities for future roles.
In overall, I was able to obtain a more thorough comprehension of how strategic thinking, creativity, and analytical judgement must all work in tandem when constructing a new brand identity for a company as a result of developing the concept of the Lush Apotheca. Enhancing the marketing strategy has demonstrated the significance of maintaining a consistent and engaging brand narrative throughout all components, from the STDP to the Marketing Mix. This method demonstrated the significance of market data in the process of making decisions. This is necessary due to a number of issues faced by consumers, including sustainability, vegetarianism, and ethical sourcing.  It is necessary to possess eloquence, self-confidence, and the ability to express intricate concepts in order to become proficient in the accent. I found out that reception is influenced by the tone, presenting style, and images. My research skills were developed as a result of this experience, my ability to synthesize information was better, and my reflective thinking abilities were improved. In the future, I will strive to enhance my analytical abilities, better my time management skills, and include more practical benchmarks in order to improve my marketing initiatives.
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