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[bookmark: _Toc215748697]1.0 Introduction 
This report examines how to design a new brand concept of Unilever, named MindfulPath, in the United Kingdom (UK). The marketing theories, including STDP and the 7Ps, are used in the project to create a wellness app. It underlines the combination of digital innovation and sustainability towards addressing the evolving consumer demands. 
[bookmark: _Toc215748698]1.1 Introduction of the Company
Unilever UK is a large company of fast-moving consumer goods and is highly represented in the personal care, beauty, wellbeing, and household products (Unilever, 2025). Its brands, which include Dove, Lifebuoy and Ben and Jerry, are regarded as trusted brands, and the company has developed a reputation for sustainability and consumer wellbeing (Unilever, 2025b). Unilever, which operates in over 190 countries, is interested in enhancing everyday life, as well as supporting health and inclusivity (Unilever, 2025a). Its strategy is becoming more and more digital and sustainable (Unilever, 2025c). This is the reason why Unilever is a perfect parent company to introduce a new wellness brand based on AI with a combination of technology and consumer trust. 
[image: ]
Figure 1: Unilever
(Source: Unilever, 2025a)
[bookmark: _Toc215748699]2.0 Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis 
[bookmark: _Toc215748700]2.1 Chosen New Brand Concept  
The new brand concept is MindfulPath, an AI-powered wellness mobile application that will be used by any general customer. The app offers mindfulness, nutrition, fitness, and stress management customised routines and uses AI to adjust according to the needs. It builds a comprehensive ecosystem that helps users follow their progress, get individualised suggestions and join wellness groups. MindfulPath is targeting new trends in consumer behaviour like digital health, personalised experience and sustainable living. Currently, more people seek convenient wellness solutions (MG2, 2024). The app makes Unilever a leader in the integration of technology, wellbeing, and relationships that earn customers' trust. 
[bookmark: _Toc215748701]2.2 Customer Driven Marketing Strategy: STDP
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Figure 2: STDP
(Source: Kotler et al. 2020 [Class Slides])
[bookmark: _Toc215748702]2.2.1 Segmentation 
MindfulPath segmentation will be done in terms of demographic, geographic, psychographic and behavioural (Jenkins et al. 2021). 
The target audience of the app, in terms of demographics, is younger and middle-aged, especially Gen Z consumers who need to balance work, study, and family issues. This population is extremely vulnerable to stress and tries to find solutions to wellness (Carnegie, 2023). 
The main geographical target is urban centres in the UK, where digital touches are more widespread and wellness trends are more developed. 
Psychographically, the app targets the group of people who are health-conscious, environmentally friendly, and tech-savvy. Generation Z is characterised by being digitally savvy and engaging in informational consumption in the form of digital media (Jiao et al. 2023). Based on the VALS framework, MindfulPath targets experiencers who want to have new digital wellness experiences. It is also appealing to achievers who believe in efficiency, success and balanced lifestyles. Collectively, these segments aligned with the innovation, credibility and sustainability orientation of Unilever. At the behavioural level, the app is aimed at customers who are already using wellness apps but are willing to have more integrated solutions. They desire to have stress management, fitness trackers, and mindfulness all under one platform. 
Through the integration of these bases of segmentation, MindfulPath finds a distinct and expanding market segment that complements the capabilities of Unilever in consumer trust and wellbeing. 
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Figure 3: The proportion of smartphone users with iPhones and Android phones by age
(source: Baker, 2025)


[bookmark: _Toc215748703]2.2.2 Targeting 
Undifferentiated Targeting 
The key target of MindfulPath will be the UK-based Gen Z professionals residing in cities. They are tech-savvy, individualistic and convenience-seeking, and sensitive to changes (Heo and Jang, 2023).  
Differentiated Targeting 
MindfulPath has offered one solution under the credibility of Unilever and has provided various differentiated features in the category of wellness. They tend to access apps related to fitness, meditation, or nutrition using mobile apps, but experience disconnection between various platforms.  
Concentrated Targeting  
Secondary targeting involves corporate wellness programmes where employers have the option of offering the app to the employees as a wellbeing programme (People Insight, 2025). This increases coverage and brand loyalty. This is an intensive approach that targets corporate clients as a target market.
With these segments, MindfulPath will be relevant, scale, and differentiate within a wellness marketplace that is highly competitive. 
[bookmark: _Toc215748704]2.2.3 Differentiation 
MindfulPath stands out as a hybrid of AI-based personalisation with the expertise in wellness that Unilever has earned in the market. Unlike independent apps, which specialise in single areas, such as meditation or fitness, MindfulPath combines various areas of wellbeing in nutrition, mindfulness, fitness, and stress management into a single ecosystem. It also utilises the sustainability values of Unilever by supporting environmentally friendly lifestyle habits and being associated with Unilever health brands (Unilever, 2025d; Unilever, 2022). The app will also have community features, which will facilitate peer support and progress sharing. The presented all-rounded, AI-based solution can be taken into consideration as it guarantees that MindfulPath will be a viable, innovative, and all-inclusive wellness solution in the UK marketplace. 
[bookmark: _Toc215748705]2.2.4 Positioning 
In comparison with the competitors in the UK, including Calm, Headspace, and MyFitness Pal, MindfulPath markets itself as an entire journey of wellness, not a single-purpose app. Calm and Headspace are companies specialising in meditation, whereas MyFitnessPal is a diet and fitness tracker (Headspace, 2025; Calm, 2025; MyFitnessPal, 2025). MindfulPath will combine all these in a single customised platform enabled by AI and the brand trust of Unilever. This makes the app holistic, credible, and future-oriented, attracting individual users and corporate wellness programmes. A benefit positioning strategy is employed by MindfulPath, as it features a special advantage, that of an all-in-one AI-based wellness experience. 
[bookmark: _Toc215748706]3.0 Element 2: Marketing Mix 
The concept of Marketing Mix is a tactical marketing toolkit, which is manageable, involving product, price, promotion and distribution that the company integrates to create the required market response (Dally, Sinaga and bin Mohd Saudi, 2021). The 7Ps framework is the most appropriate since it is a service-based digital solution. 
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Figure 4: 7 P's Marketing Mix
(Source: Geeks for Geeks, 2025)
[bookmark: _Toc215748707]3.1 Product
MindfulPath is to be a wellness ecosystem. The application combines various functions, such as guided meditation, fitness list, nutrition tips, and stress management exercises. Compared to the competitors that direct their attention to a single dimension of wellness, MindfulPath integrates all dimensions into a single platform. Developments in technology have now allowed the application of computerised chatbots, or conversational agents (CAs), to play the role of human health coaches (Chew, 2022). This assistance by chatbots with AI-powered, personalised recommendations will enhance customer satisfaction. MindfulPath provides differentiation and long-term consumer retention through the provision of a comprehensive, easy-to-use, and evidence-based service. 
[bookmark: _Toc215748708]3.2 Price
MindfulPath will be a premium-based product. Companies that create digital applications follow the premium service model and provide their customers with an opportunity to choose a free and a paid version or product (Timur et al. 2024). The free version will have the entry-level features, and it will have limited functionalities like daily mindfulness practices and simple fitness tracking. High-end options will involve enhanced web-based AI personalisation, dietary plans, corporate fitness courses, and wearable functionality. A survey reveals that customers in the UK are the most price-sensitive in the world in terms of money spent on health. At present, some individuals are ready to pay less than the price of a product of equivalent costs in the case of health and wellness products (NielsenIQ, 2025). The proposed subscription will be low-cost, approximately between £5 and £10 a month, and it will be in line with the expectations of the UK consumer for digital wellness services. Annual plans and corporate packages will be provided at a discount. This is an achievable pricing strategy because it makes sure that general consumers can afford it and that it brings in sustainable revenues. The model is reasonable in terms of cost, scale, and profitability, which facilitates individual and organisational usage. 
[bookmark: _Toc215748709]3.3 Place
MindfulPath will be sold in the form of a digital distribution. The application will be accessible on iOS and Android application stores, which will make it accessible to a large audience (Baker, 2025). It will also be marketed through the brand websites of Unilever and connected with the existing consumer platforms. 
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Figure 5: Direct Distribution Channels 
(source: Self-Created)
Another channel of distribution will be through corporate partnerships, in which companies can include MindfulPath as a wellness programme for their employees. Moreover, Unilever may implement the MindfulPath in retail marketing, such as a free trial code with the purchase of health-related products. The digital-first distribution will guarantee scalability, convenience and consumer behaviour correspondence within the UK, where the mobile app usage is high (Baker, 2025). Place strategy underscores the objective of Unilever to integrate digital innovation and established consumer touchpoints. 

[bookmark: _Toc215748710]3.4 Promotion
The marketing will target digital-first marketing. Social media has transformed the way in which people communicate and how society accesses and obtains information (Mishnick and Wise, 2024). Instagram, TikTok, and LinkedIn will be utilised to reach the various segments, including young and professional consumers and corporate customers. The influencer collaboration will assist the brand to relate with its demographics in an authentic manner (Okonkwo and Namkoisse, 2023). App store advertising and search engine advertising will be paid for to raise awareness. The promotional mix ensures awareness, credibility, and interest. The promotion strategy of MindfulPath facilitates its positioning as a wellness all-in-one innovative solution by utilising both emotional appeal and rational advantages. 
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Figure 6: Use of Social Media 
(Source: Mishnick and Wise, 2024)
[bookmark: _Toc215748711]3.5 People
Service delivery involves people. MindfulPath will have customer service, AI developers, and wellness professionals. Developers of the apps will be charged with the role of developing mobile versions of apps (Indeed, 2025). Customer care teams will be available to assist with chatbots and live support to satisfy the users. Organisational clients will be assisted by corporate managers who will work to ensure their integration of MindfulPath into employee wellness programmes. MindfulPath makes sure that there is trust and reliability by integrating digital technology with human knowledge. The people component demonstrates the inclusivity and care that Unilever has in its approach, making sure that all users feel nurtured in their wellness process. 
[bookmark: _Toc215748712]3.6 Process
The process determines the way the service is being provided. The MindfulPath will apply AI algorithms to customise routines, depending on user data, preferences and behaviour. The application will also guarantee secure operations of data, which meets the UK standards of data protection (GOV.UK, 2025). The frequent updates will enhance features and keep the interest. There will be dashboards that track the wellness performance of employees in corporate clients (OMOSE and IKUYINMINU, 2024). The procedure will be simple and transparent to enhance trust. There will be a systematic customer complaints system where chatbots and live support will be given to customers. MindfulPath achieves improved user satisfaction and loyalty by facilitating a seamless service delivery. This is in line with the Unilever strategy of using innovation and responsibility, where technology is used to promote wellbeing in a safe and ethical manner. 
[bookmark: _Toc215748713]3.7 Physical Evidence
Service marketing requires physical evidence to gain trust. In the case of MindfulPath, it involves the app interface, which will be easy to use, appealing to the eyes and aligned with Unilever’s company value. Social proof will be given through testimonials, reviews, and ratings (Gupta, 2023). A merger with the health brands of Unilever will be another indication of trust. The brand identity will be strengthened by marketing resources, including posters, infographics, and online advertisements. MindfulPath guarantees confidence in consumers by offering tangible results of quality and effectiveness. The new product will have an official site where people can get information, download the application, and access customer care, which will strengthen the principles of transparency and accessibility. This underlines its marketing as a reliable and holistic wellness system. 
The marketing mix of 7Ps will make sure that MindfulPath is developed and provided as a wellness service which is credible and holistic, and innovative. All these elements, such as the product, price, place, promotion, people, process, and physical evidence, are in line with the Unilever brand values and strategy. Collectively, the two make MindfulPath a reliable artificial intelligence-based wellness experience among UK consumers. 
[bookmark: _Toc215748714][bookmark: _Hlk214998401]4.0 Element 3: Marketing Strategy Pitch 
MindfulPath is a new AI-based wellness mobile application by Unilever UK that is aimed at integrating mindfulness, fitness, nutrition, and stress management in one personalised platform. Its target market is UK adults who are tech-savvy. The app can be used by over 5 million UK adults who are stressed due to their personal problems (Butler, 2025). The app offers an easy and effective solution that adjusts to the lifestyle of its users and introduces them to supportive communities. It is valuable with its AI-based personalisation, low cost, sustainability, and community orientation, which differentiates it with its comparison with single-purpose applications such as Calm or MyFitnessPal.
[bookmark: _Toc215748715]5.0 Element 4: Reflection 
Creating a new brand concept, MindfulPath at Unilever UK, was a good learning experience. Initially, I needed to consider how a reputable consumer goods firm could move to digital wellness. This has forced me to integrate theory and practice through models like STDP and the 7p marketing mix. I understood that the process of brand development is not just about naming or design, but also matching the idea to the needs of the consumers, the values of the company, and market trends. This made me critically think of how innovation and sustainability may be merged in a realistic business strategy. 
Using STDP, I learn to establish brief segments, choose a specific target market, and make differentiation and positioning that could be reasonable in the UK wellness industry. This practice has enhanced my skills in market-based analysis and evidence-based strategic decision-making. Another step was to prepare the marketing mix based on the 7Ps framework. I realised that service-based brands require more than the 4Ps framework. Factors like people, process and physical evidence are essential in trust building and value generating. Indicatively, I also understand the role of customer care, AI developers and wellness specialists in the brand experience. This expanded my concept of marketing beyond product and helped me to understand how service delivery and experience impact brand success. 
The marketing pitch was another challenge. To get the whole idea into a brief, convincing presentation, I needed to pay attention to important areas and explain them concisely. I also knew how to balance between academic analysis and convincing language, which would attract both investors and customers. The pitch also taught me to be confident, clear, and creative. It also taught me the value of visual communication, where the poster design was required to attract attention and reflect the value proposition of the brand. 
This project has helped me acquire some important skills. I also enhanced the critical approach to theories and their application in the real world. I became more capable in academic writing, clear language and structure of arguments. I also improved my presentation skills and learnt how to present ideas in a convincing way. Significantly, I learnt about consumer behaviour, digital transformation, and how AI is relevant in marketing. The skills can be applied to future projects, academic and professional. In future research, I will be able to improve my method by further exploring consumer psychology and online adoption patterns. In my future projects, Finally, this assignment helped me to get more confident in relating theory to practice and to face more complicated marketing issues.
[bookmark: _Toc215748716]6.0 Conclusion
The creation of MindfulPath demonstrates the ability of Unilever to grow in digital wellness in a credible and innovative way. STDP and 7Ps were used to provide a structured approach. The project showed the necessity to align consumer behaviour, technology and sustainability, which is a useful contribution to future marketing strategies and professional practice. 
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Marketing Strategy Pitch 
(Source: Self-Created)
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MindfulPath is the new Al-driven mobile wellness
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The Problem

Individuals in the present day are under pressure and
living a tough life. Over 5 million adults in the UK are
stressed due to financial problems, health and
insecurity (Butler, 2025). They require a single
solution which is easy and efficient.
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Why it works?

MindfulPath is not similar to apps such as Calm or
MyFitnessPal, as it offers all wellness requirements
under one application. It provides a complete, Al-

centred experience that will give personalised

suggestions to improve the lifestyle of a person.
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