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[bookmark: _Toc233915766]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) 
A. Segmentation
Market segmentation is the system of breaking down the broader market into more defined and smaller groups of consumers. Customer segmentation is beneficial as it helps in making accurate marketing strategies, which leads to more efficient resource allocation and better identification of customer needs. 
Geographic details
Geographic customer segmentation consists of nations, states, regions, cities, countries, population density and others (Kotler et al. 2020). Dove has a presence in more than 80 countries, and it is the No.1 dermatologist-tested brand in countries like Canada, the US and France. Besides, Dove has 100% recycled plastic bottles in Europe and North America since 2019, revealing the commitment to 100% recyclable, reusable and compostable plastic packaging in the portfolio (Unilever, 2023). As per EY (2026), EU regulations (Packaging and Packaging Waste Regulation (PPWR) and Ecodesign for Sustainable Products Regulation (ESPR)) and global policy shifts are reshaping circularity, prioritising supply chain resilience and forcing organisations to make eco-design of packaging. Thus, the main markets for Dove haircare refills would be Europe and North America, where consumer demand and regulatory pressure exist for sustainable packaging.
Demographic details
Demographic customer segmentation includes gender, age, education, occupation, income, life cycle stage, generation, religion, and ethnicity. For Dove haircare refills, the target audience would be from the ages of 18 to 40 years, with a special focus on the 25 to 40 years range (Old Gen Z and Millennials). This age bracket has a high willingness to purchase environmentally friendly products. For hair care products, both males and females are significant target audiences as Dove’s products are curated for both genders.
Psychographic details
Psychographic customer segmentation consists of personality and lifestyle. Besides, an individual's buying choices are influenced by four major psychological factors: perception, motivation, attitudes, learning, and beliefs. In the case of Dove refill products, the target segment needs to have the perception and motivation for caring about sustainability. The lifestyle of consumers for Dove Refill should be such that they prefer to reduce plastic waste. Jacobsen, Pedersen and Thøgersen (2022) noted that plastic packaging waste reduction is dependent on ability, motivation and opportunity. Social norms and environmental concerns motivate consumers to reduce plastic waste. 
Behavioural Details
Behavioural customer segmentation consists of benefits, loyalty status, occasions, usage rate, and user status. Dove has an already established brand loyalty, and customers prefer to buy the hair care products repeatedly. The brand extension targets those customers who are loyal, as they have already purchased from Dove, and the target is converting them into repeat Dove hair care refill customers. 
B. Targeting
Dove needs to evaluate the different market segments to determine the most appropriate one that can be most effective. There are different market target strategies, which include undifferentiated marketing, concentrated marketing, differentiated marketing and micromarketing. Dove haircare refill considers a concentrated marketing, where the strategy focuses on serving a particular well-defined segment of the market. Naaman Alkaraawi and Al-Hadrawi (2025) opine that, through a concentrated marketing strategy, companies disseminate hyper-personalised value offerings to a particular segment by leveraging operational fluidity, the synthesis of knowledge capital, and analytical sophistication. Thus, Dove refills mainly target environmentally conscious customers in European and North American markets. Three main points differentiate the target audience, which are as follows:
(1) Customers have environmental awareness and hold values. 
(2) Current users of Dove.
(3) Thinking practically and logically, rather than just following principles and ideas. 
This target audience is appropriate as it focuses on the current Dove users, along with the sustainability-conscious customers. Besides, Dove haircare refills include a subscription refill program for the target audience. The subscription refill program has an expectation to increase from 8.3 billion in 2026 to 18.7 billion in 2036, showing about 8.4% of CAGR. Thus, Dove captures the current loyal customers and targets people between the ages of 18 and 40 years, with a special focus on the 25 to 40 years range. This age group of people would be more inclined towards taking a subscription refill program as they hold environmental values. 
C. Differentiation
Differentiation is the identification of the competitive advantage that sets a brand apart from its competitors through its superior services, unique product features and strong brand image. The competitors, like a global cosmetic firm, L'Oréal, have introduced shampoo refills in its Elvive hair care range. The objective of the refill pouch is to target environmentally conscious customers and provide responsible solutions. Similarly, Dove haircare also has this objective. However, Dove differentiates its product by launching the refill products for big retailers and supermarkets, where Dove already has a large base. Competitors like L’Oréal lack such a presence in supermarkets. Further, Dove refill distinguishes its product by recycling the returned refill pouches into new materials. 
D.  Positioning
Positioning is defined as how a product is perceived by customers relative to competitors, through the selection of an appropriate value proposition. Below is the positioning of the sustainable brand extension: 
Figure 1: Positioning for DOVE Haircare Refill
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[bookmark: _Toc233915767]Element 3: Marketing Mix
The marketing mix includes the activities of organisations for enhancing the appeal of the goods and services. The activities are categorised as the four Ps of marketing: price, product, promotion and place. Later, it expanded into three additional Ps, which are process, people and physical evidence. For Dove haircare refill, this section will mainly focus on the 4 Ps. 
(1) Product 
In the marketing mix, products are the solutions to the problems faced by customers or the means of fulfilling their requirements. There are multiple reasons for a customer to select one product over another, which include lifestyle and beliefs or a lower price that aligns with their preferences. For Dove Haircare Refill, the product focuses on providing a one-stop solution for environmentally conscious customers by offering refill pouches that match the current Dove haircare products, like conditioner and shampoo bottles. Kushwaha (2018) opines that when an organisation continues to produce and market sustainable goods, the demand for such products significantly increases.  Dove provides a double benefit to the environmentally conscious customers by delivering sustainable products.  
First, Dove refill pouches are produced with less plastic in comparison to the normal bottles. Second, the brand shows commitment by recycling the returned pouches to create new materials. This double benefit of the brand is closely aligned with the circular economy theory. Purushothaman et al. (2025) highlighted that the circular economy provides an effective medium for enhancing business sustainability as the operations are conducted by adopting sustainable practices. It enhances engagement with particular sustainable development goals (SDGs) and satisfies the needs for environmental responsibility, resource efficiency and economic viability. This is the key aspect of DOVE for successful marketing, which is product differentiation through sustainable product offering. It helps in making sure that the market offering is outperforming the competitors in such a way that it provides benefit to the target customer. 
Dove refill focuses on eye-catching design by using appealing colours, graphics and form, which can help the product stand out from the competitors. According to the product life cycle, maturity strategies show that the company can improve profitability through product modification, where a feature or quality is improved, and market growth is obtained from expanding the number of users. Similarly, Dove haircare refill focuses on sustainable brand extension, which can help the firm to leverage the current brand equity to capitalise on the new segment.
(2) Price 
Price is the second most significant element in the marketing mix, which is the value charged for any product or service. Setting a product's price is a challenging job. Fixing the price of a product requires understanding various factors, such as the cost, the product's need, the customer's ability to pay, the prices charged by competitors, and government restrictions (Raewf and Thabit, 2018). Dove Haircare Refill selects a strategy known as value-based pricing, which is the most suitable one, as the product is focused on attracting more environmentally conscious customers, who are more inclined towards buying a sustainable refill alternative in comparison to the shampoo bottles. Further, tiered pricing method is also considered. 
A tiered-based pricing approach is a strategy where a product or service is offered at various price points.  Harmon, Raffo and Faulk (2005) noted that tiered pricing is considered to be favourable when customers see the pricing strategy provides desirable choices and the increase in value received.  Tiers show a particular set of features, usage limits and benefits, which helps the organisation in catering to the needs of various customer and their budgets. Thus, the first tier for Dove the haircare refill pouch pricing is set at a lower price than the plastic bottles price. The second tier is a subscription-based model, where an extra discount is provided to customers for being loyal customers. Dove follows this approach initially to launch the new sustainable brand extension. 
(3) Place
Place or distribution consists of the activities which actually make the product available to the audience. Dove already has an established customer base in North America and Europe through various supermarkets and retail channels. Dove mainly uses the distribution channel of Unilever. The products are available to general stores, supermarkets, wholesalers and pharmacists. Further, online platforms are also one of the distribution channels that is increasing reach to every household. Dove can launch the refill pouches on platforms like supermarkets, general stores, medical shops, big retailers and online. Launching the product through multiple channels helps in ensuring that the sustainable brand extension is reaching different customers rather than only the environmentally conscious customers. 
One of the consumer behaviours is impulse buying, which Dove can focus on due to the in-store and online presence. Chandrasekhar et al. (2024) argue that traditionally impulsive purchasing behaviour was mainly linked with the in-store shopping experience, due to strategically placed products, alluring displays and persuasive sales efforts that intensify impulsive buying decisions. However, due to the increase in mobile shopping applications and e-commerce, the horizon is broadened where impulsive buying occurs, reshaping the purchasing pattern landscape and consumer behaviour. As customers are already purchasing the products, the brand has an added advantage in driving the impulse buying behaviour related to Dove haircare refill alternative with alluring displays and strategically placed products.
(4) Promotion
Promotion is the communication with customers. It persuades, informs and reminds the target audience about the product, buying decisions and shapes brand awareness (Whitmore, 2024). It helps in bridging the gap between consumer and product, reinforcing value propositions and creating emotional connections. Dove can use promotional tools like public relations, advertising, personal selling and sales promotion.  The sustainability brand extension of Dove aims to change the perspective of current customers related to environmentally friendly buying. Agu et al. (2024) noted that businesses undertake sustainable practices to meet customer expectations, comply with regulations and enhance corporate reputation. Thus, Dove focuses on integrating sustainability into main strategies for improving operational efficiency and attracting socially and environmentally conscious customers. 

[bookmark: _Toc233915768]Element 4: Reflection
I have contributed to and gained significant knowledge related to the development of a sustainable brand extension marketing strategy. I worked on developing the Dove brand with Dove Haircare refill. It was a challenging task. I focused on setting objectives and goals. It was a challenging task to decide on the objective, with the focus on translating Unilever's commitment to reducing plastic waste into a viable product. Then, I analysed Dove's requirements to understand the need for sustainable brand extension. For this, I analysed the annual reports, sustainability reports, and parent company Unilever’s official website to gather information about corporate social responsibility. I read that Dove's 2025 commitment to reducing plastic waste is a 50% reduction, saving about 9,000 tonnes annually. This provided me with the opportunity to capture existing customers of Dove and launch a product that can reduce plastic waste, which also helps in meeting sustainable development goals. 
Poster presentation was one of the challenging tasks for me. I conducted detailed research on the Dove brand, along with identifying appropriate visuals to make it attractive for the audience. I had to make it concise, which influenced me to let go of some of the important information that I could have included because I had only 200 words. However, it helped me identify the importance of visual representation in a poster presentation. I included some visuals to communicate the brand extension strategy of Dove haircare refill. 
Next, I conducted STDP and the 4 Ps of marketing. I continuously focused on making sure that the refill pouch has a balance of both environmental aspects and differentiated elements to give competition to rivals. While conducting STDP analysis, I learned about identifying the target segment that can be profitable as well as fulfil environmental goals. I applied my theoretical knowledge of the 4 Ps of marketing into practice, which helped me understand various concepts like tiered-based pricing, different distribution channels and promotional tools for a real-world organisation.
In the process, I developed some important skills.  I enhanced my research and analytical skills, where I conducted secondary research for identifying company related information and data, along with applying academic theories and marketing principles. I have learned about evidence-based research and the application of the same into the marketing domain. I understood how the company reports about the sustainability factors through corporate websites. Other skills I developed are presenting clear visual design and turning complex research into engaging and short story. Lastly, I enhanced my communication skills 
Professionally, this task has helped me strengthen my theoretical knowledge, boost my confidence, and motivated me to present evidence-based findings. I am more confident in my capability to work in the future marketing domain. I have enhanced my knowledge of marketing, which makes me ready for working in marketing roles. Further, I am now confident in preparing presentations and deliver in corporate meetings. 
Personally, I have learnt the importance of meeting deadlines and getting critical comments. I am more confident now to communicate my perspective to people. I look forward to give my opinion to people and learning from them. 
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