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[bookmark: _g40ik2a7f07d][bookmark: _Toc212807713]Introduction
Unilever is a multinational manufacturer of consumer goods and has a broad portfolio of brands in the market, which are divided into different segmentations such as food, beverages home care and personal beauty care (Lieu et al., 2021). It has brands of global names, with a focus on sustainability and innovation. Homesmart Cleanbot is a newly-formed Unilever brand that has been developing the IoT technology for home care. Add in a producer of well-made, e.g. the household is no longer just robots, purifiers or garbage disposer that can make our daily life easier and better. This report will be focusing on building the brand strategy of Homesmart Cleanbot including STP, Positioning and marketing mix. It is to develop an advanced strategy for the successful launch and placement of the brand in the market.
[bookmark: _iu6mq5t1fmk][bookmark: _Toc212807714]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP Analysis) 
[bookmark: _uudszjodn746][bookmark: _Toc212807715]1.1 Introduction to the Brand Concept
Homesmart Cleanbot is a technology that is a hi-tech integrated home care product brand that applies IoT techniques to the practicality of daily housekeeping. The product line is home robots, air cleaners, smart thermostats, and rubbish disposing machines which all can be controlled from just one application. Together, these two features allow users to remotely manage and monitor their home environment for efficiency and comfort (Feng, Setoodeh and Haykin, 2017). Using IoT, Homesmart Cleanbot will be able to offer smooth, automated solutions that not only help make staying at home easier but also provide benefits to sustainability and health, making the living experience of the users smarter and more connected.
[image: ]
Figure 1: Brand Logo 
[bookmark: _1r3nh54jnl5q][bookmark: _Toc212807716]1.2 Market Segmentation
Homesmart Cleanbot focuses on three major market segments, such as tech-savvy consumers, home owners, and environmentally-aware families.
Tech-Savvy Consumers are early innovators who live off the innovations. This is the segment that needs advanced technology in order to make life easier, and hence, the IoT-built devices by Homesmart Cleanbot can perfectly target this segment. This customer segment is interested in using products that can provide more control, convenience, and efficiency in the environment, including smart thermostats, air purifiers, and robotic cleaners, as the smart home solutions become more common. The homeowners are a very important group because they are always interested in maximising their home environment. These buyers consider products that offer them convenience in the maintenance process, low consumption of energy, and also save over the long term (Cooper, 2016). Technological solutions offered by Homesmart Cleanbot will cater to the daily lives of the home-owners as they provide products that will help automate their everyday routine and enhance comfort in their homes, which makes it a desirable target to serve this segment. Sustainability and the need to save on their environmental footprint drive Eco-Conscious Families. This population is raising alarm about energy use, waste aspects, and indoor air quality. Homesmart Cleanbot is the brand that appeals to this group as the smart waste management systems and energy-efficient products are highly eco-friendly and can make the brand a responsible and innovative one in the interest of the sustainability-oriented families.
[bookmark: _hbj7u7b9rwvi][bookmark: _Toc212807717]1.3 Target Market Selection
The main audience of Homesmart Cleanbot is the group of tech-savvy homeowners between the ages of 30-45 that is usually professionals or a two-income household, are interested in technology, and are environmentally conscious. This segment is also well-educated and has a middle-to-high level of income and is very interested in smart home technologies that increase the level of comfort, convenience, and energy-saving. Their demographics are mostly city residents in single-family homes or apartments that have the disposable income to spend on smart home devices (Chestnut et al., 2022). They are interested in home automation, green living, and those products that are helping to lead a more efficient and comfortable life. The quality of their indoor environment, including air quality, cleanliness, and energy usage, is also the concern of this group, which is why the products of Homesmart Cleanbot are most attractive. They are early adopters behaviorally and do much research and buy new technology products. They also spend a lot of time on the Internet, where they frequently find reviews and recommendations of products on the websites of various technological blogs and social media influencers. The main reason behind choosing this target audience is that they are highly interested in employing technology in their lives, want sustainable products, and are ready to spend money on technology that will make their homes more efficient and healthy. The innovative products offered by Homesmart Cleanbot will best suit their needs and choices, which will place the brand in a great position to attract markets.
[bookmark: _hfpk7jweh5kl][bookmark: _Toc212807718]1.4 Differentiation
The differentiation that Homesmart Cleanbot will provide against the current competitors will be to offer a differentiated combination of convenience, sustainability, and health-oriented innovation. The distinguishing factor is the inclusion of IoT technology in all their products, which allows users to manage and monitor their home care solutions through one unified application. With this application integration, users can automate many activities, such as cleaning, temperature control, and waste management, and the level of convenience and control is unprecedented (Gupta et al., 2019). The other area of divergence is the focus on environmentally friendly designs raised by Homesmart Cleanbot. Sustainability is considered in the development of products such as the SmartWaste System, that its users can reduce the wastage of materials, meanwhile encouraging the recycling and composting of products. The SmartTemp thermostat also maximizes energy consumption, making houses comfortable as well as energy-conserving. Sustainability is a promise that not only attracts environmentally-friendly customers but also will make Homesmart Cleanbot a socially responsible brand in the ever-expanding green technology sector.
[bookmark: _hycvojn6tdjg][bookmark: _Toc212807719]1.5 Positioning
[bookmark: _9nsvtspqzmc8]Homesmart Cleanbot, as the most successful brand of tech-enabled home care, will be positioned as the most innovative, sustainable, and health-oriented convenient product. It strives to offer intelligent and environmentally-friendly products that would make home maintenance easier and improve living standards. The brand will be viewed as a high-quality but affordable option available to customers who want to enhance their home setting by using high technology (Raj and Raman, 2017). Other important features that will form the brand perception will be smart automation, energy efficiency, sustainability, and commitment towards health and well-being. Homesmart Cleanbot will become the solution for modern connected living.
[bookmark: _214w6vtgxnfv][bookmark: _Toc212807720]Element 2: Marketing Mix (4Ps)
[bookmark: _5b963ogigho2][bookmark: _Toc212807721]2.1 Product
Homesmart Cleanbot will provide a variety of smart home care services that can be used to make life more convenient, sustainable, and healthier. 
[image: ]
Figure 2: Product Picture
The Homesmart CleanBot is a learning robotic, self-charging vacuum cleaner that gets to know the house layout and cleaning preferences to provide a hands-free option for cleaning the home daily. Its mapping and planning capabilities, which are operated by AI, are in line with the vision of convenience at Homesmart Cleanbot. This product will facilitates health by getting cleaner indoors. It will also categorizes recyclables, compost, and waste and sends notifications when bins have to be emptied. The solution is environmentally friendly, and it minimizes waste to ensure reduced environmental impact amongst users (Almalki et al., 2023). 
[bookmark: _mto4ubdr9zm7][bookmark: _Toc212807722]2.2 Price
The pricing strategy of Homesmart Cleanbot will be based on a low-end pricing model, but affordable to the target audience. It will be priced between £60-70 as a mid-premium IoT home cleaning device offering advanced automation and energy efficiency. Being a technology-based home care brand, Homesmart Cleanbot offers a combination of sophisticated IoT usage, environmentally friendly design, and health-related features, which explain its mid-level price point than conventional home care products. The product will be sold at a price that would indicate their innovation, quality, and energy efficiency, providing a high-level experience to the customers ready to invest in the state-of-the-art smart home solutions (Ravindran, 2021). However, to render it accessible, Homesmart Cleanbot will also adjust the price to the income and demand of the target market to capitalize on their convenience. The products will be priced in such a manner that they will be competitive in the ever-growing smart home market, and will offer value to the people by being affordable without the need to look at cost-benefit in the short term on energy savings and wastage reduction. Homesmart Cleanbot will be keen on realising an equilibrium between the features of fine quality and the probable price to ensure that customers perceive the products as a sort of investment in the quality of their housekeeping, and as an affordable solution that can enable them to live their lives in a mundane setting. This pricing strategy will appeal to a wide market, which comprises the technology enthusiasts who desire to have the sophisticated features and the environmentalists who desire to have more affordable and sustainable solutions to use in the home.
[bookmark: _m84lcvcy880r][bookmark: _Toc212807723]2.3 Place
Distribution of Homesmart Cleanbot products will be via a multi-channel strategy, like online stores, technology stores, and home improvement stores. The main channel of distribution will be e-commerce platforms like the Homesmart Cleanbot site and large markets like Amazon, where a global market will be reached directly (Ohinok and Hunka, 2025). This guarantees convenience and a smooth shopping process, especially among the technology-minded consumers who like shopping online. Moreover, the collaboration with tech retailers such as Best Buy and Apple Stores, home improvement chains such as Home Depot and Lowe's, will also broaden the target audience to consumers who need smart home products in physical shops. These mediums are perfect in the case of homeowners and environmentally friendly families envisioning having a taste of the products by coming to touch, see, and purchase. The possible partnerships with such smart-house platforms as Google Home and Amazon Alexa will also help to expand the distribution via technological platforms (Studer, 2020). Homesmart Cleanbot products would be easily embraced and used by the customers as they would be integrated with these popular systems, and would be more appealing to the tech enthusiasts who need integrated smart home ecosystems.
[bookmark: _pknuwdu9y4zo][bookmark: _Toc212807724]2.4 Promotion
The promotional strategy that Homesmart Cleanbot will use to create brand awareness and appeal to early adopters will be based on a mix of social media promotion, collaboration with influencers, and targeted advertising. The tech-savvy consumers, homeowners, and environmentally friendly families will be reached with the use of social media channels such as Instagram, Facebook, and Twitter. The brand will carry out captivating advertisements on the different features of the products, client reviews, and practical uses of the Homesmart Cleanbot products, and how conveniently and sustainably they are.
Marketing the brand will also be significantly influenced by the use of influencer relations with the technology bloggers, home improvement bloggers, and environmental activists (Wal, 2023). Admittedly, working with influencers who possess the same values as Homesmart Cleanbot, the brand will be able to reach out to a larger audience and become an authoritative figure in the world of technology and sustainability. The online advertisements on these platforms, such as Google, YouTube, and Facebook, will allow Homesmart Cleanbot to reach its potential customers based on their respective interests, behaviors, and demographics, increasing their conversion rates and their ROI. The advertising will involve content marketing since blog posts will be made, there will also be how-to guides and product demonstrations on how the products can make your life better back at home. The teaching media will involve video content on how it is simple, economical, and healthy to use products like the Smart CleanBot or Smart Purifier 360, and will encourage the customers to make informed decisions.
[bookmark: _Toc212807725]Element 3: Poster 
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Brand Name: Homesmart Cleanbot
1. Brand Concept
Homesmart Cleanbot is an innovative home care brand combining IoT technology with practical, eco-friendly solutions. Through one unified app, users can control cleaning, air quality, temperature, lighting, and waste management—making daily living smarter, healthier, and more sustainable.
2. Target Audience
· Tech-Savvy Consumers: Early adopters of smart technologies, gadget enthusiasts, and those keen on integrating technology into daily life.
· Homeowners: Families and individuals seeking convenience, efficiency, and innovation in managing their home environment.
· Eco-Conscious Families: People who prioritise sustainability and energy efficiency, aiming to reduce their carbon footprint through smart technology.
3. 4Ps analysis for Homesmart Cleanbot
· Product: Smart CleanBot: AI-powered robotic vacuum which will Utilises artificial intelligence for intelligent navigation and efficient cleaning  (Feng, Setoodeh and Haykin, 2017).
· Price: Smart Cleanbot priced between £60-70 as a mid-premium IoT home cleaning device offering advanced automation and energy efficiency.
· Place: Available for purchase through the official Homesmart Cleanbot website and Amazon UK online store.
· Promotion: Key promotional activities will be performed via the company’s social media platforms and digital marketing media.
4. Why It Appeals to the Market
· Convenience: Hassle-free, automated solutions that make daily life easier and streamline home maintenance.
· Efficiency: IoT-connected devices help optimise energy use, reduce waste, and improve cleanliness with minimal effort.
· Sustainability: Eco-friendly product designs and smart waste management support the growing demand for sustainable living.
· Health Focus: Air purifiers and smart regulators promote better indoor air quality, a growing concern due to health crises and climate change.
5. Positioning
“Smarter Homes, Better Living.”
Homesmart Cleanbot stands as the trusted choice for modern, sustainable, and connected home solutions.
[bookmark: _7xkhqldzjiym][bookmark: _Toc212807726]Element 4: Reflection 
[bookmark: _6cdiylczv3yu][bookmark: _Toc212807727]4.1 Experience Developing the Brand 
The decision of the new name being Homesmart Cleanbot is not a passive one but an active one and the clear realization that they would be cutting-edge, research in the market, and follow the trends was a must. The first one was to establish the group of key values for Homesmart Cleanbot, wanting to provide products in a smart home based on convenience, sustainability and health. In the early stages, I was able to gather meaningful insights into how innovation empowers brand building. The smart home markets was evolving very rapidly and hence to differentiate one it needed to add the most recent technology, namely IoT, into each product in order of simplifying life (Hui et al., 2017). From this intuition was born the products design, as well as responding to those needs they were perfectly in line with new trends such as home automation, which we can monitor and control all air quality and efficiency in energy use indexes.
[bookmark: _kwt31e2g9y8d][bookmark: _Toc212807728]4.2 Experience Preparing and Delivering the Marketing Strategy
This was achieved through establishing a balance between the high cost of innovative smart home products and the accessibility requirement. The key issue was to cover a large number of consumers and, simultaneously, to ensure that the message attracted tech enthusiasts and eco-friendly families and homeowners (Schäfer and Hennig, 2025). I have been able to accomplish this by creating segment-oriented campaigns, which lay emphasis on the unique features of home Smart products, such as energy-efficient nature, convenience, and health-sensibility. 
[bookmark: _c3gas4m40gi8][bookmark: _Toc212807729]4.3 Key Skills and Insights Gained 
My learning was on how to create a brand image that appeals to different consumer needs, and it has a unifying message across all marketing channels. It also assisted me in sharpening my strategic decision-making skills, as I was capable of balancing between the high and the low price. I also got to know the applicability of content marketing and product demonstration in developing brand awareness. In the future, when undertaking other projects, I will focus on data-driven decision-making to ensure that the brand strategies are fine-tuned using real-time market feedback.
[bookmark: _h0yy1lueojgm][bookmark: _Toc212807730]Conclusion
Homesmart Cleanbot is a company that provides novel, environmentally friendly, and technology-based solutions that make it easier to manage a home and improve health and sustainability. Its marketing mix is quite strategic, thus making it more attractive to the UK consumers who are tech-savvy and environmentally responsible. As the smart living demand continues to increase, Homesmart Cleanbot is in the right place to grow. The future of this brand in terms of its success lies in continuous innovations, consumer confidence, and compliance with the trends in terms of the smart home.
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