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[bookmark: _Toc196691273]Introduction
Unilever functions as a successful multinational organisation focused on the fast-moving consumer goods (FMCG) business sector. The company has maintained more than 190 countries within its global footprint since its establishment over a century ago. The company executes its operations through its three fundamental business areas personal care food and refreshments and home care (Unilever, 2025). Unilever produces the world's well-known brand portfolio encompassing Dove, Surf Excel, Lipton, and Knorr which dominate many consumer markets. The organisation promotes sustainable living through its commitment to continuous innovation along with prioritized customer well-being while making a global presence in more than 190 countries. The Sustainable Living Plan from Unilever seeks business expansion without environmental damage while enhancing societal impact. The emphasis on corporate social responsibility plus ethical business practices has allowed Unilever to preserve its worldwide strong brand identity together with consumer trust.
This report is a proposal and justification of a new brand extension for Unilever that will serve as an extension of the current brand to further support the brand’s strategic goals as well as to harness the core brand identity. Key marketing management concepts will be applied in a critical way to segmentation, targeting and positioning (STP), as well as marketing mix strategies, in which the report will be based on. It will also reflect on the growing role of marketing to solve the current problems, especially in sustaining and dealing with the colocative new technology issues. It seeks to draw focus on how Unilever is still able to thrive in a competitive and relatively swift changing global economy.

[bookmark: _Toc196691274]Brand Extension: Unilever PurePlanet
[bookmark: _Toc196691275]Overview of the Unilever PurePlanet
[bookmark: _Toc196691276]Unilever PurePlanet takes up eco-friendly living by innovative approach through eco-friendly refill stations stationed at major retail outlets. With this brand extension customer can refill cleaning products like floor cleaner, laundry detergent and multi-surface spray using their own reusable containers. This initiative directly empowers consumers to bring and refill their own bottles, opting for the latter over the rising issue of their discarded single-use plastic waste. These smart stations are easy for the customers, allowing for smart dispensing systems and digital tracking of loyalty rewards, thus creating a connection with the customers that are also supposed to promote sustainable consumption patterns.
Alignment with Existing Brand Values
Unilever PurePlanet operates within the framework of the company's broader Sustainable Living Plan through which the business supports environmental reduction and social enhancement goals. The implementation of refill stations directly assists Unilever in achieving its targets of plastic reduction climate change mitigation and sustainable waste handling (Lawrence and Rasche, 2022). Unilever builds its position as a sustainability leader through its PurePlanet extension which gives customers direct opportunities to support its sustainability initiatives. The new initiative upholds Unilever’s continuing mission to turn "sustainable living commonplace" which maintains continuities between the initiative and its established corporate direction.
[bookmark: _Toc196691277]Value Addition and Market Gap
[bookmark: _Toc195001864]Unilever PurePlanet develops solutions for addressing the worldwide plastic pollution emergency which represents an acute environmental issue. The rising focus on sustainability along with stricter regulations has created an open market for substantial zero-waste products that consumers can use daily (Unilever, 2022a). Unilever reaches an increasing number of environmentally aware consumers through its affordable refill program which lets them reduce their environmental impact. Moreover, this extension differentiates Unilever from major competitors still reliant on traditional single-use packaging models (Brock and Geddie, 2022). Customers experience great innovation through refill stations as the strategy enhances brand loyalty through shared environmentally conscious values between Unilever and its consumers. Pursuing Unilever PurePlanet positions the company to gain a market advantage by delivering significant value to consumers and the organisation in a sustainability-focused marketplace.
[bookmark: _Toc196691278]STP for the Unilever PurePlanet
STP represents Segmentation and Targeting in combination with Positioning which functions as an overview for identifying and delivering offers to the best audience. The market is divided into separate categories using characteristics such as demographic traits and behavioural patterns (Akter and Muzareba, 2024). Right segment selection is the main task of targeting. Positioning builds a separate and competitive brand image that consumers mentally associate with the brand.
[image: ]
Figure 1:  STP model 
Source: (Allen, 2020)
[bookmark: _Toc196691279]Segmentation
The customer segments for Unilever PurePlanet include people aged 25 through 50 years belonging to the gender-neutral population within the middle to upper-middle class bracket. Members of this financial group have both the means and the desire to purchase sustainable products which match PurePlanet's green promise (Hoenig, 2025). Unilever PurePlanet has established geographic segmentation through urban and suburban markets where sustainability consciousness runs high throughout major UK, EU, and US cities. The specific areas contain enhanced populations of individuals who make environmental responsibility a priority. Psychographic markets exist because they focus on customers who have green perspectives and value wellness alongside environmental sustainability and modern sustainable living. The purchasing decisions of these consumers are determined by a combination of product features and brand values as well as ethical standards according to Decktopus (2024). The focus of behavioural segmentation exists in customers who pursue easy and moral purchase approaches (Akshata and Pawar, 2024). Consumers choose products from brands that enable them to reach their sustainability objectives while maintaining high quality and convenient use.
Relevance of Chosen Segmentation
The multi-dimensional Segmentation suits Unilever PurePlanet because it identifies value-driven consumers who are socially conscious. Consumers who exhibit environmental awareness will adopt refillable systems while supporting brands that demonstrate honest Responsible Product Processing. This ensures the brand extension finds the maximum audience impact.
[bookmark: _Toc196691280]Targeting
Target Segment (s)
Unilever PurePlanet focuses its main target audience on urban residents who actively practice environmental conservation along with young professionals and millennial-age adults as well as families. New consumers residing in metropolitan areas show high levels of sustainability understanding which drives them to adopt products that reduce waste and emissions. Middle to upper-middle-class households show rising interest in ethical consumerism because they seek products that support environmental health (Saleem and Eagle, 2018). Parents who belong to this segment try to show their children what sustainable living looks like through their choices. Millennials along with Generation Z represent key demographic groups because they actively drive the market toward eco-conscious products and ethical business decisions.
Targeting Strategy
Unilever PurePlanet employs a concentrated targeting strategy, focusing on environmental advocates, sustainability-driven households, and young eco-conscious consumers (Indeed, 2021). The brand extension fits the market segments because customers show both strong sustainability dedication along rising interest in zero-waste strategies. Unilever achieves marketing relevance with ethical consumers because they specifically focus their efforts on segments that value sustainable consumption. The marketing of cleaning solutions to eco-aware consumers enables Unilever to enhance its brand image as a supplier of sustainable modern lifestyle products which resonates better with potential customers who will use and promote refillable solutions.
[bookmark: _Toc196691281]Positioning
Positioning Statement:
"Unilever PurePlanet: Cleaning your home, preserving our planet."
The brand statement from Unilever PurePlanet positions the brand to deliver environmentally friendly home cleaning products that achieve both home hygiene and planetary conservation. Unilever's core principles such as sustainability environmental stewardship and innovative market approach exist through their brand PurePlanet.
Competitive Perception
Unilever PurePlanet adopts an innovative market leadership position by using sustainable home care packages which differentiate them from conventional packaging competitors. The laundry and dishwashing products from Procter & Gamble such as Ariel and Fairy maintain their distribution through plastic single-use bottles (Edie, 2019). The zero-waste solution has become popular so Unilever PurePlanet launched a refillable system that draws in environmentally conscious consumers. Through its differentiated packaging approach, Unilever PurePlanet offers consumers a solution that extends beyond general cleaning products since it positions itself as an innovator of sustainable behaviour change. The brand extension creates an essential market opening because it supplies responsible consumers with values-driven cleaning solutions that maintain ease of use and product excellence.
[bookmark: _Toc196691282]Customer Personal Profile
[bookmark: _Toc196691283]Demographic Profile
The Unilever PurePlanet target audience shows the characteristics presented in this demographic table. The target market made up of eco-conscious individuals holds a blend of well-educated status along with financial stability coupled with a firm dedication to sustainable practices.
Table 1: Demographic Profile of Unilever PurePlanet Target Market
	Demographic Factor
	Details

	Age
	28–45 years

	Gender
	All genders

	Income
	£30,000–£80,000 annual household income

	Occupation
	Professionals, educators, healthcare workers, entrepreneurs

	Education
	College graduates or higher


Unilever PurePlanet targets an educated group of professionals who possess strong financial capacity. The customers demonstrate high engagement in sustainability because they match Unilever PurePlanet's core values. These customers make their purchase decisions from an eco-aware perspective which corresponds exactly with Unilever PurePlanet's refillable eco-friendly cleaning product line.
[bookmark: _Toc196691284]Psychographic Profile
The following table portrays the psychogaphic profile of the target market for Unilever PurePlant. This segment takes a strong interest in addressing environmental issues and is really focussed on sustainability and ethics of consumption.
Table 2: Psychographic Profile of Unilever PurePlanet Target Market
	Psychographic Factor
	Details

	Values
	Sustainability, health, ethical consumption

	Attitudes
	Concerned about climate change, mindful consumers

	Lifestyle
	Urban living, eco-friendly habits (recycling, minimalism)

	Buying Behaviour
	Prefer brands with strong CSR and sustainable practices.

	Aspirations
	Make impactful, conscious choices for future generations.



[bookmark: _Toc196691285]The psychographic profile states that the targeted audience is made up of the mindful consumers interested in exploring the brands that align with their personal values. From the conscious purchase, they are committed to never purchasing the products from brands that do not have a good CSR initiative and whose focus on environmental sustainability is not clear. They are a perfect fit for Unilever PurePlanet’s sustainable offerings because of this.
Marketing Mix Strategy
Unilever PurePlanet utilises a marketing mix that centers on sustainability for eco-minded customers through seven elements including Product, Price, Promotion, Place, Process, People, and Physical Evidence (Jain 2022). By aligning seven integrated elements the strategy guarantees both convenience and affordability alongside sustainability benefits which generate attractive brand interactions alongside environment-friendly outcomes. The approach combines online with offline platforms to provide customers with an uninterrupted experience.
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Figure 2: Marketing Mix 7Ps 
Source: (Allen, 2023)
Product
Customers at Unilever PurePlanet eco-friendly refill stations can obtain floor cleaners and detergents as well as surface cleaners through the refill system. The stations use smart machines which implement digital tracking systems. Users can track their refill history along with CO2 savings through these smart machines while the machines also enable tracking of plastic waste reduction (Unilever, 2022b). The smart machine integration enables customer participation alongside product developments which supports users in their environmental contributions through a high-quality cleaning experience.
Price
Unilever PurePlanet established its pricing model to match the values of regular cleaning products packaged in disposable plastic containers. By following this strategy the eco-friendly option remains available to a wide range of consumers (Brock and Geddie, 2022). The PurePlanet brand will give savings to customers who regularly use their refill services thereby encouraging loyal usage and fostering customer retention. The service will introduce subscription plans that enable customers to buy credits beforehand to get efficient access to refills at discounted prices. Through such pricing methods, sustainable cleaning products will appeal to environmentally concerned consumers, while also becoming affordable enough for everyone to adopt them.
Promotion
Unilever PurePlanet promotion will use digital marketing through social media platforms with eco-influencers to reach numerous audience members. Unilever PurePlanet refill stations (Rome, 2024) will benefit from social influencers who speak favorably about sustainable lifestyles and the advantages of the stations. The promotion strategies for Unilever PurePlanet heavily depend on strategic partnerships with retail giants including Tesco, Carrefour, and Walmart. Store marketing activities with displays and product demonstrations will show customers the refill stations and explain the reasons behind decreased plastic waste. The amount of plastic reduction achieved through refill stations will be emphasized in sustainability promotional efforts (Saini, 2023). The branding campaign will construct a compelling narrative about sustainability and corporate responsibility through which people will feel connected and adopt the refill stations more frequently.
Place
Unilever PurePlanet refill stations gain strategic placement in Tesco, Carrefour, and Walmart supermarkets to serve many customers throughout the population. The refill stations will be introduced to eco-friendly retail stores and organic supermarkets aside from mainstream supermarkets because they already cater to sustainable consumers. Through its multi-channel distribution strategy, the refill stations become accessible to customers in both mainstream as well as niche markets thus providing sustainable and convenient options (Mulya, 2023).
Process
The user journey at Unilever PurePlanet refill stations has been designed for easy usage by all customers. The system requires customers to start by scanning a QR code followed by product selection and finishing with container refilling. The payment system functions digitally to deliver fast and hygienic dealings between customers and the station. Customers will experience a touch-free operation because the system incorporates health and safety requirements. Customers who value both convenience and sustainability will benefit from the simple ordering system of our reviewed paper allowing them to cut plastic usage effectively.
people
Unilever PurePlanet's success depends on all components including technology and product offerings together with the employees who execute the service. Assistant staff at stores will receive proper training to help new customers operate the refill systems and inspire them to adopt more sustainable shopping behaviours (Church, 2024). Sustainability ambassadors from Unilever will demonstrate PurePlanet technologies through store-based and web-based communication to teach customers about their purchase-related environmental effects. The ambassadors will function as important influencers to promote brand sustainability information which helps the target audience trust and believe in the brand.
Physical Evidence
Physical evidence operates as an essential part of building brand identity while demonstrating how companies put their sustainability promises into practice. Rooted in green themes PurePlanet kiosks will showcase strong branding as part of their design which reinforces the brand's sustainable orientation. Receiving their purchase receipts from PurePlanet customers enables them to see the carbon dioxide reductions along with the plastic waste reduction results of their transactions (Finley, 2024). The immediate delivery of specific environmental sustainability evidence stands as confirmation of customer contributions. Customers accessing an online portal will get to track their community impact through real-time updates including plastic savings generated by the refill system. Transparency of data will inspire increased user participation because people desire guidance about their communal environmental impact.
Unilever PurePlanet developed a marketing strategy through its mix of elements which offers practical solutions that focus on eco-aware customers while providing accessible affordable sustainable options. By offering competitive prices, modern digital promotional strategies, exclusive refill stations, and reliable customer service Unilever PurePlanet positions itself as a market leader in the developing sector of sustainable home care products.


[bookmark: _Toc196691286]Conclusion
The proposed brand extension named Unilever PurePlanet maintains perfect alignment with Unilever’s sustainability goals while displaying its dedication to plastic waste reduction alongside environmental lifestyle promotion. The Selective Target Public strategy enables Unilever to reach consumers interested in eco-products based on the characteristics of urban and environmentally sensitive market segments. Unilever PurePlanet benefits from 7P integration when connecting with contemporary environmentally conscious retail practices to deliver a modern sustainable solution for alternative cleaning products.
The successful scale-up of Unilever PurePlanet requires starting with limited launches in particular test locations to gather market information and customer feedback before full deployment. The brand should first perform refined development of its products through market testing in selected cities before making further expansion plans. The development of a mobile application by Unilever would improve product and environmental tracking features while providing users with simplified product refill and data monitoring capabilities (Vaughan, 2025). Unilever needs to actively monitor environmental effect metrics regarding plastic reduction and carbon footprint decline so the company can both strengthen brand loyalty and establish leadership in sustainability.
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