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Introduction: -
Brand extensions have been considered as one of semantical elements in an era of intensifying competition in global business environment, contributing to product diversification, market expansion and profit enhancement. Sub-branding can also benefit a product line if the product holding the branding strategy possesses a positive image associated with it and helps to create greater consumer confidence in the brand extension. In this regard, this report aims to analyze one of the brand extension opportunities for Unilever PLC – it is a UK-based multinational company specializing in the production of various goods for consumers.
Unilever’s core values involve sustainability and innovations which should be used to usher in a new line of environmentally friendly cleaning products under the proposed brand name; “Unilever EcoClean.” The approach is in line with Unilever’s sustainability policy, which aims at eradicating the company’s negative impact on the environment and enhance the quality of people’s lives around the world (Unilever, 2024).
To achieve the goal of the research, this report is separated into distinct sections Starting with a background of Unilever PLC and then proceeding to cover the brand extension plan in detail. The strategic focus of the new product line will be defined by means of the market segmentation, targeting, and positioning (STP). The consumer profile will be drawn as a full picture, to show the characteristic of the most suitable customer. In addition, the 7Ps of the marketing mix will help in the execution of the tactical of the crafting strategy. To enhance the presentation of findings ,visual support instruments will be used at portray some of the laid down concepts throughout the research. The final part of the report contains a set of strategic suggestions coming from the analysis and the expected consequences of the brand extension on Unilever’s competitive environment.
By applying critical evaluation, industry trends observation and theoretical concepts on marketing word and place strategies, it is possible to show the possibilities for Unilever Eco Clean to develop the long-standing position and strong market presence within the sphere of eco-friendly consumer products.

[bookmark: _Toc195525934]Company Overview: Unilever PLC: -
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Figure 1 Unilever Logo y simbolo, significado , historia, PNG , marca
Source: logos-marcas.com
Unilever PLC is a British multinational company established in London in United Kingdom and is among the leading world’s multinational firms. This firm is a constituent of the FTSE 100 Index and is based in the London Stock Exchange. Unilever is a multinational company that deals with household products and they dealing with more than 190 countries with over 400 brands that it is conducting in the markets ranging from food products, beverages, home products to personal products. Some of greatest brands like Dove, Lipton, Magnum, Persil and Lifebuoy brand have earned the reputation of quality, brand trust and innovations in worldwide markets (Valaei et al., 2021)
Registered in 1929 as a result of merger between Margarine Unie and Lever Brothers, Unilever has emerged from a local company to a global company. In particular, the company has exhibited a clear notion of why it exists by noting that sustainability serves as its business model. Over the years, this focus on the mainstreaming of sustainable living has influenced its strategies, where in the past few years there has been more emphasis on digitalization, inclusive growth and sustainability. But today, Unilever continues to thrive as the company recorded its revenues more than €60 billion in 2024, Home Care being one of the significant segments (Dhamayanti, Restuningdiah and Sunaryanto, 2022).
Some of examples include Unilever Compass which outlines a package of sustainability measures, with the Climate Transition Action Plan being one of them, that has a goal of zero net emission and less use of plastics. The company’s support of women’s rights, inclining on hygiene and information about them, as well as its commitment to providing the population with a cleaner environment makes the company look progressive and responsible.
With the increasing consciousness of consumers worldwide on environmental conservation, the Unilever Company can launch the new brand called ‘Unilever EcoClean’ that deals in eco-products for cleaning. This expansion supports Unilever sustainability plan well since it serves the increasing market for environmentally-friendly consumer goods and maintains the company’s position as a leader in the green products market.
[bookmark: _Toc195525935]Proposed Brand Extension: Unilever Eco Clean :-
Due to the increasing consumer concern about household products and their impact on the environment, Unilever EcoClean is the right strategic intervention in the Unilever Home Care portfolio. These are green and biodegradable products in the form of surface cleaner, clothes washing soap, toilet cleaner agents, and dish washing liquid. To begin with, all products will be plant-formed and containing no phosphates, chlorine or synthetic colours and dyes, but effective in performance (Peng et al., 2023).
Building on Unilever’s previous experiences in cleaning segment where products like Domestos, Cif, and Persil already exist, EcoClean will a brand that will be unique selling proposition of sustainability, fair sourcing, and environmentally friendly products. It will focus on customers who have a high level of concern with the environmental issues related to health, safety and quality. This will be done through clear labelling that meets the biodegradability, carbon footprint and origin of the ingredients indication and the packaging will be made from the 100% recycled plastic or will be compostable. On each product there will be placed a QR code; by scanning it the consumer is to be directed to the microsite outlining out the sustainability story of EcoClean, third-party accreditations and pointers on how best to reduce waste and water usage (Valaei et al., 2021).
As it is revealed in the case, both UK and EU markets experience extension of regulation which also, customers demonstrate the trend towards socially responsible purchasing. Nielsen (2023) noted that most of the UK consumers will choose brands that have their values and more so sustainability. Currently, investment in green household cleaning products is still weak, which has not been highly affected by the key FMCG labels, giving Unilever an initial opportunity to dominate this market.
EcoClean will help Unilever achieve its Unilever Compass objectives in the following ways: Since being created in 2000, Polman has been using the Unilever Compass as his roadmap as the company’s CEO. Through high-quality pricing and selective promotion, the brand of EcoClean will seriously position the Unilever company at the top of the choice of customers who admit the principles of sustainable living in a world that requires innovation, ethics, and high performance (Nogalski et al., 2021).
[bookmark: _Toc195525936]Market Analysis: -
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Figure 2 STP marketing
Source: www.dreamstime.com
Segmentation: -
Consumer Demography: Unilever EcoClean will sell to the urban households, specifically the households with the users who are within the age of 25 to 45 years. This age group is usually known as working population, families with children, people who pay attention to health, organic food, and ecology (Elhoushy and Lanzini, 2020). They can be seen to be having middle to upper income grouping, thereby it becomes easier for them to afford and be associated with high end products that highly value. Thirdly, the population of urban houses is more educated, and these people are more likely to be influenced by the world trends to embrace the use of sustainable and more friendly environment solutions.
Psychographic: It deals with one segment that comprises of those that are environmentally sensitive and thus are willing to spend a lot on products that are environmentally friendly. These consumers fully embrace a conscious approach towards purchasing decision and trying to make as little harm as possible by consuming products that have been sourced, produced and packaged in a manner that is environmentally friendly (Mohammad Saeid Kiani, Nazari and Bahrami, 2021). This group is most likely to find credibility, quality, and sustainability, therefore this group perpetuates brands that are credible and possess quality besides having set higher standards and values on social responsibilities.
Behavioral: The behavioral segment is made up of those consumers who are interested in cleaning solution products that are not just effective but which are also Considerate towards the environment. These people may have used other conventional cleaning materials and may be in the hunt for other similar performance cleaning agents but which are harmless to the environment (Karakurum, 2024). They are willing to spend on products that they find environmentally friendly, products with organic ingredients, recyclable packaging, and firms that carry out environmentally responsible initiatives.
[bookmark: _Toc195525938]Targeting
The main audience comprises of environmentally conscious consumers in the urban setting seeking to purchase green home products. These consumers are largely reputed to be pro-organics as they are well to do, educated, caring more about their health and the complexion of the environment. They are willing to pay the extra price for a product that addresses their needs quickly and efficiently and lastly sustainable to the environment making them perfect victims for Unilever EcoClean (Pekerşen and Canöz, 2022).
[bookmark: _Toc195525939]Positioning
The positioning of the new line of Unilever’s products, to be called EcoClean, will be based on its extra-value proposition being a cleaning product with an environmental bonus; EcoClean will offer excellent cleaning properties along with environmental concern. The brand will focus on environmental responsibility while determining the main purpose as one of providing a qualitatively effective and at the same time environmentally friendly alternative to standard cleaning solutions. EcoClean will create awareness and use formulations and sourcing that communicates the right message for the firm to benefit from the growing market for consumer products that are environmentally friendly in urban centers (Karakurum, 2024).
[bookmark: _Toc195525940]Customer Personal experience
Name: Emma Green
Age: 34
Occupation: Marketing Manager
Location: London
Lifestyle: There is consciousness shown by Emma by ensuring that she makes the right decisions from eating habits that are friendly to the environment. She has adapted to the use of environmentally friendly products in her diet and other products used in the house. She is an articulate marketing manager, and most of the brands that she supports are very apparent with her (Elhoushy and Lanzini, 2020). Emma is up to date in information communication technology and often surfs the internet and reads customer’s reviews before purchasing a certain product. She is looking to associate herself with brands, which her conscience feels are environmentally conscious and are in the right measure in practicing sustainability, in many incidences, she actively markets this to her circle.
[bookmark: _Toc195525941]Marketing Mix Strategy
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Figure 3 What is Market Research and the Marketing Mix
Source: discover.hubpages.com
[bookmark: _Toc195525942]Product
Eco-friendly cleaning agents with pleasant smells: These cleaning products are made using plant derived biodegradable content hence making them environmentally friendly during use. The scents are derived from natural sources and do not contain any artificial perfumes.
Manufacturing and packaging: All packaging material will be post-consumer recycled, and all products will be 100% recyclable, thus reducing waste to the environment (Kaur, Gangwar and Dash, 2022).
Environmental certifications from recognized non-governmental Organizations: The products will be certified from such non-government Organizations in the field of environment such as the EcoCert or the Green Seal to check on the authenticity of many claims concerning the environmental conservation.
[bookmark: _Toc195525943]Price
Unilever EcoClean will use a prestigious price model, which will capture the quality and sustainability characteristics of the products in the production line. This concept is a justification of the roles of sustainability and superfoods on the product.
Eco Clean will be priced favorably with other eco-friendly brands in the market, despite the brand positioning as a premium brand, to meet customers’ expectations of reasonable and fair prices for eco-friendly products (Bhutto et al., 2020).
[bookmark: _Toc195525944]Place
Marketing through traditional stores and online store: EcoClean will majorly be sold in the general supermarkets and grocery stores as other detergents and it will also be available through Unilever’s online store.
Availability in eco-specialty stores in order to strengthen the company’s image of environmentally friendly product: The product will be also available exclusively in the eco-specialty stores, which will help to strengthen the company’s image of producing and selling environmentally friendly product (Ho, Liu and Chen, 2022).
[bookmark: _Toc195525945]Promotion
Social media marketing and SEO and content marketing: We will carry out a digital marketing approach which focuses on social media, SEO, and content marketing on the benefits that come with sustainability and the effectiveness of EcoClean products(Risdwiyanto, Sulaeman and Rachman, 2023).
Engagement with environmental influencers and organizations: The brands should effectively engage environmentally friendly influencers and organizations to help share the message and market it to their audience (Elhoushy and Lanzini, 2020).
Promotional offers of using the product in the store to the customers: It becomes more probable that the target consumers will buy the product again once they have a taste of EcoClean.
[bookmark: _Toc195525946]People
Sales and customer care service training: The sales persons will undergo training on the various aspects of EcoClean in anticipation of fully and comprehensibly communicating its benefits.
Talking to the employees to promote the brand: Promotion of the ‘employee advocacy’ will be done to promote the sustainability agenda internally as well as externally among the employees of the business (Cam, 2023).
[bookmark: _Toc195525947]Process
Getting a deeper insight in supply chain and what makes it more ethical and sustainable: The Unilever EcoClean positioning will feature transparency through which customer will be aware of the company’s suppliers and how it manufactures their products.
A good system to deal with the inquiries/feedbacks from the customers: The smooth purchasing process will entail an efficient customer service system to deal with any complaints or feedbacks raised by the customer (Mele et al., 2021).
[bookmark: _Toc195525948]Physical Evidence 
Incorporation of sustainable designs to the company’s packaging: The packaging design of EcoClean will encompass environmentally friendly designs to clearly depict the company’s commitments to sustainability (Nguyen Quoc, Nghiem Phuc and Duong, 2025).
Since the 
usage of the label is in the product, the actual packaging of EcoClean products will incorporate recognized green labels and certifications.

[bookmark: _Toc195525949]Conclusion:-
The Unilever EcoClean line can be considered as a veritable brand extension program to meet the increasing concern on environmentally friendly products. As the customer becomes much more particular about the effects of his consumption on the environment, they seek for products that work as well as reserve the environment. As such, it is seen that EcoClean has an opportunity to ride on the current brand recognition of Unilever and the clients’ trust that the brand has earned in the market over the years. This way it will expand in business but still sticking to their lines of environmentally friendly products as Unilever is well known for.
EcoClean fits well into the current consumer sprit today for many people have become conscious in the market buying green products right from detergents, food, body products etc. Besides, Unilever famous for its environmental-related initiatives enhances EcoClean credibility to consumers, thus enhancing its popularity among such clients. The sustainability agenda of the brand always considers biodegradable ingredients for managing aliments, as well as, recyclable packing and the supply chain also targets customers who are sensitive to the issues of environmental conservation.
This is because it can leverage on the backing and support from Unilever, in terms of its distribution channels and the marketing skills and resources that Unilever has gained from its operations in different parts of the world. Therefore, there is need to ensure that the line offers quality, eco-friendly cleaning products since consumers are becoming more and more sensitive to environment conservation.
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