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[bookmark: _Toc216529644]Introduction
Unilever is a multinational company that specialises in the provision of everyday consumer products and is highly sustainable and innovative. The increasing environmental issues and changing consumer expectations today require products that have a low waste level and encourage responsible consumption (Kai Xin Tay, Kim and Mohamad, 2025). To address this, this portfolio proposes a new brand of oral care called ECOFRESH, which provides toothpaste tablets and a refillable kit. The idea is in line with the requirements of the brief that entailed the creation of a new brand that was responsive to the new behaviour and market requirements. This report includes an STDP analysis, a marketing-mix strategy, a convincing pitch and a self-reflective analysis, which demonstrates that Unilever can boost sustainable brand development by using ECOFRESH.
[bookmark: _Toc216529645]Element 1 – STDP Analysis
[bookmark: _Toc216529646]Company Overview
Unilever is the most well-known consumer goods-based company in the world that operates in the beauty, health and home-care industry. It has a long brand-building history and an excellent global supply chain, coupled with responsible growth. Over the last few years, Unilever reinforced its sustainability agenda with the Unilever Compass Strategy, which outlines the explicit targets of carbon reduction, circular packaging, and elimination of waste (Bian and Yan, 2022). This change of strategy indicates the increasing pressure of consumers and policymakers who require the brands to be at the forefront of environmental change. In oral care, there is the existence of a sustainability gap. The majority of toothpaste items continue to use plastic tubes that cannot be easily recycled. This loophole gives a good chance. Unilever can increase its sustainable line and meet the rising demand in the market by presenting an alternative to zero-waste.
[bookmark: _Toc216529647]New Brand Concept: ECOFRESH
ECOFRESH will be created as an environmentally friendly oral-care company that will substitute the traditional toothpaste tubes with toothpaste pills, plastic-free toothpaste refills, and biodegradable brush refills. The three value drivers that are used to construct the concept are zero-waste, convenience, and affordability (Hede, Kerrigan and Thyne, 2023). The tablets are small, water-saving and portable. The refill system is based on the use of compostable sachets, which diminish plastic by over 90%. The reusable container is easy to fit into travel life and routines. ECOFRESH will target consumers to change their oral-care habits towards eco-friendly behaviour without compromising quality, freshness, or comfort. The brand also uses the experience of Unilever in formulating its products and being able to expand swiftly in markets.
[bookmark: _Toc216529648]Market Trends & Rationale
There is a growing demand for sustainable alternatives to oral care, with consumers being more conscious of the issue of plastic waste. The trend of zero-waste has become the new standard, and environmental issues and the necessity to minimise the use of single-use packaging back it up. This change is necessitated by younger consumers, namely Gen Z and Millennials, who favour ethical and sustainable brands (Altay, Okumuş and Adıgüzel Mercangöz, 2022). Competitors have brought forth environmentally friendly alternatives, though not many. Colgate will provide tablets without the powerful refill program, whereas Lush will appeal to a niche customer base. Unilever can dominate this space with its size, coverage and brand equity. The ECOFRESH seals this market gap through the introduction of a mainstream, low-cost, and truly sustainable oral-care solution.

STDP: According to Kotler, Pfoertsch and Sponholz (2020), marketing strategy is one of the core customer-based approaches, which is the STDP framework: Segmentation, Targeting, Differentiation, Positioning; the decision to take specific segments, that is, whether to serve one or another, to create unique value propositions, and finally to create a definite brand image in the minds of the consumer.

[bookmark: _Toc216529649]Segmentation
Segmentation takes place on various foundations.
The demographic segmentation targets adults between the ages of 18-40 and middle to upper-middle income because they demonstrate high readiness to pay to have sustainable products (Koc and Ayyildiz, 2021).
The psychographic market segment can be a group of people who lead environmentally friendly lives, buy ethical brands, and worry about waste minimisation (Koc and Ayyildiz, 2021).
Behavioural segmentation also takes into consideration consumers who purchase oral-care products regularly and those who use subscription services or refill systems that are convenient and cost-efficient (Koc and Ayyildiz, 2021).
Geographic segmentation will focus on the UK cities, where the sustainability consciousness is high and online shopping is not a new phenomenon (Koc and Ayyildiz, 2021). This multi-layered segmentation will be used to find out the consumers who would be most likely to switch to an alternative type of oral care and assist in developing long-term brand loyalty.
[bookmark: _Toc216529650]Targeting 
The main focus is Gen Z and Millennial eco-conscious consumers searching at sustainable solutions. They are brand purpose responsive, social-media active, and early adopters. The second market is the families interested in safe and sustainable oral-care products that would lead to a decrease in household waste (Abedian et al., 2022). The targeted approach is differentiated, since every segment should be provided with specific messages and product packages. These segments represent the most efficient market targets as indicated by market data, and they will bring about growth in the natural and eco-friendly personal-care market, which would be the ideal market target when ECOFRESH is launched.
[bookmark: _Toc216529651]Differentiation
ECOFRESH will distinguish itself with a number of significant characteristics. The brand is that of plastic-free packaging, a refillable aluminium container, a biodegradable tooth head, and a toothbrush that is safe in offering fluoride, and the formula of the toothbrush is good enough to clean your teeth (Peng et al., 2023). An optional app feature offers oral-health prompts and scan insights, whereas a subscription model will support affordability and reliability. Such attributes match with Kotler’s requirements because they are significant to customers, self-sustainable in their application, and forward-looking to the extent of curtailing direct copying. They provide true environmental worth and increase user experience.
[bookmark: _Toc216529652]Positioning
Positioning Statement: “For eco-conscious consumers who want effective oral hygiene without harming the planet, ECOFRESH offers environmentally responsible oral-care solutions that combine convenience, affordability, and zero-waste design — backed by Unilever’s trusted quality.”
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Figure 1: Perceptual Map 
Source: (Ma, Wang and Da, 2021)
The brand is positioned higher than regular brands such as Colgate and Oral-B in terms of sustainability, as well as Lush in terms of ethics, but with more accessibility and mass appeal (Ma, Wang and Da, 2021). This provides ECOFRESH with a definite, plausible, and advantageous market stand.
[bookmark: _Toc216529653]Element 2 – Marketing Mix (4ps)
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Figure 2: Marketing Mix (4ps)
Source: (Nguyen-Viet, 2023)
[bookmark: _Toc216529654]Product Strategy
ECOFRESH will pursue the adoption of an organised marketing mix with a focus on sustainability, accessibility, and high consumer value. The product philosophy will focus on a zero-waste oral-care system, which will substitute the traditional toothpaste tubes with small pills. These tablets come in herbal, mint, and charcoal versions, and they dissolve fast and retain clinically acceptable levels of fluoride (Nguyen-Viet, 2023). This promises effective and safe cleaning. The aluminium box is durable and can be reused easily and conveniently. It can be associated with environmentally friendly lifestyles and waste minimisation in the long term. The container is refilled with compostable sachets, which provide consumers with a significant reduction of single-use plastic. Another product line by the company is of bamboo toothbrush with replaceable heads. This aspect provides convenience as it is an environmentally friendly substitute to the plastic brushes, but still comfortable (Sarasvuo, Liljander and Haahtela, 2023). All its packaging is done with paper and plant-based inks to reduce environmental impact. Quality and safety certifications reinforce the confidence of health-conscious consumers, particularly families and young adults. The design options align with the principles of eco-conscious groups that would be willing to use refill options, natural materials, and visible sustainability policies. Together, they make ECOFRESH a product that differentiates itself as an all-encompassing and approachable product that is not available at large by mainstream oral-care brands.

[bookmark: _Toc216529655]Price Strategy
This positioning is supported by the pricing strategy. ECOFRESH will offer a medium price point to be affordable, but show the increased price of green materials. This strategy will meet the needs of the target market segments, which are ready to spend a little more on ethical and low-waste products. One of the aspects that value-based pricing emphasises is long-term savings based on refills, less use of plastic, and the use of convenience (Zhang et al., 2025). These advantages explain the higher pricing compared to mass-market products and lower than niche premium brands. This placement is also supported by competitor comparison. Colgate has a higher pricing of their tablets and limited refill systems, whereas Lush concentrates on a more upscale market at higher prices with a smaller market reach. ECOFRESH is positioned in the middle between these two extremes, having a greater functionality than Lush and being more sustainable than Colgate (Zhang et al., 2025). The subscription offers are used to lower the price of regulars and promote loyalty. New customers are offered an appealing point of entry through bundled starter packages, such as tablets, a container, and a toothbrush. The use of psychological pricing ( PS9.99 to buy a starter kit) makes this more affordable without reducing margins.

[bookmark: _Toc216529656]Place Strategy
The place strategy is based on wide access. ECOFRESH adopts the approach of achieving presence in consumers through an omnichannel mode with both online and physical platforms. Unilever has retail alliances that place it on the shelf among Tesco, Boots, Sainsbury and Superdrug. The significance of these stores is that there are several consumers who purchase oral-care products when they are on their shopping sprees (Nguyen-Viet, 2023). Easy on-shelf communication strengthens the sustainable nature of the brand. The internet channels increase reach and comfort. ECOFRESH will be sold both on Amazon, supermarket internet platforms, and the direct-to-consumer platform of Unilever. The site will emphasise refill plans, certifications and promotions. The subscription deliveries, which are monthly or bi-monthly, simplify the work of the users and contribute to the formation of regular, sustainable habits.
[bookmark: _Toc216529657]Promotion Strategy
Awareness and trust are developed in the promotion strategy. ECOFRESH will work with eco-influencers who will champion low-plastic living. These are voices that Millennials and Gen Z can relate to, due to their appreciation of authenticity and relatable content. In social-media storytelling and short videos, the mechanism of the tablets' use and the idea of the refill system, minimising waste, will be explained. Refill reminders or shelf displays are user-generated materials that improve on community identity (Kai Xin Tay, Kim and Mohamad, 2025). Referral programmes will provide customers with incentives for bringing new users. Eco-labels, such as sustainability certifiers, are displayed on the packaging and online. The ecological positioning of the brand is also further emphasised in-store cardboard displays. The advertisement strategy uses the AIDA formula to direct the consciousness, interest, desire, and action. All these strategies will facilitate long-term loyalty and successful market expansion.



[bookmark: _Toc216529658]Element 3 – Marketing Strategy Pitch
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Figure 3: Gibbs Reflection 
Source: (Bian and Yan, 2022)
Description
It was a project of developing ECOFRESH, a sustainable oral-care brand of Unilever. I was starting with an analysis of the market and developing the framework of the STDP to comprehend the target audience and establish a meaningful position (Bian and Yan, 2022). I then structured the 4Ps so that the product, price, place and promotion would be in line with the consumer needs as well as the sustainability expectations. Last but not least, I created the pitch and poster to convey the brand effectively and convincingly.
Feelings
I was confused at the beginning since the brief demanded creativity as well as analytical depth. It was hard to balance between innovation and academic rigour. Further on I became more confident. Both structures assisted in structuring my thoughts, and the brand appeared more sensible (Ma, Wang and Da, 2021). The artistic aspects, in particular, the poster, were fun but I never forgot that I needed to back up ideas with evidence. At the end, I was more confident in my capacity to merge the two.
Evaluation
There were multiple components of the work that went well. The study was solid and contributed to the viability of the sustainability focus of the brand. Strategy alignment between STDP and the marketing mix was logical. The pitch was also an easy translation of the message of ECOFRESH. Nevertheless, certain locations were challenging. It took some articulation to place the brand in an already crowded market of oral care (Altay, Okumuş and Adıgüzel Mercangöz, 2022). It also needed precision in justifying the benefits of sustainability without exaggeration. To make the differentiation realistic and defensible, I needed to refine the differentiation several times.
Analysis
The assignment allowed me to develop some of my essential academic and professional competencies. My thinking skills were also enhanced as I contrasted rival brands and did not know why ECOFRESH was credible. I also learned how to implement marketing frameworks to actual decisions, and not base them on descriptive uses (Ma, Wang and Da, 2021). The skills gained during the research were the ability to assess sustainability trends and consumer behaviour. The preparation of the pitch also enhanced my communication skills because I was required to describe the idea in brief and convincingly. The experiences enabled me to realise how theory and practice can be related to brand development.
Conclusion
Comprehensively, this project helped me learn to combine strategic analysis and creative branding (Koc and Ayyildiz, 2021). I also got to know the relevance of clarity, evidence and alignment in marketing decisions. I also should work on my time management and more intuitively on the incorporation of theory in the early drafts instead of glueing it onto it during the late stages.
Action Plan
To enhance the level of research, I will strive to refer to additional academic sources at the beginning (Ma, Wang and Da, 2021). I will also apply data visualisation to enhance the mission in other projects. Lastly, I will also train in persuasive communication in order to become better at future pitches and presentations. Furthermore, I will be more organised in time scheduling of the initial planning segment and the choice of research framework to provide greater strategic coordination throughout the work as a whole. I will also seek formative feedback at an earlier stage so as to improve my arguments to be submitted at the end.


[bookmark: _Toc216529660]Conclusion
ECOFRESH is a solution that will fill a definite sustainability gap in the oral-care sector, as it will substitute heavy formats dominated by plastics with a convenient, zero-waste system. The project presents great strategic consistency as it logically proceeds to the STDP insights into a differentiated product concept as well as a marketing mix that fits the concept (Koc and Ayyildiz, 2021). The pitch also shows how ECOFRESH is a communicator of value in a very simple and convincing manner. The brand has great potential in the market with the increasing demand for ethical and convenient products. Its affordable nature, refill option and its credible Unilever support make it a success among environmentally-minded consumers and families in need of healthier, more environmentally-friendly oral-care options.
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