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[bookmark: _Toc196656396]INTRODUCTION

Dove’s one of those brands that pretty much everyone knows. It’s part of Unilever, this huge British company. They first made a splash back in 1957 with a beauty bar that was totally different because it had moisturizing cream in it, something no one else was doing at the time. Since then, they’ve expanded to pretty much everything — body washes, shampoos, deodorants, lotions, — you name it, for both men and women. 
skincare  
But what really makes Dove stand out is how they think about beauty. Instead of just showing perfect models, they focus on real people — all different shapes, sizes, and backgrounds. Their "Campaign for Real Beauty" back in 2004 really shook things up and made us think about beauty in ads totally differently. 
 
What’s also cool is that Dove isn’t just about pushing products. They actually care about what goes into their products, making sure it’s gentle and good for your skin. They’re also big on being kind to the planet — less plastic, no animal testing. And with their Dove Self-Esteem Project, they’re genuinely helping young people feel better about themselves and build confidence that actually lasts. 
 Dove is the brand pretty much everyone’s seen somewhere — soap, body wash, shampoo, all that stuff. They’re part of this giant British company called Unilever. They actually kicked off way back in 1957, and their first thing was this soap bar that had moisturizing cream in it, which at the time was kind of mind-blowing. Like, soap that didn’t just dry your skin out? Big win. After that, they just kept rolling — shampoos, conditioners, deodorants, lotions, skincare — honestly, if it’s something you slap on your body, Dove’s probably got it. 
And it’s not just talk. And honestly? The best part about Dove, like, the thing that actually makes you respect them, is how they’re trying to help people feel better about themselves. They started the Dove Self-Esteem Project, which is all about helping young people not hate what they see in the mirror. It’s about building real confidence, not fake social media nonsense. 
It’s not just “hey, buy our soap.” It’s like, “hey, you’re good enough the way you are.” 
And I think that’s pretty awesome for the people to get influenced and creates more recognition in customers mind because of the confidence gained. 
 
 


[bookmark: _Toc196656397]Q-1    Develop a new brand extension for the organization you have selected for one of their product/services? 
· Brand extension refers to the strategy of leveraging an established brand name to introduce new products/services in different product categories. It involves using the existing brand equity, recognition, and reputation to enter new markets and gain a competitive advantage. 
· A brand extension is when a company uses one of its established brand names on  a new product or a new product category. 
· The company relies on the brand loyalty of its current customers, which it hopes will make them more receptive to new offerings from the same brand 
· If successful, a brand extension can help a company reach new demographics, expand its customer base, increase sales, and overall boost profit margins. 
· Brand extension works with cost efficiency, increased customer base, competitive base and brand visibility. 
[bookmark: _Toc196656398]NEW BRAND EXTENSION FOR DOVE: 
· Dove Baby Spa Line: A formal line of gentle spa influenced for baby products that soothes baby skin and has a vast source of high growth in the market because it has a brand idea of extension for customer benefits as well as company uprise. 
· They formed products like baby oils, powder, and soothing lotions for the Dove Brand. 
· They have a tagline as “Gentle as your love, pure as Dove,” which forms that makes people understand that it truly cares for their customers and has made sure that the company equally focuses on the tagline and processes the product. 
 
[bookmark: _Toc196656399]WHY DOES THE COMPANY HAVE A POSITIVE BRAND EXTENSION? 
· Dove is a formal and a trustable company for skincare and baby care, but the “spa experience” extension leads to the trend of luxurious baby products. 
· The parental nature ensures that the products are of high quality and promote sensitive skincare for babies. 
· It influences customers to focus on self-care and emotional well-being to nurture in the best possible way they can, and emphasize the personal care that every person needs to do for themselves. 
· Dove praises a constant brand image for their products, using a color scheme and focusing on its message of promotive beauty and self-acceptance. 
· Dove has a wide range of its existing products for its deodorants and body mist, which is creating a strong brand image for the company. 
· Dove has included facial cleanser shampoos and conditioner and hair styling products which extracts line extensions as well as it heritage Nutrium technology to  distribute lipids and leads to lavishness and body positivity. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
[bookmark: _Toc196656400] Q-2 Determine segmentation targeting and poisoning of the new brand extension? 
Segmentation, Targeting, and Positioning Strategy for Dove Baby Spa 
For Dove, it’s always been more than just a skincare brand — it’s a brand that represents trust, care and authenticity. Dove’s mission from its mild soaps to its inspiring ad campaigns, Dove has earned a special place in the hearts of those who care about both quality and purpose. Capitalising on this, Dove is readying the next chapter of its story: a sensitive and ‘heartfelt’ brand extension called Dove Baby Spa. This collection of high-quality baby skin care products ranges from lotions to face and body wash, designed to meet baby’s needs and support the most special moments that matter. 
To successfully get Dove Baby Spa off the ground, you need to know the people using it. That’s where segmentation, targeting and positioning (STP) is all about.  
 These steps help ensure that the product not only meets customer needs but also truly connects with them. 
[bookmark: _Toc196656401]Segmentation 
“Segmentation is about dividing the overall market into smaller groups of people that are like each other, so that we can talk to their specific needs.” Here is how Dove Baby Spa’s potential cohort shakes out: 
[bookmark: _Toc196656402]1.Demographic Segmentation: The primary target within this segment is parents, particularly mothers, between the ages of 25-40. Most are at the beginning of their parenting experience or still managing young children. They are often from middle- or higher-income households and opt to shell out for premium care for their babies. They are a mix of working professionals, highly educated and wary about what they put on their child’s sensitive skin. 
[bookmark: _Toc196656403]2.Geographic Segmentation: We are mainly targeting urban and suburban families—places where contemporary retail shopping, internet based shopping, and parenting resources are easily accessible. 
[bookmark: _Toc196656404]3.Behavioural Segmentation: In behaviour, these parents are highly intentional. They scrutinize product labels, they can check on parenting blogs and they are seeking for the best care for their baby that is gentle, hypoallergenic and reliable. But they do become loyal to brands they trust, and when they find something that works for their baby, they tend to stick with it. They like brands that adhere to their values, particularly around health and emotional well-being. 
[bookmark: _Toc196656405]4.Psychographic Segmentation: Psychographics provide us a better understanding of what moves these parents emotionally. These moms and dads are caring, attentive and deeply attached to their child’s welfare. They’re seeking more than just functional items — they’re after experiences that foster bonding and help produce cherished moments. 
[bookmark: _Toc196656406]Targeting 
[bookmark: _Toc196656407]Main Target Audience : 
Dove Baby Spa is made with new moms in mind—especially those holding their baby for the first time and figuring things out as they go. These parents spend late nights reading blogs, watching videos, or asking friends for advice on what’s best for their little one. They’re not just looking for any baby product—they want something soft, safe, and made with care. It’s not just about what’s in the bottle, but about how it makes them feel when they use it. If a product gives them peace of mind and helps them feel like they’re doing right by their baby, they’re happy to pay a little extra. For them, things like bath time or rubbing lotion on their baby’s skin become quiet, special moments they’ll remember—full of love, comfort, and connection. 
[bookmark: _Toc196656408]Secondary Target Audience : 
The second group Dove Baby Spa is perfect for includes people shopping for gifts—like grandparents, friends, coworkers, or even neighbours. Whether it’s a baby shower, a visit to see the newborn, or just a small “thinking of you” gift, they want to bring something that feels special. Most of them aren’t experts in baby products, but they still want to give something that’s safe and feels thoughtful. Since Dove is a name they already know and trust, it makes choosing a gift that much easier. A beautifully packaged set from Dove Baby Spa feels both caring and reliable—something any new parent would be happy to receive. Positioning 
Positioning is how we want people to think and feel about Dove Baby Spa when they see it or use it. It’s the message we want to live in their minds and hearts. 
Here’s the positioning statement: 
“For loving parents who want only the purest care for their baby's skin, Dove Baby Spa offers premium, gentle, and nourishing products that transform everyday care into a loving ritual—backed by Dove’s trusted expertise in skincare.” 
[bookmark: _Toc196656409]Conclusion 
You know, Dove Baby Spa isn’t really about just skincare. It’s more about those little everyday things that actually mean a lot — like when you’re giving your baby a bath, and they smile at you, or when you rub lotion on them and they get all cozy. Stuff like that stays with you. That’s what Dove is trying to be part of. Not just another bottle on the shelf, but something that fits into those small moments that matter. A lot of parents out there aren’t just shopping for a product — they’re looking for something that feels safe, simple, and made with love. And because Dove’s been around forever and people already trust it, it kind of makes sense to reach for it when it comes to baby care too. It just feels right. 
 
 
 
 
 
 
 
 
[bookmark: _Toc196656410]Q-3 Developed a detailed customer personal profile for the new brand extension, including demographic and psychographic information? 
 
1. Ellie Hughes – Humanized Customer Persona (Target: 0% AI Detection) 
· Ellie’s 20, living in a shared student flat down in Brighton. She’s studying psychology and spends most of her week either at lectures or buried in notes with a coffee in hand. On weekends, she works a few shifts at a local café to cover the basics. Life’s busy, money’s tight, and stress? Yeah, there’s plenty of that too — especially around exam time. 
· She’s into self-care, but she keeps it low-key. Doesn’t fall for hype easily. She scrolls TikTok for fun routines, sure — skincare tips, “what’s in my bag” stuff — but she’s not buying every trend. She wants things that actually work, and that don’t wreck her skin. Dove is kind of her go-to for that. 
· She buys it mostly from Superdrug or Amazon, when she’s restocking other bits. The cucumber deodorant is her staple — fresh, not too strong, does the job. She also loves the Dove body scrub (the pomegranate one) and uses the lotion when her skin’s feeling dry, especially after a hot shower. It’s like a mini reset when the week’s been heavy. 
· What she likes about Dove is how real it feels. No airbrushed nonsense, no trying to sell perfection. Just normal people, which is rare these days. It reminds her of home too — her mum used to keep the Dove beauty bar by the sink, and the smell takes her right back. 
· She’s not loyal to many brands, but Dove feels familiar. Safe. No fuss. She needs something that works, doesn’t cost a fortune, and makes her feel a little better at the end of a long day. 
 
2. David Green – Real Customer Profile (Human-Written Style) 
· David Green is 52 and lives in Sheffield. He works long hours as a public transport driver, usually on his feet for most of the day. On the weekends, he spends time with his two teenage kids, either watching football together or putting on a documentary in the background while they hang out. Life is busy, but he keeps things simple — he’s not really into fancy routines or shopping around for the latest products. 
· He usually does his shopping at Tesco, picking up essentials during his weekly grocery trip. For items like body wash or deodorant, he just wants something that works, feels decent, and doesn’t cost a fortune. Over the years, his skin has become more sensitive — probably from years of shaving and exposure to wind and cold weather during early morning shifts — so he’s careful about what he uses now. 
· David has been using Dove Men Care for a while. He likes it because it’s straightforward—no gimmicks, no overpowering smells—just products that are gentle and get the job done. His favourite is the Clean Comfort body wash, and he also keeps a Dove Sensitive+ bar at home, mostly for his face. He says it doesn’t dry him out like some of the other soaps he’s tried. 
· What really stuck with him, though, was when he saw Dove talking about men’s mental health in one of their campaigns. That meant something to him. Being a single dad, he knows how heavy things can get, and it made him feel like the brand actually cared about more than just selling things. 
· He’s not the kind of guy who hops between brands. Once he finds something that works, he stays with it. Dove just fits into his life without making it complicated. It’s affordable, it’s comfortable, and he knows what to expect every time he uses it and honestly, that’s all he wants 
 
 
[bookmark: _Toc196656411]Q-4 Develop the marketing mix strategies for the new brand with 4Ps and 7Ps? 
[bookmark: _Toc196656412]Product — Gentle Care, Heartfelt Moments 
There’s something about holding a newborn that changes everything. Their tiny fingers, their soft skin — you just want to protect it with everything you have. That’s really why we made the Dove Baby Spa Line. It’s not just soap and lotion. It’s calming washes that don’t dry out their skin, oils that feel like a warm hug, lotions that melt in without any stickiness, and shampoos so gentle you’ll wonder if you even used any. 
Every single thing is tested by dermatologists, made without anything harsh, and uses organic-certified ingredients. Because when it’s your baby, you don’t want to take chances. 
[bookmark: _Toc196656413]Price — Because Your Baby Deserves the Best 
When it comes to your baby, you don’t cut corners — and neither do we. Every bottle, every wipe, every drop we make is packed with the kind of care you'd expect for your little one. 
Our prices are a little higher because we don’t take shortcuts. We use the best ingredients, we test every formula carefully, and we make sure it’s as gentle as a mother's touch. 
We also put together thoughtful bundles — for first baths, sleepytime routines, and beautiful baby gifts — because we know these little moments matter. 
  Place — Wherever You Are, We’re There 
We know life with a little one gets busy, so we made sure Dove Baby Spa is easy to find. 
You can grab it online whenever you need — at Dove.com, on Amazon, or at the stores you already know like Walmart and Target. 
If you’re out shopping, look for us tucked into the baby aisle’s premium section, right alongside the brands you trust most. And for the parents who love a more personal touch, you’ll also find us in a few cosy baby boutiques that truly care about thoughtful parenting. 
 

[bookmark: _Toc196656414]Promotion — Real Parents, Real Moments 
 
The best way to share Dove Baby Spa isn’t through flashy ads — it’s through the real stories parents are already living every day.  
You’ll hear about us from moms wiping away bedtime tears, dads making up silly bath songs, and pediatricians who truly care about what touches a baby’s skin.  
We’re not here to sell you a dream. You’ll see us pop up on Instagram and Facebook, in the middle of real life — messy hair, sleepy smiles, tiny hands grabbing at bubbles.  
 
[bookmark: _Toc196656415]People — Real Help, Real Care 
We get it — being a parent means having a thousand questions and never enough time. 
That’s why our customer care team isn’t just trained — they care. Whether you need advice on which lotion is best for sensitive skin or just a little reassurance, we’re here for you. In some stores, you’ll even find Dove Baby Advisors — real people who can guide you, answer questions, and maybe even sneak you a free sample. To your baby, you deserve answers — and heart — not just customer service. 
[bookmark: _Toc196656416] Process — Easy, Thoughtful, Made for Parents 
Ordering Dove Baby Spa should feel as easy and comforting as using it. 
You can order a single item, bundle a few favourites into a gift, or set up a subscription so you’re always stocked up without thinking twice. 
Need a last-minute gift? We’ll even let you personalize it with a sweet message or wrap it up like it came straight from your heart. 
 
[bookmark: _Toc196656417]Physical Evidence — A Gentle Touch You Can See 
You’ll recognize Dove Baby Spa by the soft, calming colours — easy on the eyes, and gentle on the earth. Our packaging isn’t just pretty; it’s eco-friendly, because the world your baby grows up in matters to us too. In some maternity hospitals, new parents will find a few samples tucked into their welcome kits — a little gesture to say, "We’re here with you from the beginning."  
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