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[bookmark: _Toc214357358]Introduction
This portfolio investigates the development and strategic planning of Unilever, Unilife, a sustainable and innovative personal care brand that is aimed at supporting refillable consumption and sustainable living. The research makes use of some of the most important marketing theories including STDP and the 4Ps to create a realistic, goal-oriented plan. It also checks the trends in the market, the behaviour of the consumers and the promotional strategies. Lastly, the reflection identifies the learning experience, critical thinking and professional skills that were acquired by creating, presenting and analysing the Unilife brand concept.


[bookmark: _Toc214357359]Element 1: Choose a company and develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for a New Brand Concept.
[bookmark: _Toc214357360]1.1 Introduction to the Company and Brand Concept
Unilever is a multinational fast-moving consumer goods (FMCG) enterprise based in more than 190 countries and has more than 400 brands in the categories of beauty, personal care, and household. It is a well-known fact that the company has conducted sustainability in its business strategy and aims at climate, nature, plastics, and livelihoods as the areas of impact (Unilever, 2025a). Based on this background, the new brand called Unilife is a sustainable and refillable line of personal care offered through the prism of environmental responsibility to consumers who are environmentally conscious. The idea will simplify the point of plastic waste by means of reusable packaging and biodegradable ingredients without undermining the reputation of quality and innovativeness which Unilever has built. Such an initiative is in line with the sustainability vision of Unilever of ensuring that responsible consumption becomes the new standard and that the world operates towards net-zero emission by 2039 (Unilever, 2025b). With sustainability and innovation merged, Unilife is a mirror of the mission of Unilever that will make the future cleaner, greener, and inclusive.
[bookmark: _Toc214357361]1.2 Consumer Trends and Market Appeal
Sustainable personal care products are becoming more of a lifestyle choice of the global consumers. In 2024, the world market of sustainable beauty and personal care products was estimated at more than USD 54 billion and is expected to bring almost USD 90 billion by 2032 due to the environmental concern and the need to consume ethically (Fortune Business Insights, 2024). Studies show that 71 percent of consumers show sustainability is important this year compared to last year, indicating that green habits and behaviours are now mainstream and not fringe (Simon-Kucher, 2024). Also, a study conducted by PwC in 2024 shows that customers would be ready to pay on average 9.7 percent higher prices of sustainably manufactured products (PwC, 2024). These trends point to a good opportunity of Unilever Unilife, (refillable packaging containing biodegradable ingredients at low prices) to support the changes in demands of consumers who are environmentally conscious and value-based.
[bookmark: _Toc214357362]1.3 Segmentation Analysis
Unilever will use demographic, psychographic and behavioural cluster to determine the prospective Unilife customers.
I. Demographic Segmentation: Targets the consumers with middle- to upper-middle income, male and female, between 18 and 45 years. Such a category is expected to spend on personal care products that conform to their ethical and environmental beliefs.
II. Psychographic Segmentation: Catering to the needs of environmentally conscious people aiming at the solution of minimal waste, eco-friendly, and a healthier planet. These consumers are concerned with brands that reflect authenticity, transparency and sustainability.
III. Behavioural Segmentation: This group consists of consumers, who are loyal to ethical brands, online shoppers, and willing to purchase refillable and long-lasting products rather than disposable ones.
The segmentation acknowledges the fact that the sustainability-focused customers are not driven by the quality of the products alone but also their purpose. The trust basis of Unilever is the brand reputation and Unilife, innovativeness and novelty, makes the product attractive to the segment, which values functionality and environmental friendliness.
[bookmark: _Toc214357363]1.4 Targeting Strategy
Unilife’s target market includes environmentally aware young urban professionals between the age of 20-40 who believe in eco-sustainable living, clean personal-care habits, and high-quality experience. Sub-target segments include:
I. Youthful millennials and gen Z that demand brands that fit their ideal of authenticity and purpose. (Business Model Analyst, 2025)
II. Families looking to have refillable safe hygiene items that save on plastic waste and long-term expenditure.
Unilever will employ differentiated targeting strategy - creating specific messages to each sub-group through digital and in-store touchpoints - as the means of creating brand loyalty and inspiring sustainable behaviours (Econsultancy, 2016).
[bookmark: _Toc214357364]1.5 Differentiation and Competitive Advantage.
The new Unilever brand, Unilife, has proven to be competitive due to the refillable package system, biodegradable formula, and transparent sustainability supply chain, which gives it a clear competitive advantage over the usual personal-care lines. This advantage can be highlighted by the strategic focus of Unilever on sustainability as a source of commercial performance (Unilever, 2025). Unilever can generate societal value and business distinction by incorporating its purpose-driven innovation into the implementation of mass-market (Tan, 2025).
[bookmark: _Toc214357365]1.6 Positioning Statement
Unilife markets itself as a high-tech, eco-friendly and fashionable personal care company to its eco conscious customers. The essence of its message, which is Refill Life, Renew the Planet, embodies transformation at the personal and global scale, as well as the contribution of Unilever to the building of a cleaner and greener future.
[bookmark: _Toc214357366]Element 2: Marketing Mix (4Ps)
As Unilife is a product-based brand, the marketing mix is formulated in reference to the conventional 4Ps principles of Product, Price, Place, and Promotion to match its sustainability-focused approach and long-term corporate purpose of Unilever.
[bookmark: _Toc214357367]2.1 Product Strategy
Unilife is a new brand of personal care products, such as body wash, shampoo, conditioner, and lotion that is created using biodegradable ingredients and packed into reusable or refillable packaging. These environmentally-friendly products are a direct reaction to shifting preferences of consumers towards products that are green. Grand View Research (2025) illustrated in its analysis that the refillable packaging market is expected to be substantially increased up to 2030 due to increased need to implement solutions of a circular economy.
Unilife starter kits contain the reusable aluminium or glass container and compostable refill pouches. It is designed with intelligent QR codes to monitor the environmental savings (amount of plastic reduced, amount of CO2 avoided) and link consumers to the Refill and Reward app to be given incentives.
This product strategy will help the company achieve its company-wide vision of having a hundred percent of its plastic packaging reusable, recyclable or compostable by the year 2030 (Unilever, n.d.-a). The emphasis on performance and sustainability in the brand is also consistent with the results that 61% of customers are impacted by sustainable packaging and 79% are more prone to buy refillable products (Devera AI, 2025). Connecting innovation with environmental responsibility, Unilife stands out among the rivals, as well as it increases the market leadership of Unilever in sustainable living.
[bookmark: _Toc214357368]2.2 Price Strategy
Unilife follows a value-based pricing approach of balancing between the environmental value, quality and affordability. The brand is placed slightly higher than conventional Unilever brands such as the dove or lifebuoy but lesser than the luxurious eco-brands such as Aesop or Lush. This makes Unilife an affordable sustainability- accessible sustainability at a reasonable price.
Pricing will be done in a tiered manner in order to maximise the adoption and loyalty:
I. Starter Kit: This is a fairly expensive first-time buy that comes with the refillable container.
II. Refill Packs: The refill packs are sold at a reduced price to promote reuse.
III. Subscription Plan: 10-15% cost reductions on monthly or quarterly refills in order to stimulate recurrent participation.
This price is in line with the 2024 Global Consumer Insights Survey released by PwC which revealed that consumers are ready to increase their spending on sustainable products on average by 9.7% (PwC, 2024). In addition, the sustained innovations by Unilever in efficiency of packaging and optimization in the supply chain balance the cost of production with the competitive retail prices (Unilever, n.d.-b). In general, the pricing of Unilife can be seen as aiding the strategy of Unilever to combine purpose and profit and satisfy the expectations of the consumers concerning affordability and sustainability.
[bookmark: _Toc214357369]2.3 Place Strategy
Unilife distribution will be based on Unilever logistics system globally and new refill-oriented access points. Its brand has an Omni channel strategy that allows delivering the convenience and accessibility both in real and digital worlds (Packaging Europe, 2024).
I. Retail Outlets: Unilife will be introduced in large supermarkets, pharmacies and department stores, where they will have separate refill stations where clients can refill containers or have them replace packaging.
II. Online (D2C) Platform: A website and a mobile application on its own will enable customers to control their refill subscriptions, monitor their environmental impact, and take part in the reward system.
III. E-commerce Partners: Cooperation with online shops like Amazon, Boots, and specialised eco-stores will increase the availability of the market.
IV. Sustainable Retail Partnerships: Zero-waste stores and environmentally friendly boutiques will be employed as a form of credibility to strengthen the ethical image of Unilife.
This multi-channel system plans to combine sustainability in Unilever, which is the need to cut down the use of virgin plastic by 30 percent by the year 2026, into distribution effectiveness (Unilever, n.d.-a). It is also found out that convenience and accessibility are key determinant factors when it comes to consumer adoption of refill products (Devera AI, 2025); thus, this design of distribution is vital to influencing repeat purchases and behaviour change.
[bookmark: _Toc214357370]2.4 Promotion Strategy
The Unilife promotional focuses have been on storeys, online involvement, and emotional attachment. Refill Life, Renew the Planet is the most important message since it focuses on shared responsibility and empowerment.
The promotional activities are:
I. Digital Campaigns: Via such mediums like Instagram, TikTok and YouTube, the brand will collaborate with sustainability influencers to demonstrate the refill experience and customer experiences (Business Model Analyst, 2025).
II. Educational Marketing: Every product has a QR code that leads to a dashboard that indicates carbon and plastic savings, which enhances transparency.
III. Retail Events: In major cities in the UK, pop-up refill areas and eco-friendly workshops will put into practise the actions of environmental impact.
IV. Public Relations: Cooperation with environmental NGOs and media partners will help in gaining credibility.
V. Loyalty Programme: Refill and reward initiative gives points per refill which customers can redeem in the form of discounts or donations to charity.
The focus of Unilever, which is on purpose-led, future-fit brands, makes Unilife adopt the communication style (Unilever, n.d.-b). The scientific evidence confirms that the more brands incorporate environmental narrative-telling, the more millennials (and gen Z) can engage and trust them (Simon-Kucher, 2024). In these attempts, Unilife does not only promote sustainability, but it is implemented during the everyday practise of consumers.
Finally, Unilife marketing mix supports a consistent brand strategy, i.e. sustainability, innovation and consumer value. The Product presents itself as high-performance, refillable, environmentally-friendly packaged personal-care products; the Price communicates high-quality but affordable value and encourages repeat usage; the Place suggests access to a wide reach as well as convenient refill access via the Omni channel distribution; and the Promotion invites consumers to a purpose-driven journey with the brand, which facilitates both acquisition and retention. These four Ps combined will form a solid base of the brand launch and development, making Unilife one of the leaders of the sustainable personal-care segment.
[bookmark: _Toc214357371]Element 3
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[bookmark: _Toc214357372]Element 4: Reflection
The process of coming up with Unilife brand concept and building the marketing plan has been an enlightening undertaking. At first, I believed that the necessity to design a new-brand within a big multinational could be complicated, although this also made me work with the theoretical marketing models (STDP, 4Ps) in a practical strategic setting. I also better understood the call of a good brand that needs to be purpose-oriented, product-centric, and consumer behaviour-based, and the change to sustainability that Unilever has undergone led me to realise how brand purpose can turn into a business differentiator (Unilever, n.d.).
During the development of Unilife, I developed my analytical abilities: I was able to identify consumer segments, target audiences, and differentiation points. That has taught me that the key to brand success lies in the understanding of the emerging consumer trends (eco-conscious behaviour, refill culture). My strategic thinking was also formed as I incorporated product innovation, pricing models, distribution and promotional strategies into a logical marketing mix.
The 3-to-5-minute pitch preparation was an additional practise that enhanced my communication and visual storytelling skills. I was taught to simplify the complicated points into a coherent, succinct communication that appeals to the customers and at the same time to the investors. The development of the tagline and the main benefit statements and data needed to be clear and effective as that is one of the main competencies of any marketing specialist. I learnt through rehearsal the essence of design (layout, fonts, and visuals) and rehearsal in providing the confidence and command.
Critically, there are things that I would do better in future projects. First, I would strengthen my study with primary data (surveys or interviews) to prove the segmentation and consumer insights stronger. Second, I would better organise my time: I would devote more time to the iterative design and feedback of the poster/pitch to make it more professional. Third, I would involve more cross-functional lenses (supply chain, sustainability specialists) to secure realistic implementation feasibility and strategic ambition - as Unilever integrates sustainability in the operations (Carboni, 2024).
All in all, this project helped to support the idea that branding does not only take place in terms of packaging and advertising but also in terms of meaningful relationships between a brand and its consumers or the planet as a whole. My work at Unilife has sharpened my strategic, analytical and presentation skills and I believe I am now better placed to spearhead marketing activities based on value, sustainable and results.



[bookmark: _Toc214357373]Conclusion
[bookmark: _GoBack]To sum up, the case of Unilever and its creation of unilife proves that sustainability and innovation can serve as the two forces to reach the competitive advantage in the personal care sector. The combination of the STDP framework and the 4Ps model of the marketing mix allows the brand to meet the current consumer needs of eco-friendly products that are refillable. The project emphasizes the need to fit the purpose with profitability and adopt ethical marketing to establish trust. Strategic analysis, research, and the marketing pitch provided valuable insights and professional skills and supported, the position of sustainable branding in the future of responsible consumer behaviour.
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