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[bookmark: _Toc213621847]Introduction 
Unilever is a leading consumer goods company in the world with operations in over 190 countries and more than 400 brands in food, beauty and home care. The company has been known to be committed to sustainability and social responsibility and its mission is to make sustainable living the norm. The report contains a brand development strategy under which a new brand called PurePath is introduced under the umbrella of Unilever which is developed with the use of the Brand Development Strategy Matrix. It is intended to expand Unilever into the expanding wellness technology industry using a new business model that combines science, health, and sustainability. These sections further consist of a Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis, a Marketing Mix strategy using the 7Ps framework, a brief Marketing Strategy Pitch and a Reflection on what skills and knowledge were learned during this brand creation process.


[bookmark: _Toc213621848]Element 1: STDP Analysis 
Company Overview 
Unilever is a multinational consumer goods company that manufactures household brands that are known as trusted brands like Dove, Lifebuoy, and Ben and Jerry. The firm has been a pioneer in responsible business conduct due to its high-level of prioritising sustainability and consumer trust. Its vision of a better future by being a custodian of the environment and the communities has enabled it to be an active participant in evolving markets (Abir, 2024). Unilever has a strong knowledge in nutrition and wellbeing, which it sustains through its high-level research and development, thus making it the perfect place to start the personalised wellness market. Such brands as Dove have demonstrated that ethical principles can effectively interact with high consumer involvement, which provides Unilever with the authority to move to wellness technology with the confidence and genuineness.
New Brand Concept – “PurePath” 
PurePath is a novel Unilever product that is intended to provide the personalised nutrition and wellness with the help of AI. It provides personalised supplement plans and dietary advice depending on the information on wearable devices and life inputs of users. Some of its features are daily supplement kits that are made of natural ingredients, environmentally friendly packaging, and a smooth mobile application that links consumers to real-time health data (Ambili, 2024). The tagline of the brand is Your health. Your path. Science and sustainability are the essence of its philosophy of empowering people purely on a personalised basis. PurePath is aligned with the values of Unilever in that it advocates healthy, easy living that does not disrupt the individual and the planet. With the combination of the innovative technology and the proven history of Unilever, PurePath is expected to make the life of the new consumers who do want the authenticity, personalisation, and ethical decision-making as the main aspects of their everyday life simpler.
Market Appeal and Emerging Trends 
The wellness technology business is a profitable venture with the world becoming more interested in health and sustainability. Customers are looking even more to customised solutions to enhance both physical and mental health, and digital health and nutrition solutions are becoming an essential part of daily life (Putrevu and Mertzanis, 2025). The wellness market has currently surpassed five trillion dollars around the globe, and the brands promoting sustainability and personalism are still outcompeting the conventional competitors. A large number of consumers favour brands that feature customization and a substantial number of them will pay more when it comes to sustainable packaging and open sourcing. The history of ethical business practises at Unilever and the reputation of the company with respect to well-developed global infrastructure places the company in a good position to venture into this industry. Through personalisation, technology, and green design, PurePath will be able to fulfil the requirements of the incoming consumers that desire products that improve their wellbeing without degrading the environmental values and ease.
Market Segmentation 
The market size of PurePath is segmented based on the demographic, psychographic, behavioural, and geographic factors. In terms of demographics, it is focused on professionals aged between 25 and 45 years of medium and high-income level whose interest lies in wellness and technology. It is psychographic inclined product that, in its sustainability-conscious, health-conscious and tech-savvy customers are in search of a balance and self-improvement (Baragiola and Mauri, 2021). On the behavioural level, it targets people that already use fitness and wellness applications, who are conscious of convenience, and willing to use subscription services. The brand will initially be marketed to urban centres in established markets including London, Amsterdam, and New York and then spread out to other parts of the world.
Target Market 
The demographic of the main target market of PurePath is urban millennials and Gen Z workers aged 25 to 40 who lead an active but busy lifestyle, use their health apps, and consider sustainability a priority. They are a rising category of active consumers who seek convenient, authentic, and customised wellness. The secondary market consists of people who are passionate about fitness and have been early adopters of health technology and like to test new innovative lifestyle products. This segment is an ideal customer base to Unilever with its responsible brand image and ethical innovation. By appealing to these consumers, PurePath will be able to establish itself as a workhorse and aspirational brand to the consumers who consider health a key aspect of their lives in the 21st century.
Differentiation Strategy 
The differentiation of PurePath is the fact that the company combines technology, sustainability, and wellness seamlessly. It has an AI-based platform that offers personalised nutrition according to health statistics, which is something that traditional supplement companies cannot boast about. Unilever sustainability promise is endorsed by the fact that the brand uses eco-friendly packaging created using biodegradable materials. Transparency as another important distinguishing feature is that each product has a QR code that allows consumers to learn about the source of ingredients and production information. In contrast to other competitors, like Care/of or Ritual, PurePath is a fully fledged ecosystem that combines computerised instructions with tangible items.
Positioning Strategy 
PurePath will be positioned as a high-quality, eco-friendly and technologically advanced wellness brand of people who appreciate personalisation and ethical living. Its central idea is to enable consumers to establish their health by means of the information-driven insights and by information-driven responsibly sourced nutrition. This positioning statement insists on the following: in search of sustainable and personalised wellness, PurePath proposes AI-based nutrition based on individual lifestyles, uniting science, the simplicity of use, and sustainability. PurePath is located on a positioning map at the top-right corner, which reflects high personalisation and high sustainability, which has no direct competition. With the help of filling the gap between digital innovation and environmental responsibility, PurePath will stand out of the traditional supplement brands and make Unilever a global leader in intelligent, ethical wellness.
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Product 
The essence of PurePath is the ability to live a healthier and more convenient life by using the power of science and individualised nutrition. The brand will enable the consumers to live a sustainable life. Its core offering is a collection of personalised nutrition packages of vitamins, snacks performance-based products, and supplements that are designed based on wearable device and lifestyle analyses. Every pack will be customised to personal health outcomes and nutrition requirements. PurePath has an augmented digital experience in the form of a mobile app, expert chat, and subscription plan, in addition to the actual physical products. Customers are able to monitor their progress, talk to nutritionists and change their plans in real time. All of the starter kits will have environmentally friendly, compostable packaging, which argues in favour of the sustainability objectives of Unilever (Baragiola and Mauri, 2021).
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Figure 1: 7p’s of marketing
(Source: Sarwar, 2203)
Price 
PurePath adheres to the value-based pricing policy which accounts to the quality of premium ingredients and AI-powered personalisation (Hegdepatil and Davuluri, 2021). The subscription system promotes loyalty and repeats usage. The basic subscription of £39 a month covers supplements and mobile access to apps, whereas the £59 high-end subscription provides more coaching and more complicated analytics. This strategy makes PurePath a high value but affordable wellness solution. It reflects the successful subscription patterns, such as Headspace Premium, where the value is provided continuously but not in the form of a one-off purchase. Wellness has become a type of investment to consumers and this price is associated with the perceived exclusivity and customisation that the contemporary population is prepared to pay, as well as the assurance of repeated income and extended brand ties to Unilever.
Place 
PurePath will be incorporated in digital channels mainly, which will make it convenient and scalable. The primary sales channels are the official site and mobile app, on which customers fill in wellness tests, subscription, and deliveries. PurePath will collaborate with e-commerce to achieve greater visibility through Amazon and wellness retailers (Iglesias et al., 2023). Physical presence will be promoted with the help of the PurePath Wellness centres in big cities such as London or Amsterdam with health consultations and sampling. Unilever retailers (Boots and Target) will have in-store kiosks, where consumers can take short digital health quizzes and subscribe immediately. This hybrid approach becomes a convenience of e-commerce and credibility of the physical retail, and thus PurePath will be available and a high-end brand image will be retained.
Promotion 
The promotional campaign of PurePath relies on the application of the Integrated Marketing Communication (IMC) strategy that would provide the uniformity of the message in all the touchpoints. Find Your Path launch campaign emphasises the themes of personalisation and sustainability by means of storytelling and user-generated content. Instagram and Tik Tok will involve social media influencers and customers who will share their experiences in the tagline MyPurePath (Kusuma, Barus and Pranawukir, 2024). Fitness technology ties will facilitate agreements with fitness technology companies like Fitbit or Garmin to enable them to connect their data to the apps and receive rewards, which will help strengthen an ecosystem that is technology-based. Digital marketing will focus on the transparency and the change of lifestyle via an interactive process and short videos. In the offline, the credibility will be improved by attending wellness expos and sustainability fairs (Lieu et al., 2021). The PR campaigns will be based on ethical sourcing and innovation heritage of Unilever.
People 
The people strategy of PurePath focuses on expertise, empathy and trust. The team will consist of the nutritionists, data scientists and customer support specialists who will be trained to communicate in a responsible and clear manner (Narayanan and Das, 2022). The staff who interact with customers will be trained to act in the best interest of data privacy and sustainability, maintain ethical interaction. The app allows users to get the consultations of licenced diets and AI health coaches. The employees are the brand ambassadors who demonstrate the values of care and responsibility of Unilever (Raja, 2021). It is a people-centred strategy, which creates credibility, enhances brand loyalty, and sets PurePath apart as a trusted provider of expert advice in the increasingly popular digital wellness sector.
Process 
PurePath customer journey is made easy and customised. The consumers will start with a health quiz that is answered online, and the AI system will analyse the quiz and provide a personalised nutrition plan. The subscription is provided monthly and users can track the results or make changes to the plans using the app and data security and transparency are emphasised on every stage to strengthen trust (Safa, 2023). The smooth digital experience gives customers the freedom to choose their own path in health and do it with ease. It is a process that is structured and yet flexible to achieve long-term participation and satisfaction and transform wellness management into a data-driven and directed experience.
Physical Evidence 
The tangible aspects of PurePath provide a support of the brand promise of sustainability and quality. Packages have simplistic designs in organic colour, biodegradable material. Every product consists of QR codes that lead to information about the origins of ingredients and ethical sourcing to encourage transparency (Sarwar, 2023). This sleek design is reflected by the digital interface, which has an easy and soothing design. Welcome packages also come with refillable bottles and inspiring messages and this adds a personal touch thus increasing loyalty. All the visual and tactile enhancements serve the cause of premium positioning of PurePath, conveying the message of Unilever innovation, health, and responsible living.
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Just imagine how wellness becomes an adaptation of you. PurePath by Unilever is the new brand that personalises the management of personal health with the help of AI and makes nutrition sustainable. PurePath provides personalised supplement packs and a digital wellness application, which combines wearable and lifestyle data to enable individuals to control their wellbeing. Wellness is one of the rapidly expanding markets worldwide, with a gigantic potential of innovation and brand development (Wang, Bendle and Pan, 2024). The Unilever is placed at the point of contact between technology, health, and environmental accountability through PurePath, and it is aimed at the new generation of conscious customers. The subscription-based approach of the brand, the green design, and the personalisation that operates on data make it stand out in the market, as well as reflect the changes in lifestyle trends. PurePath is not only a product but a movement to making wellness smart and responsible. It brings science, design and sustainability all within a brand experience. PurePath: your health, your way, purely personalised.
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Figure 2: Brand Development Strategy Matrix – PurePath Context
(Source: Narayanan and Das, 2022)
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This reflection applies the reflexive cycle by Gibbs to my experience of creating a brand strategy and marketing plan of Purepath, the wellness technology brand under the proposal of Unilever. 
Description
The project involved developing a new brand concept and marketing strategy to Unilever, and some of the frameworks that were to be used included STDP and the 7Ps (Wei, Kian Lam and Mey, 2025). I created a personalised wellness brand, PurePath, which is an AI-oriented brand, and offered it in the form of a marketing pitch. The project entailed research, creativity and strategic planning to make the idea align with the sustainability mission of the Unilever company.
Feelings
I was excited and nervous in the initial stages. Freedom to develop a new brand brought about a feeling of creativity and at first, I did not know how to balance between innovation and business realism. With time, confidence was built as I did systematic research, and incorporated the marketing models, which gave it clarity and focus.
Evaluation
It was an extremely enriching experience as it gave me an opportunity to combine theory with practise. Making PurePath enabled me to learn more about the role of consumer insights and emerging trends in the innovation of a brand. Nevertheless, it was not easy when having to reduce the target market and brand differentiation in a competitive industry. Another challenge was time management in the preparation of a pitch because the process of summarising the complicated information into a concise statement needs discipline and attention.
Analysis
The use of STDP and 7Ps models aided in applying the theory in the practical marketing strategy. The market segmentation and determination of the competitive advantage of Unilever made the need to use data-driven positioning apparent. The 7Ps analysis also revealed how all the elements such as product, price and promotion should be aligned to ensure that the brand has a consistent identity (Yang, 2023). The work on the three-minute pitch helped me improve my communication and storytelling abilities as it demonstrated the importance of convincing, but to the point. This critical thinking process made me more critical and allowed me to use systematic thinking on creative tasks.


[bookmark: _Toc213621852]Conclusion and Action Plan
This project has helped me develop my strategic, creative, and communication competencies. Having done so, should the research be replicated, I would add primary research, like surveys, to confirm the assumptions regarding the consumer behaviour. In future research, I would like to learn more about digital marketing analytics and consumer psychology in order to create even more evidence-based brand strategies. The experience helped to reinforce the fact that, successful marketing is about a balance of innovation, data, and empathy-skills, which I will keep on honing in my professional life.
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