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Company Name: Unilever
Brand Extension: Dove Purity Conc.
Background Information: Unilever is one of the world's largest consumer goods companies, reaching over 3.4 billion people daily across roughly 190 countries (Unilever, 2026).
Brief: A waterless, zero-plastic personal care ecosystem replacing traditional liquids with ultra-concentrated formulas as well as reusable lifetime dispensers to reduce plastic waste and transport emissions.
Group Company Mission Statement: To achieve net-zero emissions across the value chain by the end of 2039 while reducing absolute operational GHG emissions by 100% and virgin plastic footprint by 30% by 2026
Brand Extension Idea: Waterless, zero-plastic personal care ecosystem using ultra-concentrated formulas
[bookmark: _Toc237512585]Element 2: Developing a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension 
Market segmentation 
· Geographic segmentation 
The geographic segmentation for Unilever regarding the new brand extension, Dove Purity Conc, centres on highly developed urban and suburban areas within the UK. This can help the company to move down into Tier 1 and Tier 2 cities globally. It has been recognised that between 64.1% and 75.2% of UK packaging waste overall was recycled in 2024, signifying a strong waste management infrastructure (Gov, 2026). Apart from this, the urban density is considered to be correlated with a higher concentration of specialised retail channels that are required for early-stage distributions. Thus, the above geographical segmentation can be effective for Unilever’s new brand extension as it can address the firm’s sustainable goals. 
· Demographic segmentation 
The company is required to target Gen Z and Millennials belonging to the age group between 18 and 42 years, as well as Gen X and Boomer Affluents belonging to the age group between 43 and 65 years. It has been recognised that Gen Z and Millennials are highly educated, digitally native and disproportionately affected by eco-anxiety. As per the opinion of Hafez (2023), demographic segmentation ensures a new product reaches the exact right audience rather than alienating current customers or targeting buyers with zero purchasing intent. Apart from this, Gen X possesses higher disposable incomes and is highly brand-loyal to Dove’s heritage of moisturising formulations. Thus, the above segmentation can help the company to develop a strong customer base during the next brand extension.  
· Psychological segmentation 
The company is required to focus on the population that belongs to the Lifestyles of Health and Sustainability segment. Psychographic segmentation is considered to be a market research method that groups consumers based on psychological attributes such as lifestyle, values, beliefs and personality (Mowar, 2022). The population within this segment seeks out brands where corporate social responsibility (CSR) aligns perfectly with personal wellness. Attracting such customers can help Unilever to gain scope for addressing its sustainability goals in the coming times. Apart from this, the company is also required to target Experiential Minimalists as they are focused on visual clutter reduction, home organisation aesthetics as well as mindful consumption.
· Behavioural segmentation 
The target displays for Unilever regarding the new brand extension is based on high-frequency, daily usage of personal care products, but exhibits low loyalty to traditional FMCG plastic packaging. As per the opinion of Gonen et al. (2024), consumers are considered to be segmented based on usage rate, brand loyalty as well as benefits sought. It has been recognised that the targeting of such customers actively seeks out multi-functional formulations, high ingredient potency as well as Cradle-to-Cradle or plastic-free certifications.
Target strategy  
Unilever is required to deploy a differentiated targeting strategy in terms of introducing its new product line extension, Dove Purity Conc. As per the opinion of Jiang et al. (2024), a differentiated targeting strategy is considered to be an approach that influences a firm to divide its overall market into two or more distinct segments. It has been recognised that the influence of a differentiated targeting strategy for a new brand extension can allow Unilever to capture diverse market segments, maximise revenue potential and minimise risk. The rationale behind selecting such a segmentation procedure can help Unilever to prioritise circular economies and ingredient purity above absolute price convenience. 
Differentiation matrix 
	Differentiation Pillar
	Traditional Competitors
	Niche Eco-Start-ups
	Dove Purity Conc Ecosystem

	Packaging
	Single-use Virgin HDPE or PET plastics
	Compostable paper or cardboard
	Zero-plastic architectural metal dispensers with bio-compostable dry refills.

	Formulation Efficacy
	Water-heavy and low active
	Anhydrous bars or powders
	Anhydrous formulas infused with Dove’s 1/4 moisturising cream

	Supply Chain
	Heavy carbon footprint from shipping heavy water globally.
	Limited retail footprint
	Unilever’s global scale ensures cost efficiencies


Table 1: Differentiation Matrix 
(Source: Self-developed)
Brand positioning 
[image: ]
Figure 2: Positioning map 
(Source: Self-developed)
According to the above-mentioned figure, the potential competitors of Unilever are L’Oréal, P&G and Cussons. It has been recognised that Dove Purity Conc will offer a luxurious as well as zero-plastic personal care ecosystem. As per the opinion of Mady et al. (2026), introducing eco-friendly and sustainable product lines helps a business to gain a competitive advantage. It has been recognised that, unlike traditional brands that ship water within disposable plastic or abrasive sustainable alternatives, the new brand extension of Unilever combines iconic 1/4 moisturising cream with elegant. This can help the company to gain a competitive advantage as well as develop a strong customer base within the sector in the initial stage. Apart from this, the company is required to integrate strong marketing strategies in terms of adapting to the intense market competition in the initial stage.
[bookmark: _Toc237512586]Element 3: Marketing Mix (4Ps or 7Ps) 
· Product strategy 
It has been recognised that the core value proposition of Dove Purity Conc moves away from traditional single-use liquid formulations toward a circular product architecture. In essence, Unilever will be required to separate the functional formula from the water instead of selling a product that is mostly water packaged in high-density polyethene. Based on this aspect, the company is suggested to integrate a system design that uses product lines that are highly concentrated for body wash, shampoo, and hand hygiene. As per the opinion of Rihayana et al. (2022), a product strategy defines the features, design, branding as well as quality required to satisfy the target market's needs and stand out from competitors. The integration of such a design will help Unilever to build on consumer trends toward minimalist routines as well as gain potential for addressing water scarcity concerns. This can also help the company to meet its sustainable goals in the coming times. 
Unilever is required to focus on introducing compressed active bars or powder packets packaged in 100% home-compostable packaging in terms of maintaining an eco-friendly practice. The UK FSC-certified products are sourced from responsibly managed forests, audited against the Forest Stewardship Council UK guidelines (Fsc, 2026). In essence, Unilever is suggested to follow the FSC-certified packaging system in terms of integrating sustainable practice. The influence of such a strategy applies to the Eco-Design Framework, which embeds environmental considerations into the earliest stages of product development. Schulte and Knuts (2022) have highlighted that maintaining sustainable practices during new product extensions significantly reduces environmental impact, lowers carbon footprints, and mitigates regulatory risks. Thus, integrating such a strategy can enable Unilever to meet evolving consumer demands, foster brand loyalty and drive long-term cost savings through improved resource efficiency. 
· Price strategy 
The company is suggested to integrate a Value-Based pricing strategy while introducing the new product extension within the UK SMCG market. As per the opinion of Hoffmann et al. (2023), a value-based pricing strategy sets prices based on what customers are willing to pay rather than production costs or historical margins. It has been recognised that pricing an eco-friendly innovation within a mass-market category needs a balance between covering initial R&D costs as well as ensuring broad market adoption. This signifies that balancing initial R&D costs and broad market adoption can help Unilever to establish a greenium while preventing the product from remaining a niche luxury.
The strategy signifies that the durable aluminium vessel and an initial set of three concentrate refills will be priced at a premium tier. This is considered to be a starter kit for Unilever and the higher initial price will be justified by the design, durability as well as material value of the permanent bottle. However, Unilever will need to evaluate its competitor offerings and substitute products in terms of understanding the baseline market standard. The influence of such a pricing strategy can help the company to lower the barrier to long-term adoption. As per the opinion of Arku et al. (2024), a value-based pricing strategy is considered to be highly effective for luxury goods, unique or highly differentiated products and outcome-based B2B services. Adopting the concept of the Triple Bottom Line framework demonstrates that sustainable choices can become cost-effective over time (Nogueira et al. 2023). This signifies that Unilever's consumers buy the starter kit, and the cost of staying in the ecosystem is competitive with traditional options. 
· Place strategy 
Unilever is required to leverage an Omnichannel Closed-Loop Distribution Network as a distribution strategy for Dove Purity Conc, in terms of minimising carbon emissions during transport while making refilling highly accessible. According to the analysis of De Giovanni (2022), an Omnichannel Closed-Loop Distribution Network merges seamless, multi-touchpoint shopping with a reverse supply chain that collects, repairs, or recycles used products. In essence, the company is required to design channels such as Direct-to-Consumer (DTC) Subscription and Mass-Market Retail Channels. Based on this aspect, Unilever needs to focus on collaborating with local postal networks as concentrates are flat, lightweight and dry, enabling delivery in standard paper. This can help the company to reduce single-trip shipping emissions as the digital subscription model automates recurring deliveries. 
Omnichannel distribution integrates physical and digital channels that can help Unilever with a unified logistics ecosystem. As per the analysis of Salvietti et al. (2025), an omnichannel distribution strategy allows customers to browse, purchase, receive, and return products seamlessly across any combination of touchpoints without operational friction. The influence of such a strategy can reduce Unilever’s required shelf and warehouse space by nearly 70% compared to bottled liquids. Apart from this, the strategy can also help the company to allow retailers to maximise their inventory efficiency. Thus, the influence of such a strategy can help in introducing Unilever’s new product extension as well as maintain competitive advantage in initial situations. 
· Promotional strategy 
It has been recognised that Unilever has introduced various marketing campaigns such as “Dove's Campaign for Real Beauty”, in terms of developing a wider customer base (Unilever, 2026). Based on this aspect, the company is suggested to integrate a Purpose-Driven Authentic Marketing strategy in terms of promoting its new brand extension within the UK’s FMCG market. As per the opinion of Fernandes et al. (2024), a purpose-driven, authentic marketing strategy aligns a firm’s core business values with social or environmental missions. Apart from this, the company is also suggested to integrate Eco-labelling within its packaging system in terms of enhancing its promotion strategy. 
The introduction of a promotional campaign can help Unilever to bridge personal care with planetary care as well as promote its organisational sustainable goals and mission. This can help in spreading awareness among Unilever’s potential consumer base. As per the opinion of Simbolon et al. (2022), the influence of a strong promotional strategy helps to build brand awareness, generate immediate leads and drive long-term sales by directly connecting a brand's value proposition with its target audience. Thus, the influence of such a strategy can help Unilever to promote its new product extension among a wider customer base. 

[bookmark: _Toc237512587]Element 4: Reflection
Introduction to Gibbs reflective cycle 
Reflective practice is considered to be an essential component of personal and professional development. This helps marketers to evaluate past experiences, identify skill gaps and continuously adapt to evolving industry demands. In essence, the reflection critically examines my experience during the development of a marketing strategy and digital poster presentation for Dove Purity Conc, a proposed sustainable brand extension for Unilever using Gibbs reflective cycle. Gibbs' Reflective Cycle is a structured six-stage framework used to learn from experience that comprises event description, exploring emotions, evaluating results, analysing causes, drawing conclusions, and planning future actions (Beldar, 2025). This can help me to improve personal and professional practice. 
[image: ]
Figure 3: Gibbs reflective cycle 
(Source: Self-developed)
Description 
The development of the marketing strategy as well as the poster presentation for Unilever’s Dove Purity Conc has provided me with significant insights into the balance between corporate commercial objectives as well as various environmental limits. I have learned that a sustainable brand extension integrates eco-friendly practices or products into a new category while leveraging parent brand equity. I believe that reflecting on my potential skills and experience that I have gained throughout this assessment can help me to change my understanding of sustainable brand management, while also sharpening practical skills critical for my ongoing professional and personal development. 
Feelings 
My understanding of green marketing was largely limited before this project. I felt anxious while acknowledging that I have limited knowledge of using recycled packaging or purchasing carbon offsets. However, the development of this brand extension has forced me to shift toward an eco-design framework. I have realised that my personal capability lacks critical thinking ability, which has hindered my ability while I was developing the marketing strategies for Unilever’s Dove Purity Conc. As per the analysis of Özbay (2026), lack of critical thinking ability is often tied to educational systems such as prioritising rote memorisation, information overload as well as heavy reliance on technology. Apart from this, the primary challenge that I have faced was to maintain Dove’s core brand promise while completely altering the delivery system from a liquid to a waterless concentrate.
Evaluation 
The development of the marketing strategies has deepened my understanding of the Triple Bottom Line framework. I have evaluated that true sustainable innovation requires alignment between supply chain logistics as well as authentic consumer value. On the other hand, I have realised that a lack of digital skills within my personal abilities has hindered the design of the digital poster in Element 1 of this assessment. Rodríguez et al. (2024) have highlighted that a lack of digital skills reduces academic performance and further affects professional career goals. 
Analysis 
I have analysed that cultivating intellectual curiosity by deconstructing arguments and checking information against reliable sources can help to improve my critical thinking ability. Additionally, improving my critical thinking skills can help me to develop better, sustainable marketing strategies. Apart from this, I also believe that the project bridges the gap between traditional marketing as well as the growing demands of a circular economy. However, the development of the sustainable marketing mix has made me a more analytical marketer. This can help in expanding the scope for achieving higher grades in my academic performance. 
Conclusion 
In conclusion, I need to collaborate with technical experts within the university in terms of gaining more knowledge in MS PowerPoint. Moreover, I believe that I need to dive deeper into consumer neuroscience and behavioural economics in terms of understanding how to nudge consumers past the green attitude-behaviour gap. Thus, improving such skills can help me to enhance my academic performance in recent items as well as widen my career growth scope in the coming times. 
Action Plan 
	Specific Goal
	Key Area
	Action Steps
	Timeline

	To sharpen strategic analysis and avoid information overload and rote learning
	Critical Thinking and Analysis
	· Applying structured framework to marketing case studies
· Maintaining a weekly reflection journal to question assumptions.
	2 to 4 weeks 



Table 2: Action Plan
(Source: Self-developed)
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