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Element 1: Choose a company and develop a Segmentation, Targeting, Differentiation, and
Positioning (STDP) Analysis for a New Brand Concept

[bookmark: _gjdgxs]Introduction 
Tesco is the biggest supermarket chain in the UK in the competitive retail sector, which has a good reputation with affordability, convenience and innovativeness (Tesco PLC, 2025). To meet the emerging environmental and ethical consumer preferences and tastes, Tesco has introduced Tesco ECO+, its own sustainable sub-brand, which delivers environmentally aware and ethically responsible household items and grocery products at affordable prices. This emerging brand shares the desire of Tesco to be responsible in retailing and changing consumer demands. This report will critically analyse how the Tesco ECO+ brand is further segmented and targeted, which is the subject of the following segmentation, Targeting, Differentiation, and Positioning (STDP) analysis.


[bookmark: _30j0zll]Concept Behind the New Brand 
Tesco ECO+ is based on the vision of achieving a sustainable way of life at a low cost and mainstream way. Its mission is to offer eco-friendly products, e.g. biodegradable packaging, plant-based groceries that can help customers reduce their environmental footprint without compromising value or quality (Hamdi, 2024). The increasing consumer demand for ethical consumption, environmental innovation, and disclosure contributes to the relevance of ECO+. Its value chain is based on competitiveness, affordability and environmental friendliness, and the convenient technology-driven shopping experience for a new generation of conscious and data-driven customers.
[bookmark: _2xcytpi]

[bookmark: _1fob9te]Segmentation Analysis 
· Demographic: It targets young adults and families who are between 18-40 years in the middle-income groups and are interested in product offerings that are affordable and also sustainable.
· Psychographic: Appeals to the consumer based on their eco-conscious and ethical mind, and health-focused lifestyles.
· Behavioural: Tesco targets common buyers who are interested in recyclable product options, plant-based products, and product options that do not impact the environment and are increasingly brand-loyal (Ciobotaru et al., 2024).
· Geographic: Focuses on urban and suburban regions in the UK- especially on eco-conscious cities like London, Manchester and Bristol.
· Attractive Segment: Gen Z and Millennials are the most strategic target segment as more than 70% of them are interested in sustainability-oriented brands, which Tesco ECO+ can serve with an ethical vision (Deloitte, 2025).


[bookmark: _3znysh7]Targeting Strategy 
· Primary Audience: Environmentally minded Millennials and Gen Z buyers between 18-40 years who value sustainability, affordability, and convenience.
· Characteristics & Values: Online active, eco-conscious, and customer-driven by ethical purchasing and environmentalism.
· Targeting Approach: Tesco incorporates a differentiation marketing strategy, selling ECO+ products and promotions to groups of buyers who have a strong commitment to sustainability (Wu, 2025).
· Brand Alignment: The target will be seen as an extension of Tesco's strengths of being affordable, accessible and large-scale in its retail affairs.
· Data-Driven Targeting: With the help of Clubcard, AI analytics, and purchase data, Tesco can individualise the recommendations, predict the demand for eco-products, and be more effective in marketing the ECO+ brand (Wolniak et al., 2024).


[bookmark: _2et92p0]Differentiation Strategy 
Tesco ECO+ competes with low-cost sustainability by providing affordable and low-carbon, and recyclable products without charging a higher price. Through its rivalry with such brands as Sainsbury’s SO Organic, Aldi’s Nature Pick, and Waitrose’s Duchy Organic, ECO+ takes advantage of the strong supply chain and technology-centred businesses of Tesco to guarantee affordability and accessibility. ECO+ is unique in its differentiation levels by using innovative products, smooth service through the online platform of Tesco, effective distribution channels, advocacy of trained staff, and excellent eco-friendly brand image (Igwe, 2025). 


[bookmark: _tyjcwt]Positioning Strategy 
Positioning Statement: In the case of eco-conscious families and younger adults, Tesco ECO+ is the place with affordable, environmentally-friendly daily products, which is a blend of quality and Tesco’s trusted sustainability on a large scale.
Perceptual Map 
[image: Perceptual Map (No Axis Numbers): Tesco ECO+ and Competitors]
Figure 1:  Perceptual Map
(Source: Self-Generated)
ECO+ is meant to be a premium but affordable brand, a space between organic products of higher quality and cheaper brands. It is a product that will capture the consumer's attention and incorporate the elements of trust, goal and convenience so that the customers can make responsible decisions without compromising their financial capability. The marketing mix of Tesco will support this stance by using packaging that raises environmental awareness, online advertising that focuses on the ecological benefits of saving carbon, and reward loyalty based on sustainable buying, which will further strengthen the ECO+ brand as the preferred brand to buy when looking at environmentally friendly and affordable living (Prathapkumar, 2024).
[bookmark: _3dy6vkm]Conclusion 
In conclusion, the market analysis in terms of STDP indicates that Tesco ECO+ has a high market potential since there is a rising need for affordability in sustainability. Moreover, by appealing to environmentally aware Millennials and Gen Z customers, the brand attains a definite differentiation and a progressive stance. ECO+ helps Tesco engage in long-term innovation efforts, inclusiveness, and environmental responsiveness within the changing retail sector.




Element 2: Marketing Mix (4Ps)


[bookmark: _1t3h5sf]Introduction 
A new sub-brand of Tesco, known as Tesco ECO+, is aimed at supporting the principles of sustainability and affordability in daily shopping. It presents the Tesco strategic vision of ensuring that eco-friendly living is affordable to all consumers, despite income of the customers (Tesco PLC, 2025). This initiative reinforces the wider brand strategy at Tesco, of providing value, innovation, and responsibility and as such, adjusting to the changing consumer preference towards ethical and environmentally conscious products. This part will implement the 4Ps marketing mix: Product, Price, Place, and Promotion to illustrate how Tesco ECO+ will realise its brand goals, customer retention, and further consolidate Tesco as one of the pioneers in sustainable retailing.


[bookmark: _4d34og8]Product Strategy 
Tesco ECO+ aims to offer sustainable and economical grocery and household products. The primary product will give customers the ability to make ethical decisions in their daily lives by providing a variety of more environmentally friendly choices, like biodegradable packaging, alternatives that are plant-based, and household items that can be used and reused.
The original product is presented by the Tesco ECO+ brand name, with the help of basic and easy-to-recycle packaging with eco-labels and a carbon footprint index to increase transparency. Although Tesco upholds its reputable quality products, all products are responsibly sourced following fair trade and low-emission production conditions. The product portfolio consists of cleaning necessities, organic food products, and personal care products that match the expectations of consumers in terms of quality and value.
Being an augmented product, Tesco offers added value in the form of rewards in the form of Clubcard in addition to eco-discounts in order to facilitate purchase returns and loyalty (Meng, 2024). Online eco-shopping guides and sustainability tips are also part of the brand and allow customers to make well-informed and responsible decisions.


[bookmark: _2s8eyo1]Price Strategy 
Tesco ECO+ pricing strategy aims to bring sustainable living closer to people and become inclusive, so that even consumers with low income can afford environmentally friendly products (Shams et al., 2025). The most important pricing goal is to provide value, but without damaging the environment; this would assist Tesco in achieving its mission of combining quality and affordability.
ECO+ applies the value-based pricing strategy whereby the products are priced according to the perceived benefits of sustainability to the consumers, as opposed to the cost of production. Tesco employs a penetration pricing strategy to motivate adoption and establish a sizeable market share within a short period of time - at the initial stage, Tesco offers lower prices to target customers conscious about eco-friendly customer behaviour as well as to position ECO+ on the same level with such competitors as Aldi, Lidl, and Sainsbury SO Organic (Imran et al., 2025).
The given strategy is based on reality in the present-day UK market; consumers in this segment demand sustainable products, but cannot afford to pay a top-price premium (Shilling, 2024). Balanced price and purpose, ECO+ provides an attractive value point in both the price and purpose, which is of interest to ethical and funds-sensitive customers.
The price promotion also increases affordability with Clubcard discounts and preparation of special plans. Gradual premiumisation of some ECO+ products is to be imposed gradually by Tesco over time as brand familiarity and brand loyalty are introduced. This is a long-term strategy that will make Tesco's sustainability both achievable and aspirational, and build on its sustainability in ethical retail innovation.


[bookmark: _17dp8vu]Place (Distribution) Strategy 
Tesco ECO+ products will be distributed through the Tesco historical retail network with multichannel distribution to reach a greater number of customers and make their shop convenient. The brand will be found in Tesco Superstores, Tesco Express, and Tesco Online, which will all offer the same access to sustainable products. In-store will have dedicated special aisles named ECO+ Sustainable Living, to provide a better display and ease of shopping for eco-friendly products. By being able to integrate with Tesco.com and the Tesco app, customers are able to easily browse and buy ECO+ products, which tends to augment the sense of convenience and digital engagement.
To meet various shopping choices, an omnichannel strategy provides a flexible process towards Click-and-Collect features and home delivery (Wang et al., 2024). Tesco will also partner with Deliveroo and other companies of this type to deliver groceries and other essentials within a short time through a professional delivery service.


[bookmark: _3rdcrjn]Promotion Strategy 
The Tesco ECO+ promotion strategy will concentrate on creating brand awareness and influencing the perception of consumers and gaining long-term loyalty to the brand, as Tesco ECO+ will be promoted as the sustainable, but cost-effective, option. The key goals include exposure of the brand to a big audience, product testing and creating loyalty to the purchases among people who are environmentally sensitive (Salesforce, 2025).
With the help of an Integrated Marketing Communication (IMC) approach, Tesco will be moving towards a digital-first approach with social media campaigns like the one Tesco will use to encourage more people to be eco-friendly and environmentally responsible: the #EcoForEveryone (Samadzadeh, 2024). Emotive storytelling will be applied in television and print advertisements to show how small decisions in day-to-day life can have a significant impact. The store shelves, end-of-aisle displays, QR codes with links to sustainability stories, and easy-to-read eco-labels will be more interactive and transparent.
Personalised promotions will be based on Clubcard-driven digital personalisation of promotions according to the individual shopping patterns, and push notifications will notify customers about eco-product offers via the Tesco app.
PR will help Tesco to cooperate with environmental NGOs and influencers to enhance credibility and report on sustainability targets (McClain, 2025). Awareness and engagement will be enhanced further through sales promotions, such as opening events, product sampling and interactive "Sustainability Challenges" on social media.


[bookmark: _26in1rg]Conclusion 
In conclusion, Tesco ECO + marketing mix can be seen as a unified approach towards the relevant mission of the brand to make sustainability affordable and accessible. The Product range fosters environmental friendliness, the Price strategy guarantees value without sacrificing morality, the Place strategy makes use of the omnichannel accessibility of Tesco, and the Promotion plan creates awareness by way of genuine information-driven interaction. The combination of these factors ensures sustainability, accessibility and profitability, which may contribute to the long-term goals of Tesco, which are to lead in ecology, win the affections of their customers and innovate their retail processes. This integrated marketing mix will enable ECO+ to emerge as the most affordable sustainability brand in the UK, increasing consumer behaviour in a positive way.




Element 3: Marketing Strategy Pitch


[bookmark: _1ci93xb]Introduction
With sustainability being one of the requirements, Tesco launches ECO+, a new sub-brand aimed at ensuring every household can afford, access, and live an eco-friendly lifestyle with ease (Hossain et al., 2024).


[bookmark: _3whwml4]The Problem 
Consumers in the UK desire to spend sustainably; however, with scarce selection and confusion in labelling, many consumers encounter obstacles on the road to living a greener life (Nichifor et al., 2025).


[bookmark: _2bn6wsx]The solution 
Tesco ECO+ provides recyclable, carbon-neutral logistics and economical green alternatives for groceries and household products, making sustainability effortless, clear, and cost-efficient (Olarewaju et al., 2024).


[bookmark: _qsh70q]Value Proposition
“Sustainability for Everyone.”
Tesco ECO+ combines reliability with innovation and the eco-consciousness of Tesco, allowing customers to go green while shopping at the same time without losing out on quality, value of price, and convenience of everyday shopping (Hasan and Kulsum, 2025).


[bookmark: _3as4poj]Marketing Strategy
· Introduce through Clubcard eco-rewards and campaign on social media #EcoPlusLiving.
· Collaborate with the local sustainability impactors (Tyni and Järvelä, 2024).
· Create in-store areas and online filters for ECO+.
· Work with communities in terms of recycling activities and community education.


[bookmark: _1pxezwc]Conclusion 
In conclusion, Tesco ECO+ makes Tesco a sustainability pioneer; customer loyalty and good environmental effect are the outcomes that make Tesco redefine responsible retailing in the contemporary and eco-conscious consumer world.


Element 4: Reflection


[bookmark: _3j2qqm3]Reflection 
Designing the new brand concept of Tesco ECO+ and creating the strategy of marketing has resulted to be an informative and growth-encouraging experience. When starting the project, I wanted to design a brand that focused on modern demand on consumers, especially with the increased interest in sustainability at a cheaper price. The conceptualisation of ECO+ required the application of a creative thinking approach, but at the same time, integration of the brand into the existing values and positioning of Tesco. Such a cooperation between innovation and practicality improved my perception of strategic brand improvement and the importance of basing new concepts on real-life market problems and customer behaviour (Sharabati et al., 2024).
The process of carrying out the situational and market analysis, i.e. STDP, SWOT, value proposition development and perceptual mapping, allowed me to have theoretical models put into practice. I gained the knowledge of the role of each framework in developing a consistent brand identity that identifies the needs of customers, threats of competitors, and differentiators. As an example, the formation of the value proposition “Sustainability for Everyone” made me consider my emotional, functional and economic benefits of ECO+ that are to be conveyed, more critically. This boosted my strategic thinking and made me more resourceful in defining brand value in a clear and persuasive manner.
Another critical aspect of the learning process was to prepare and pitch the marketing strategy. This helped me to create a short and appealing presentation that allowed me to compile all the amount of information into meaningful and persuasive key messages. This helped me in developing my skills of communication and narration- especially the skills to combine information in a well-organised, interesting and engaging presentation (Romero Vallejo, 2024). This helped in developing and strengthening my confidence, clarity and engagement of the audience. 
Some of the major skills acquired by me during the process were analytical, creative, teamwork, visual communication and time management. The repetitive quality of the work to generate ideas and focus on them, and create images, showed me the fact that feedback loops and revision are crucial in marketing undertakings. I also learned to appreciate the importance of making a decision related to branding that is consistent throughout all aspects of design, messages, prices, and customer experience.
To improve my practice in such future projects, there are a number of ways in which I could improve my approach. To begin with, I would pay close attention to conducting more extensive consumer research in order to reinforce the strategic decisions. Greater amounts of data-driven information would enable me to be more likely to validate suggestions. Second, I would dedicate more time to practising pitch delivery, practising transitions, timing and pacing in order to have a full impact. 
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Figure 2: Poster
(Source: Self-Generated)
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