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[bookmark: _Toc227508363]1.0 Introduction
Superdrug is a health and beauty retailer in the UK that provides cosmetics, skincare, toiletries, pharmacy support and health services both in-store and online. The company sells itself on the easily accessible beauty, value and convenient healthcare that it is best suited case to a sales-oriented marketing plan. The report discusses the market position of Superdrug and draws recommendations based on the situational analysis, STP, 7Ps and implementation controls. The aim is to develop a workable solution on how the business can better customer access, deliver value and create increased sales in the UK market.
[bookmark: _Toc227508364]1.1 Mission
The mission of Superdrug is closely associated with the accessible beauty, everyday health and customer value that can be used as the supporting element of it as a mass-market UK retailer. This is important in terms of strategy since the business is not upon exclusivity, but on convenience, affordability, product selection and service level across stores and online platforms. The company’s wider corporate direction also places growing emphasis on responsible retailing and sustainability, which can strengthen brand trust when combined with value and accessibility (A.S. Watson Group, 2025). For this report, the mission provides a clear basis for recommending stronger segmentation, more relevant targeting and a more integrated marketing mix to increase sales.

[bookmark: _Toc227508365]2.0 Situational analysis
[bookmark: _Toc227508366]2.1 External environment (PESTEL)
· Politically, Superdrug must navigate a retail market, which has been defined by tougher consumer protection and an increased focus on the digital marketing practice. This implies that the company should make promotional messages open and provide them in a responsible manner particularly through the fast-moving online media. This can increase the compliance pressure, but may increase customer trust when the marketing is transparent and accountable (Advertising Standards Authority, 2025).
· Economically, the UK beauty industry is worthwhile yet it is still price sensitive with its consumers. This inherently helps in Superdrug value-led positioning, but it also has a challenge on balancing between competitive prices and profitability. Practically, the business will need to maintain the provision of tangible value but not over depend on discounts, which may undercut margins (British Beauty Council, 2025).
· Socially, the increased interest in self-care, the trends in wellness and beauty favour the demand of Superdrug mix of cosmetics, skincare and health products. This is good in that it will enable the brand to attract both routine and trend-following shoppers which will enhance chances of repeat and impulse purchases.
· Technologically, digital and mobile customer experiences in UK are high and hence most customer journeys start online. In the case of Superdrug, this not only offers growth prospects in the form of app, web and click-and-collect offerings, but it also puts pressure on ensuring a smooth omnichannel experience (Ofcom, 2024).
· Environmentally, customers are increasingly concerned with the packaging, sourcing and responsible retail operations. This will be able to enhance the brand image of Superdrug when effectively managed, but it will also be likely to raise the operational costs (A.S. Watson Group, 2025).
· Legally, the promotions in the context of influencer and social media should comply with advertising and disclosure regulations. Overall, the PESTLE demonstrates great sales prospects of Superdrug and reveals threats associated with compliance, margin pressure and increased customer expectations (Advertising Standards Authority, 2025).
[bookmark: _Toc227508367]2.2 Internal and competitive position (SWOT and Five Forces)
Organised internal and competitive analysis reveals a robust growth platform of Superdrug, and it is in the form of a crowded and easy to copy market. Its strengths are defined as a recognised brand in the UK, a variety of beauty and health products, value-based positioning and a well-developed network of stores with digital accessibility in SWOT terms. These capabilities make it convenient and enable buying again among various customer segments (Superdrug, 2023). Its threats are that it is highly exposed to stiff retail competition as well as the threat of over relying on promotions to achieve volume but not loyalty. This is capable of lowering differentiation within a market wherein rivals have the ability to replicate price-based deals promptly (Ndlovu, 2024). Its opportunities encompass increased integration of omnichannel, more focused promotions and the ability to use analytics to enhance customer interaction and conversion in online and offline channels (Agag et al., 2024). The threats that it faces predominantly include the hostile competition, evolving customer demand and low switching, which complicates retention in health and beauty stores (Balbín Buckley and Marquina Feldman, 2024).
The pressure surrounding the position of Superdrug can be seen in Porter's Five Forces. The competition is fierce due to the fact that Superdrug is competing with Boots, supermarkets, internet-based beauty stores and specialist chains based on price, variety and convenience (Ndlovu, 2024). The level of buyer power is high since customers can easily compare products and change retailers at a low cost. The supplier power is moderate with the major brands still able to maintain leverage, despite the retailers maintaining leverage across most mass-market categories. The threat of substitutes is moderate to high as beauty and personal care products are easily accessible via alternative retail formats. Threat of new entrants is medium, as digital retail reduces barriers to entry, however, scale, brand loyalty and physical location continue to value larger companies (Agag et al., 2024). Overall, Superdrug is well positioned in the market, but its future sales growth hinges on its increased differentiation, not the price wars.

[bookmark: _Toc227508368]3.0 Marketing strategy
[bookmark: _Toc227508369]3.1 Segmentation
Segmentation assists a company in breaking down a wide market into smaller segments that share similar needs, behaviours or characteristics such that marketing efforts can be aligned to customer demand more closely (Gomes and Meisen, 2023). In the case of Superdrug, segmentation is relevant since the company has a broad customer base in the beauty, personal care and health segment of the market and a generic offer would undermine relevance and decrease the conversion.
Demographic segmentation can serve as a good starting point. Superdrug has a high level of appeal to the younger and middle-income customers who desire cheap beauty, skincare, toiletries and everyday health products. This segment is appealing as the price sensitivity is still high in the UK retail industry and value-based positioning is significant to sales growth (Office for National Statistics, 2025). Nonetheless, the older customers can also be targeted by Superdrug in terms of pharmacy and purchases associated with healthcare, thus expanding the client base of the company not only to beauty-based retail.
The behavioural segmentation is also employed by the company. The customers vary in terms of purchase rate, loyalty, product use and response to promotions. There are those shoppers who are habitual purchasers of household products and necessities and those who are more driven by fashion, seasonal promotions and special deals. The issue of behavioural differences is important as retail experience indicates that the strength of engagement with customers and their brand relationships can be transformed into repeat engagement in the long run (PhamThi and Ho, 2024). Superdrug can thus evaluate the difference between routine on the-run buyers and trend-followers and promotion-followers and tailor messages to suit.
Psychographic segmentation is relevant, adopting value, self-care, confidence, convenience and interest in the trends of beauty, motivating many customers. These differences in lifestyle and attitude affect the kind of products that consumers pay attention to and their reactions to brand messaging in the different channels in the modern retail (Frasquet et al., 2024). In the case of Superdrug, it implies that in addition to creating segments based on age or income, customer priorities can be created based on affordability, beauty exploration, wellness and speed.
Lastly, channel-based segmentation is significant since customers frequent store, web, app and social media. According to omnichannel research, the overall retail experience is influenced by integrated channel usage, which means that the shopping journey segmentation can enhance relevance and consistency between touchpoints (Both and Steinmann, 2023). Overall, Superdrug needs to consider combining demographic, behavioural, psychographic and channel variables in segmenting its market as opposed to basing on a single basis.
[bookmark: _Toc227508370]3.2 Targeting
Superdrug needs to implement differentiated targeting strategy based on two key customer segments. It should mainly focus on value-sensitive beauty and personal care shoppers, particularly the younger adults and middle-income customers who are frequent buyers of inexpensive skincare, cosmetics, toiletries and products that are based on trends. This segment aligns with the value-based image of Superdrug and is more susceptible to promotions, loyalty programs and new beauty products. The second target market ought to be health and wellness shoppers who purchase pharmacy related products, skincare and everyday care products and believe in convenience, trust and product availability. This segment matters as it helps facilitate more consistent and predictable year-round purchases.
To achieve higher sales, Superdrug ought to address group offers and messages to different groups instead of using a general message to all customers. Promotions with trends orientation should be offered to beauty-led customers, bundle deals and rewards on app, customers with health and wellness orientation should be appealed to with the message of convenience, trusted-care and repeat-buys. This would enhance relevance, retention and basket value (Agag et al., 2024).
[bookmark: _Toc227508371]3.3 Positioning
Superdrug must place itself as the most convenient and affordable everyday beauty and health place in the UK. It is a more robust than a generic value claim since it integrates low-to-mid pricing with extensive product selection, own-brand option, pharmacy-related credibility and convenient accessibility in both offline and online stores. Superdrug has an opportunity to compete more on price and trend-based beauty than Boots. It is a more specialised experience of beauty and personal care with more category depth as compared to supermarkets.
Superdrug ought to convey the same message in stores, online, in the application, or in promotions to encourage sales growth: affordable everyday health and beauty, all under a single roof. This would assist the company to appeal to both routine shoppers of the care and value-focused customers of the beauty industry, as well as provide a more definite differentiation in an already saturated market. It also helps justify the general suggestion that the growth must be achieved by making the relevance and convenience more meaningful rather than by focusing purely on price competition (Ndlovu, 2024).
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Figure 1: Positioning map of Superdrug against key retail competitors
[bookmark: _Toc227508372]3.4 Ansoff Matrix and integrated marketing
According to the Ansoff Matrix, the most viable growth strategy that Superdrug can pursue is market penetration which will be aided by selective product development. Penetration is appropriate since the company already enjoys a robust presence in the UK and therefore sales growth will be through purchase frequency, basket size and loyalty in the existing markets. It may be done with more focused promotions, enhanced loyalty programs and enhanced coordination between stores, app and site. Also relevant is product development since Superdrug can increase sales by updating own-brand beauty, wellness and personal care collections as their customer needs and demand based on fads evolve. Own-label innovation value is significant in retail industries where brands and retailer-own are tightly compared by the customers (Ndlovu, 2024).

Superdrug should consider an integrated marketing strategy to help support this using paid, owned and in-store channels. Regular communication enhances the customers to know more about the value of the brand and less friction throughout the purchase process. Omnichannel studies indicate that more integrative channels can enhance customer experience and build a more connected retail experience, which is significant to conversion and retention in health and beauty retail (Balbín Buckley and Marquina Feldman, 2024).
[bookmark: _Toc227508373]4.0 Marketing mix strategies (7Ps)
[bookmark: _Toc227508374]4.1 Product
The product strategy of Superdrug is very wide and commercially applicable since it makes beauty, skincare, toiletries, health products and services related to pharmacy one retail offer. This diversity aids the company to cater to both the routine and trend-led demand that facilitates frequent visits to stores and broader basket construction. Own-brand ranges also prove to be advantageous to the business, as in cases where quality is credible, own-label products can enhance the value perception and increase differentiation (Ndlovu, 2024). In order to sell more, Superdrug must keep up trend-sensitive areas like skincare products, wellness and beauty accessories and ensure that it has reliable stock in the basic care items. This equilibrium would assist the brand to appeal to both planned and unplanned purchases among various customer groups.
[bookmark: _Toc227508375]4.2 Price
Superdrug adopts the value-based pricing strategy, suitable in the market whereby most customers are price sensitive and do a close comparison of retailers before they make a purchase. UK retail demand is still showing a skewed demand and low prices and visible offers are factors that remain key to the conversion to sales (Office for National Statistics, 2025). Discounting is not the only measure that needs to be depended on in growing in the long-term. Superdrug ought to adopt a balanced pricing strategy that involves both competitive everyday prices and special promotions, loyalty programs and package deals. This would safeguard its value position in addition to promoting repeat purchases and increased basket sizes. Promotional spending would also be more effective by having a more insightful connection between price incentives and customer segments.
[bookmark: _Toc227508376]4.3 Place
Superdrug has a robust physical and online presence that forms its place strategy. Its brand is represented by 789 stores in the UK and Republic of Ireland, including online service, in-store pharmacies and health clinics, which means that the accessibility is one of its key competitive advantages (Superdrug, 2026). This extensive chain of stores keeps Superdrug in touch with its customers and facilitates easy shopping both as a routine and impulse. Superdrug is affiliated with the larger A.S. Watson Group, which has a presence in 31 markets, so Superdrug is also able to enjoy the scale and experience of a large international retail group, although core retailing activities in Superdrug are focused on the UK and Republic of Ireland (A.S. Watson Group, 2026). Superdrug must further enhance the use of clicks and collections, application use and store-to-digital integration to boost sales.
[bookmark: _Toc227508377]4.4 Promotion
There should be a revision to indicate commercial opportunity and compliance risk. Superdrug is part of a highly visual segmentation, manipulated to influence attention and purchase behaviour with the digital marketing, influencer marketing and short-form video, particularly in the beauty-led segments. According to the beauty-product study, the credibility of the influencer can have an effect on purchase behaviour, where creators and message fit significant as opposed to using reach alone (An et al., 2024). This assists to engage a more discriminating promotion strategy that boils down to trusted creators, value messages and products. Meanwhile, there should be an open and in compliance promotional activity since any doubt over the endorsement practice can lead to the end of trust and expose the UK market to a regulatory risk (Competition and Markets Authority, 2025). The most acceptable answer to this is to make sure that Superdrug is integrated to include in-store promotion, loyalty as well as compliant influencer campaign in one and the same integrated promotion strategy.


[bookmark: _Toc227508378]4.5 People
In retailing services, employees will still be at the centre of customer experience since they are the ones that impact on trust, convenient and satisfaction at the points of contact. Especially in the case of Superdrug, frontline employees facilitate not just product purchases but also product advice, service interactions and pharmacy touchpoints. Product knowledge, service consistency and friendly communication should be the aim of a people strategy. Customer experience studies indicate that the quality of brand relationship can prompt more positive customer behaviour in the long-term, which implies employee interaction may lead to loyalty and repeat purchases (PhamThi and Ho, 2024). More effective staff training would enable Superdrug to improve the quality of its services and enhance its commercial performance.

[bookmark: _Toc227508379]4.6 Process
Process includes the systems and activities that customers are provided with the product or service. This encompasses browsing, payment, delivery, returns, click and collect, loyalty redemption and service interactions in the case of Superdrug. Those processes should be comfortable and regular, as delays or misunderstanding decreases customer satisfaction and may disrupt the sales process. The studies of omnichannel commerce indicate that coherent online and offline operations could enhance customer interaction when customers have a smooth channel shift (Asante et al., 2025). The digital navigation should hence be simplified, better fulfilment visibility and easier to use loyalty and promotion processes should be made easier by Superdrug. Enhanced process design would enhance convenience, and lessen friction throughout the customer experience.

[bookmark: _Toc227508380]4.7 Physical evidence
Physical evidence influences the judgment of credibility, value and professionalism of customers of a retail setting. For Superdrug, this can be storing layout, shelf presentation, packaging, signage, appearance and design of websites and apps. These visible cues are particularly significant in health and beauty retail since the customers tend to make swift judgements with regard to trust and product quality prior to buying. Retail studies indicate that the perceptions of novelty and interesting channel experiences can enhance customer inspiration and, therefore, presentation must not be purely functional, but must be stimulating (Frasquet et al., 2024). Superdrug is advised to keep its stores clean and have a well-presented online presence to build trust and promote shopping.

[bookmark: _Toc227508381]4.8 Recommended improvements to the 7Ps
Overall, Superdrug needs to perfect its 7Ps by connecting the product changes, value pricing, convenient multi-channels, compliant online promotion, employee competency, simplified processes and enhanced presentation into a single connected offer. A more globalised marketing mix would make it more relevant and consistent throughout the customer experience. This is important as customer experience and sustainability are becoming interconnected in retail decision-making, and this requires the company to not only enhance its sales strategies but the overall value it is bringing to customers (Calza et al., 2023). When these factors are better synchronised, Superdrug would be able to enhance not only short-term sales, but also increase customer loyalty in the long term.

[bookmark: _Toc227508382]5.0 Implementation and control
The marketing plan is to be adopted in three connected phases, within a period of 12 months. During the initial phase, Superdrug ought to reinforce customer targeting by providing segmented customer loyalty offers, beauty-and-health bundling offers and better clarity in value-based campaign messages in stores, application, and web. This step is significant as it generates initial awareness and leads to a repeat purchase by the two priority customer groups. 
During the second phase, Superdrug ought to enhance campaign execution by simplifying the process of click-and-collect, enhancing the functionality of the app and aligning in-store and online promotions. This would assist in lessening the tendency in the purchasing process and the campaign being more noticeable across mediums.  During the last phase, Superdrug must assess performance on a monthly basis and optimize activity on customer response, sales trends and channel performance. The strategy is feasible since the company already practices under a formal governance, and performance framework, and more vigorous campaign monitoring can be introduced to the current practice (Superdrug Stores plc, 2024). 
There should be distinct financial, customer and operational metrics to track campaign progress. The financial indicators must encompass sales growth, average basket value and a payback on promotional expenditure. Measures that should be used to measure customers are repeat purchase rate, loyalty participation and satisfaction. Stock availability, use of clicks and collection and online conversion should be operational measures. They can be monitored by monthly sales reports, loyalty and app data, web analytics and customer feedback, and Superdrug can make any changes to the campaign (Agag et al., 2024).

[bookmark: _Toc227508383]6.0 Conclusion
In conclusion, this report has demonstrated that Superdrug has a solid foundation upon which can increase sales with its value-led position, a wide offering and established retail presence. However, with the competition being intense and the switching cost being low, there is a necessity to compete by using more targeting, positioning, and an overall more integrated 7Ps approach as opposed to the primary use of promotions. By enhancing the omnichannel convenience, customer relevance, customer performance control, Superdrug can effectively boost sales in addition to enhancing customer loyalty and market position.
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