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I. Executive Summary
Heritage & Co., a mid-sized UK clothing brand known for responsibly created, attractive clothing, is launching a new campaign. Previously targeting younger clients wanting trend-driven pieces, the firm now wants to reach professionals aged 30–45 who want quality, adaptability, and ethical sourcing in their semi-formal and business-casual wardrobe. Market research and marketing and consumer behaviour theory inform this plan's efforts to improve product offers and communicate brand values to this new audience.
The promotion is driven by senior consumers' increased demand for ecological, practical, and timeless clothing that reflects their changing lifestyles and ideals. Targeting, segmentation, and positioning emphasise the necessity of determining consumer demands and connecting brand messaging with professionalism and social responsibility. Strategic digital engagement, influencer collaborations, limited yet tailored print advertising, and experiential events will help Heritage & Co.'s new collection reach this group. Finally, definable targets and performance indicators like sales, brand equity, and loyalty boosts will enable campaign evaluation.
If successful, this program will increase Heritage & Co.'s market share, brand awareness, consumer loyalty, and position as a leading brand in ethically created clothes for professional and personal life.




II. Rationale 
Heritage & Co., based in London, has built a dedicated following of younger consumers aged 18 to 29, by providing innovative, on-trend designs that adhere to sustainable production values. Nonetheless, the company's management has noted a halt in sales growth within this core group, indicating the necessity for diversification to retain pace. According to Mintel (2021), the UK apparel market is becoming more fragmented as more consumers not only demand ethical production but also seek attire that is appropriate for a variety of circumstances, including the workplace. This market shift highlights the opportunity for Heritage & Co. to broaden its product offerings and promotional techniques to older, more established consumers who share similar sustainability principles but have different apparel needs than younger audiences.
The rationale for targeting professionals aged 30-45 is based on multiple interconnected elements. First, this demographic has steady or increasing disposable income, which makes them more likely to invest in higher-quality clothing with consistent production standards and brand transparency (Jobber and Ellis-Chadwick, 2020). Second, people in this age range frequently desire apparel that can easily transition between work duties, social occasions, and family life. Many people are still concerned about their environmental impact, and as a result, they value brands that prioritise responsible sourcing and manufacturing. While competitors in the UK's mid-range apparel industry include Reiss, Ted Baker, and All Saints, many of these well-known brands do not fully emphasise their sustainable credentials in a clear manner, providing Heritage & Co. with a distinct positioning opportunity.

Furthermore, this new campaign aligns with the company's bigger aim of redefining fundamental, everyday fashion in a way that tackles style, ethics, and practicality all at once. Heritage & Co. may capitalise on its established brand image while appealing to a more diversified and changing audience by producing a line of semi-formal and business-casual apparel based on ethical processes. This strategy also coincides with the business goal of ensuring that sustainability is at the heart of all aspects of production, from raw material sourcing to waste and packaging management in the supply chain. In doing so, Heritage & Co. will not only boost sales but also strengthen its reputation as an industry leader in environmentally sensitive operations.
Kotler and Keller (2016) emphasise the need of connecting brand strengths with new market prospects. In this case, the brand's strengths are clear ethical sourcing, an emphasis on design innovation, and a strong e-commerce and social media presence. The developing opportunity is an underserved group of professionals who are becoming increasingly critical of "fast fashion" and are willing to invest in socially responsible apparel that also look fashionable. The synergy between these market factors and brand competencies highlights the strategic relevance of launching a fresh campaign targeting these experts.
Another aspect of the rationale is the aim to tap into a group whose loyalty may be stronger and longer lasting than that of younger consumers, who frequently switch brands based on current trends (Dibb et al., 2016). Professionals aged 30-45 demand consistent wardrobe changes from reputable brands. Heritage & Co. could build long-term relationships with customers by providing well-fitting, high-quality products.
In conclusion, the brand's maturity and readiness to engage a population that values design, utility, and ethics equally motivates the launch of this new campaign. The idea is to provide a coherent collection of apparel that meets professional, and lifestyle needs while maintaining the brand's signature dedication to sustainability. Heritage & Co. can increase its market position, represent modern UK consumer values, and achieve a more balanced and sustainable growth trajectory in the garment sector by capitalising on a market gap where ethical production and diverse styling intersect.

III. Targeting, Segmentation, and Positioning Exercise
To distinguish itself from rivals, Heritage & Co. will use a strategic approach to market segmentation, target audience identification, and brand positioning. For the campaign to connect with the target audience, it will be helpful to clearly articulate these components in both product development and marketing communications.
The segmentation will be guided by a balanced application of behavioural, psychographic, and demographic factors. In terms of demographics, the emphasis on customers between the ages of 30 and 45 is consistent with evidence indicating that they are experiencing significant professional advancement, have rising purchasing power, and are generally more aware of corporate social responsibility (Ethical Consumer, 2020). Additionally, a lot of people are in phases of life where their focus is split between social activities, work obligations, and possibly family duties, which makes them look for clothes that can be worn in a variety of settings.
These customers are probably psychologically inclined to prioritise community involvement, ethical labour practices, and environmental stewardship. They usually see the clothes they buy as identity markers that can convey both professional skill and ethical consciousness, in addition to being necessity. Heritage & Co. can appeal to people who want to show social responsibility without compromising their sense of style by emphasising sustainability, high-quality materials, and contemporary elegance in their brand narrative (Jobber and Ellis-Chadwick, 2020).
Because many people in this market are dissatisfied with fast fashion's cyclical and disposable nature, their buying habits suggest a need for clothing that lasts. They might be prepared to spend money on items that provide long-lasting quality, elegant design, and the guarantee of a sustainable supply chain. The behavioural factor essentially highlights a readiness to pay more for items that satisfy daily clothing problems and are consistent with personal ideals.
A focused targeting strategy is necessary to concentrate on this clearly defined sector (Kotler and Keller, 2016). Heritage & Co. must refrain from diluting its brand by casting an overly broad net because it has a strong identity in ethical production and a limited but loyal younger consumer group. The marketing team may maximise resources for product creation, advertising message, and channel selection that precisely appeal to the professional demographic of 30 to 45 by using concentrated targeting.
Heritage & Co. is being positioned as "the modern professional's first choice for ethically sourced, style-forward clothing that offers seamless transitions between work and leisure" in this new campaign. This positioning concept combines the practical advantages of pieces that are adaptable, long-lasting, and stylishly appropriate for social events and workplace settings with the emotional benefits of wearing clothing that supports responsible consumption. Heritage & Co. may establish a distinctive and memorable market position by focussing on design innovation, production transparency, and brand storytelling authenticity. The brand story should show how well-selected materials, ethical production methods, and classic shapes come together to create clothing that complements a professional's active lifestyle.
According to Jobber and Ellis-Chadwick (2020), effective positioning frequently blends emotional appeals like aspirational identity or personal expression with logical appeals like product quality, value for money, or ethical considerations. Reasonable considerations for Heritage & Co. include the pieces' adaptability, cost-per-wear value of durable apparel, and sustainability credentials. Showing how wearing these clothes represents a dedication to both professional competence and harmony with progressive values is an emotional factor. The business can win over this group's hearts and minds by combining the two into a unified brand narrative.
This segmentation, targeting, and positioning efforts come together to create a marketing campaign that is tailored to a demographic that is increasingly looking for alternatives in their consumption. To guarantee that the final messaging and product genuinely engage with the intended target, this approach's implementation necessitates a combination of quantitative data (such as income and age ranges) and qualitative insights (such as lifestyle desires and brand perceptions).




IV. Channels Chosen for Marketing Plan
Heritage & Co. will use an integrated mix of channels including a balanced digital presence, strategic influencer collaborations, carefully chosen print opportunities, and experiential events in line with modern consumer habits and the need of exact communication with the 30–45 professional demographic. Reflecting the mixed online–offline character of their lives, this portfolio approach guarantees that marketing efforts reach the intended consumers at several touchpoints.
Direct sales conversion, brand narrative, and product education will all flow mostly via digital platforms. Already a hive for e-commerce, the brand's website will highlight the new collection using top-notch images and videos illustrating several stylistic choices. Given authenticity and openness are fundamental differentiators for Heritage & Co., elements of the site will provide open information regarding sourcing, production techniques, and the brand's environmental pledges. Search engine optimisation (SEO) techniques will be used to make sure professionals looking for "ethical workwear, "sustainable business-casual apparel," or "eco-friendly workplace gear," Heritage & Co. comes across during their web searches (Parsons and Maclaran, 2018).
Social media channels especially LinkedIn and Instagram will help with targeted ads and natural content appealing to professionals. Particularly LinkedIn provides a direct path for those with job aspirations who typically follow corporate pages and thought leaders in ethical business. While pushing activities such comments, shares, and partnerships with industry leaders that support more sustainable workplace dress codes, the marketing team will post material that portrays Heritage & Co. as an authority on environmentally friendly corporate fashion. Instagram, meanwhile, offers a visual stage for showcasing styling ideas, behind-the-scenes peeks at production facilities, and user-generated content including actual consumers in their offices or during social events. Supported posts with pertinent hashtags and alliances with micro-influencers that appeal to the 30–45 target population will increase reach and inspire more significant audience interactions (Deloitte, 2020).
Also carefully chosen will be influencer marketing. Heritage & Co. will work with people known for combining professional life with lifestyle blogging rather than working with just fashion-oriented influencers appealing to younger audiences. Business coaches, eco-entrepreneurs, advocates of sustainable living, or working parents who can really put Heritage & Co.'s clothes into their daily routines could be among these influencers. Maintaining ethical production standards, the aim is to create a story of pragmatism and professional attractiveness proving that the line works successfully for business meetings, networking events and even social dinners. Clear policies and artistic flexibility will be granted to guarantee influencer material feels real rather than forced, a factor crucial for developing trust with a more discriminating audience (Jobber and Ellis-Chadwick, 2020).
While digital marketing will be priority, print media still has value for some kinds of professions. Targeting an older audience, Heritage & Co. can put sponsored content or selective ads in reputable business periodicals and lifestyle magazines. Monthly features in publications like GQ UK, Women's Health, and pertinent Sunday newspaper supplements covering fashion, professional advancement, or modern ethics would be among examples. Print strategies will be modest and finely targeted, with an emphasis on brand-building and reinforcement of brand values instead of on quick conversions (Dibb et al., 2016).
At last, events involving experiential marketing will enhance the personal connection of the brand to consumers. Heritage & Co. can invite local businesses to see the new collection personally by setting up pop-up stores in corporate co-working spaces or business areas like Canary Wharf in London. Small-scale fashion events provide chances to emphasise the brand's dedication to design detail and sustainability, maybe in association with environmentally friendly companies or at industry conferences. Corporate trunk displays, in which samples are delivered to corporate buildings so staff members may peruse during lunch breaks or after-hours, can generate buzz directly in line with the schedules of busy professionals (Kotler and Keller, 2016). Brand reps will tell tales about the factories and artists behind every piece at these occasions, therefore encouraging emotional involvement and brand loyalty. These strategies taken together create a multifarious campaign meant to reach professionals where they spend time online, at the workplace, and in lifestyle centres while constantly reinforcing Heritage & Co.'s market position as a supplier of ethically created stylish clothing.

V. How the Marketing Plan Success Will Be Measured
Heritage & Co. is implementing a marketing plan to target a new demographic of UK professionals. The plan will use both quantitative and qualitative metrics to assess brand performance, customer engagement, and financial outcomes. Quantitative metrics include sales growth, return on marketing investment (ROMI), brand equity metrics, engagement metrics, customer lifetime value (CLV), and sustainability impact. Sales growth will be measured through data collected during the online purchase process or membership sign-ups. ROMI will evaluate the revenue generated relative to campaign spending, while brand equity metrics will confirm the brand's status as the preferred ethical workwear brand among UK professionals. Engagement metrics will be used to gauge the effectiveness of the new message on LinkedIn, Instagram, and pop-up shop interactions. Customer lifetime value (CLV) will be used to determine if the campaign fosters long-term loyalty among the 30–45 demographic. Sustainability impact and corporate social responsibility indicators will be evaluated to maintain the brand's integrity and credibility. Continuous monitoring and analysis will determine if the marketing plan meets or exceeds expectations, allowing Heritage & Co. to celebrate wins, identify shortcomings, and adapt accordingly.
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