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[bookmark: _heading=h.7dq55b66xa4t]Element 1: Brand Extension Poster Presentation 
Appendix A: Poster

Figure A1: Poster
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[bookmark: _heading=h.cmk7n8n2w5nd]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) 
[bookmark: _heading=h.6dgmb1c3rt2k]Segmentation
[bookmark: _heading=h.dxgznezatzpv]Geographic Segmentation
Mulberry also focuses on high-income metropolitan markets such as the UK, Europe, and other big cities such as London, Paris, and New York (Mulberry, 2025). These are highly fashionable areas, which have a high purchasing power and have advanced digital technology usage. These markets have a higher chance of consumers using technology channels, and more so, consumers enjoying technology-enabled services. Moreover, the growing Asian cities are also of interest because they are showing a surge in high-end consumption and online activities (Svidler and Bijune, 2025).
[bookmark: _heading=h.butxk07wwbym]Demographic Segmentation
Demographics show that the target group will be individuals aged between 25 and 45 with average to above-average income levels. With a lot of frequency, these clients are business owners, professionals, and those in creative industries. This segment is financially endowed to purchase costly products, besides expressing a high interest in technology and innovativeness. The younger customers are especially relevant in this market as they are highly influenced by the technological shifts and are more open to digital solutions. 
[bookmark: _heading=h.i8t1jikpc9k0]Psychographic Segmentation
Psychographic segmentation intends to target demographics by emphasising consumer lifestyles, values, and attitudes (Kumar et al. 2025). The identified segment attaches the highest focus to ethical manufacturing processes and is very conscious of sustainability. Such customers are after brands that emphasise a sense of social responsibility, authenticity, and openness. They also value legacy and craftsmanship, which can fit well with the established brand name at Mulberry. This is because they have an amalgamation of traditional values and contemporary desires, which makes them very open to a luxury product that is technology-driven.
[bookmark: _heading=h.nlo1xxan58t6]Behavioural Segmentation
Behavioural segmentation emphasises the way consumers engage with high-end products and services. The target market purchases luxury items quite often and is becoming increasingly drawn to cyclical methods of fashion, such as resale, repairs, and reuse. They prefer companies that explain their sources of goods and the required duration of usage. They prefer digital platforms extensively, such as e-commerce channels and mobile applications. However, the digital tracking, authentication, and repair services have become valued by customers since they extend the life of products and enhance the overall consumer experience (Jensen, 2025).
[bookmark: _heading=h.i6l9dsj9xaqb]Targeting
Mulberry employs a differentiated targeting strategy, as per the segmentation study that targets two key consumer groups. This approach helps the firm in offering a uniform overall strategy and, at the same time, cater for a wide range of consumer needs (Nashiroh et al. 2024). The main target market will be the young professionals aged over 25-40. They largely depend on their smartphones in carrying out trade and communication, and have a strong presence on the internet. The second target group will be the rich people aged 35-50. Product quality, workmanship, and heritage are the main focuses of this group. In spite of their likely lag in adopting new technology compared to younger customers, they are appreciating the worth of digital services, especially those that enhance the longevity and usability of products.
[bookmark: _heading=h.ug8yqr7lxmd1]Differentiation
Mulberry will make its brand extension unique by adding technology, sustainability and accessibility into the brand value chain. The brand will be able to differentiate itself in this competitive luxury apparel industry due to this synergy. Among the primary distinguishing features is digital craftsmanship, the ornamentation of traditional leather workmanship with the help of digital tools (Varisco et al. 2025). Mulberry has also come up with a special product that attracts the new generation of consumers without corrupting its essence by sharing the old with the new. Product life cycle transparency is another aspect that is of significance (Ospital et al. 2023). Consumers can trace the origin, the manufacturing process, and the history of their products with the help of QR codes or NFC technologies. Differentiation is enhanced by the inclusion of concepts of the circular economy (Souza-Piao et al. 2023). The repair, resale, and exchange tool of Mulberry contributes to extending the lifetime of its brand and promoting the idea of responsible consumption.
[bookmark: _heading=h.kqirzjeo76vi]Positioning

Figure 1: Positioning map
(Source: Self-made)
Mulberry represents its brand extension as a sustainable, luxury brand, which provides personalised and transparent fashion experiences through the fusion of modernised technology with classicality, digital focus, and breakthrough technology. In the positioning plan, three key elements are focused on. Firstly, the adoption of modern digital technologies allows for further customisation and interaction with customers, which puts emphasis on innovation (Aithal, 2023). Second, the brand has a high priority on ethical production and circular economy use, therefore making sustainability the priority of its identity. Third, legacy remains a personality feature and safeguards the long-standing reputation of Mulberry for quality and craftsmanship (Shukla and Mukherjee, 2025). Mulberry has been able to create a distinction with its competitors by blending these elements without a confused brand image. As the luxury products business is constantly evolving, and the customers are becoming more aware of the need to be creative and responsible, the brand can retain its competitiveness.

[bookmark: _heading=h.1253y4i8vde9]Element 3: Marketing Mix (7Ps) 
While the 7Ps comprise price, location, promotion, product, processes, physical evidence, and people, the marketing mix approach concentrates mainly on integrating different facets of marketing (Ghabban, 2025).

Figure 2: Marketing Mix (7Ps)
(Source: Ghabban, 2025)
[bookmark: _heading=h.i35o531j1qeo]Product
The Mulberry Smart Luxury Platform is a symbolic representation of the strategic change experienced by Mulberry in shifting its focus from a traditional luxury brand, focused on goods, to one focused on a technology-enabled service-based environment. Also, there will be the introduction of the use of QR/NFC-based identification and tracking to create some form of transparency about the origins of a product, materials used and the lifespan of the product, which dispel the increasing fears about authenticity in the luxury market. The platform will also offer repair and resale services and exchange services as part of the tenets of the circular economy to increase the life of products. Theoretically, this strategy is consistent with a service dominant logic (SDL), where the value is co-created with the consumers through interactive-based contacts and service-based contacts (Barrios et al. 2023). Thus, the product approach provides a complete, technology-driven, luxurious experience without real objects, which increases brand value and client loyalty.

Figure 3: SDL
(Source: Barrios et al. 2023)
[bookmark: _heading=h.riwat8iepa81]Price
Mulberry will employ a performance strategy that elicits the virtue of a certain level of worth in the performance of its operations, though it remains in the cheap luxury market. Physical products like handbags and accessories still fetch a high price to maintain the luxurious perception of the brand. Nevertheless, the added value of the digital services offers new pricing capabilities. In addition to this, the platform will have a form of subscription-based model of high-quality services such as custom styling, exclusive content, and lifecycle tracking. Strategically, this has aligned with the perceived value theory, which assumes that consumers will be willing to pay an extra price to receive high value, which includes convenience, customisation, and sustainability (Suphasomboon and Vassanadumrongdee, 2022). 

Figure 4: Perceived value theory
(Source Suphasomboon and Vassanadumrongdee, 2022)
[bookmark: _heading=h.v8sha6nx1bwx]Place
The distribution strategy of the Mulberry Smart Luxury Platform is based on the omnichannel strategy, which guarantees seamless transition between real and digital touchpoints. The physical stores that Mulberry has are crucial in providing the tangible luxury, as the clients have an opportunity to feel and view the craftsmanship, as well as get customised service. As stated in the omnichannel theory, seamless integration increases client satisfaction, establishes brand loyalty, and elevates sales opportunities (Tanaka, 2025). Therefore, the omnichannel strategy aligns with the current trends of retailing in which consumers desire uniformity and flexibility in several channels.
[bookmark: _heading=h.5mb402nwn8zh]Promotion
In the brand extension, the marketing plan emphasises integrated marketing communications (IMC), digital, and experiential marketing to reach the target consumers effectively. Mulberry also presents its products, highlights its customisation options, and advertises its environment-related activities through social media platforms such as Instagram and TikTok. The venues are especially apt with younger consumers who are digitally active. However, influencer marketing is a necessity that many eco-friendly apparel companies must take into account because it can potentially contribute to brand awareness, increased customer purchases, and the attraction of new clients who believe in the same values as the brand (Chaturvedi and Chatterjee, 2025). In addition, the process of storytelling is presented as one of the major marketing methods, emphasising the history of Mulberry, its craftsmanship, and its environmental policy. 
[bookmark: _heading=h.5vgk8xi1br48]People
People form an important part of the service marketing mix, especially in a luxury brand, as in the case of Mulberry, where the consumer experience is central. The Smart Luxury Platform will be successful because of the synergy of the professional craftsmen, technology professionals and customer care people. Customer service teams are also essential since they would be interacting with customers directly and creating an idea of the company in their minds. Such employees desire to be trained on how to have an online response and traditional luxury service expectations to deliver a streamlined and personalised experience. Due to the theoretical approach to service marketing, it is evident that the behaviour of employees, as well as the level of skills, is the most important when it comes to brand image and customer satisfaction (Sah et al. 2025). Mulberry will thus have to invest in training and development programs to impart such skills to the employees to help them provide high-quality services.
[bookmark: _heading=h.41hy9l1o08sh]Process
The process component focuses on systems and processes that make efficient delivery of services possible. The process of the Mulberry Smart Luxury Platform is supposed to be customer-centric, seamless, and technology-driven. Moreover, it can be stated that enhancing the effectiveness of the repair and resale operations is the platform, thus enabling consumers be able to easily extend the lifetime of their products. Considering that, real-time tracking of products will be allowed for consumers to follow their orders. In addition to this, digital integration and automation may increase accuracy and efficiency by decreasing operating costs, shortening processing time, and making processes simpler (Ojika et al. 2022). Hence, a strategically deliberate process improves the efficiency of operations, besides customer satisfaction and thus, Mulberry relies on technology to ensure that its processes are dynamic and can be scaled according to the market needs.
[bookmark: _heading=h.67oy1i41103m]Physical Evidence
Physical evidence is indispensable in the luxury industry, where material cues impact the perceptions of customers towards a firm in a major way. Mulberry is high-end oriented, and this trend is reflected in its brick-and-mortar outlets, which feature grand interiors, premium materials, and an emphasis on craftsmanship. Other than physical locations, a significant characteristic of physical evidence is packaging. Besides amplifying the unboxing experience, environmentally friendly and high-quality packaging will send information to the customer about the brand in terms of its environmentally conscious nature. According to service marketing theory, physical evidence gives tangible evidence of the quality of the service and assists in decreasing the perceived risk (Zhou et al. 2024). Moreover, the online interface of the Smart Luxury Platform provides tangible proof in the context of services.

[bookmark: _heading=h.gt9hnw15ydgf]Element 4: Reflection
According to the Experiential Learning Theory offered by Kolb, it is known that learning is a continuous process which relies on experience and has four stages: experience, observation, abstract conceptualisation, and practical experimentation (Devi and Thendral, 2023).

Figure 5: Kolb's Experiential Learning Theory
(Source: Devi and Thendral, 2023)
Concrete Experience
Setting up the brand extension of Mulberry provided the opportunity to practice theoretical knowledge of marketing in a business setting. The objective was to develop a technology-based approach that was in line with the long history of Mulberry as a luxury brand. This implied the addition of artificial intelligence customisation and tracking of products to the business plan, which had, to a large extent, dwelt on artisan talent. In addition, the poster presentation was required to be created, making complex strategic notions simple and making them aesthetically attractive. This experience has made me more proficient in my ability to articulate important marketing theories in simple and succinct form over a small amount of time, thus developing important professional skills.
Reflective Observation
Notable benefits and drawbacks I observed in the process of the course are that the introduction of technology into a traditional luxury brand has advantages and disadvantages. However, striking a balance between discovery and tradition was among the biggest problems. In order to incorporate digital elements into the brand identity of Mulberry, which is largely founded on the principle of authenticity and craftsmanship, the importance of preplanning was required in order not to affect its integrity. Additionally, I understood that contemporary consumers gradually demand that the latter resort to digital solutions, hence technological integration can become the necessary measure of maintaining a competitive edge. The need to make a poster instead of a full presentation also stressed the need for visual communication and the ranking of information. 
Abstract Conceptualisation
This project significantly enhanced my knowledge of major concepts in marketing and their application. Particularly, I learned more about the concept of brand expansion by Sohail (2023) and the determination that comes as a result of applying an already existing brand equity to create a growth strategy. The STP framework was useful as it enabled me to identify and assess the most important client groups and create a targeted marketing plan. However, the use of the 7Ps marketing mix in a digital context, as per Jain et al. (2022), further helped me learn how to apply the conventional marketing set-ups in updated, technology-intensive scenarios. 
Active Experimentation
I would also take a few changes in the way I would do such tasks in the future. In order to make my investigation more thorough and credible, I would initially provide more concrete data and cases in the industry. This would help in having an evidence-based decision-making process. Second, to make my poster more effective and concise, I would employ recent digital applications like visualisation software and PowerPoint. In addition, I would also perform a more detailed competitor analysis in order to build a better understanding of the market trends and find additional areas of differentiation.
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