[image: University of Wales Trinity Saint David launches new digital healthcare  course - Digital Health and Care Wales]


Programme: Master of Business Administration
Module: Marketing Management
Module code: LCMB7024
Title: Assessment component 2: M&S - Mini Marks
Word count:  2500
Lecturer: Dian Mayasari (Birmingham)
Student Name: Bansi Naranbhai Vastarpara
Student ID: 2508499
Submission Date- 19th of November 2025


Table of Contents
Element 1: STDP Analysis	3
1.1 Introduction to M&S	3
1.2 New Brand Concept: Mini Marks	3
1.3 Market Segmentation	4
1.4 Target Market Selection	4
1.5 Differentiation Strategy	5
1.6 Positioning	5
Element 2: Marketing Mix (7Ps)	6
2.1 Product	6
2.2 Price	6
2.3 Place	7
2.4 Promotion	7
2.5 People	8
2.6 Process	8
2.7 Physical Evidence	8
Element 3: Marketing Strategy Pitch Summary	10
Element 4: Reflection	12
4.1 Introduction to Reflection	12
4.2 Learning from Creating the Brand Concept	12
4.3 Learning from Building the Marketing Strategy	13
4.4 Experience Preparing & Delivering the Pitch	13
4.5 Future Improvements	14
Reference	15



[bookmark: _Toc214390600]Element 1: STDP Analysis

[bookmark: _Toc214390601]1.1 Introduction to M&S
Marks & Spencer (M&S) is one of the oldest and most trusted stores in the UK. It was founded in 1884 and is known for its long history of focusing on quality, innovation, and customer service. Over the last hundred years, the company has changed from a regular high-street store to a modern brand that sells food, clothes, and home goods in many different ways. Marks & Spencer has put a lot of strategic focus on sustainability, ethical sourcing, and family-friendly value propositions in the past few years. For example, its Plan A program aims to reduce environmental impact and encourage responsible consumption (Marks & Spencer Group plc, 2024).

The brand has a good reputation in the market, a lot of stores, an efficient supply chain, and good relationships with customers, which makes it a good candidate to move into the children food and lifestyle market. M&S is in a good position to use its strengths to come up with new products that meet the needs of today's parents as more and more people want healthier, more environmentally friendly, and more convenient products. In this strategic context, M&S is a great parent company for the proposed Mini Marks brand extension.

[bookmark: _Toc214390602]1.2 New Brand Concept: Mini Marks
Mini Marks Growing Happy Little Movements is a new M&S sub-brand for children ages 2 to 10 and their parents. The range will include organic, comfortable clothes that are safe for children to play in, healthy snacks made with natural ingredients (designed by child nutrition experts), packaging and materials that are good for the environment, and easy ways to buy them through bundled packs and online subscriptions. The goal of the offering is to combine healthy eating, convenience, and lifestyle elements in response to parents' requests for reliable brands that deliver on all fronts. Research shows that the home and food environments shape the snacking habits of children and teens. This means that a brand that promotes healthy eating habits early on could have a strategic advantage (Gallagher-Squires et al., 2023). Also, M&S's sustainability credentials and supply chain make it possible for this brand to meet the growing demand for green products and ethical packaging. (Morgan, E. 2022).

[bookmark: _Toc214390603]1.3 Market Segmentation
Segmenting the market for Mini Marks includes:

· Demographic: Parents aged 25-45 with children aged 2-10, dual-income households, middle to upper-middle income brackets.
· Psychographic: Health- and environment-conscious parents who value convenience, premium quality, and ethical credentials; children who enjoy playful, fun brands.
· Behavioural: Families that purchase premium groceries/snacks, subscribe to bundles or home-delivery services, avoid ultra-processed foods and look for trusted brands. Literature indicates that children’s snack preferences are influenced by packaging cues and home food environment. (Lythgoe, A., Roberts, C., Madden, A.M. and Rennie, K.L. 2013).
· Geographic: Urban and suburban UK households, especially those within commuting distance of M&S stores or with online delivery capability.

Through this segmentation, Mini Marks can tailor its product features (organic materials, educational toys, snack kits) and distribution methods (subscription + retail).

[bookmark: _Toc214390604]1.4 Target Market Selection
The segmentation analysis shows that the main target market for Mini Marks is parents aged 25 to 45 who live in cities and suburbs, have children aged 2 to 10, and are actively looking for healthier and more sustainable lifestyle products. This group usually consists of families with two incomes who have to balance work and childcare, which makes them want services that are easy to use, save time, and are of high quality. They are also more likely to like high-end brands that fit with their beliefs about nutrition, early childhood development, and taking care of the environment.

Studies show that parents have a big impact on how children eat in the long run, and that the home environment affects how children eat and what foods they like (Gallagher-Squires et al. (2023). So, parents in this group are very open to products that are approved by nutritionists and help people make good habits. Mini Marks meets these needs by using natural ingredients, eco-friendly packaging, and educational inserts that help children learn and make healthier food connections.

This target segment also places strong value on ease of purchase, preferring online shopping, click-and-collect and subscription models that reduce everyday decision fatigue. By focusing strategically on this well-defined parental group, Mini Marks can deliver a compelling value proposition that supports both functional needs (nutrition, convenience) and emotional needs (trust, responsibility, healthy childhoods).

[bookmark: _Toc214390605]1.5 Differentiation Strategy
Mini Marks differentiates itself in four key ways:

1. Quality & trust: Backed by M&S’s premium brand reputation and focus on food safety/quality. 
2. Sustainability: Use of organic materials, eco-friendly packaging, and ethical supply chain credentials (building on M&S Plan A). 
3. Convenience & subscription-based model: Bundled products + online subscriptions ease purchase for busy parents a less common offering in the children snack and lifestyle space.
4. Holistic lifestyle integration: Combining clothing, snacks and educational play solutions creates a distinctive brand offering beyond simple snack lines.

[bookmark: _Toc214390606]1.6 Positioning
Positioning statement: For urban, time-constrained parents aged 25-45 seeking premium and sustainable solutions, Mini Marks offers high-quality, fun and convenient children’s products that support healthy childhoods unlike generic snack brands, it leverages M&S’s trusted heritage and sustainable credentials.

A perceptual map (see Appendix B) will place Mini Marks high on both ‘quality/trust’ and ‘health & sustainability’, distinguishing it from mass snack brands (low health/trust) and premium designer children clothing (high cost but less nutrition focus).

[bookmark: _Toc214390607]Element 2: Marketing Mix (7Ps) 

[bookmark: _Toc214390608]2.1 Product
Mini Marks' product strategy is to offer a mix of high-quality, eco-friendly, and child-friendly items that meet the nutritional and lifestyle needs of children ages 2 to 10. Child nutritionists check its healthy snack range to make sure it has balanced, age-appropriate nutrition. The snacks are made with natural, minimally processed ingredients. The organic clothing line is made of breathable, long-lasting fabrics that are made for play and growth, which is what parents want in terms of comfort and sustainability. Mini Marks also includes educational inserts and small learning toys in some of its product packs to help children support learning through play and make healthier snack choices. The brand's packaging is made of eco-friendly, recyclable materials, which supports M&S's larger goals for sustainability.

This hybrid product design is in line with modern marketing ideas, which say that product value is a mix of functional benefits, emotional engagement, sustainability features, and user experience. This is a key idea in Constantinides' (n.d.) new look at the marketing mix for the 21st century. Constantinides (n.d.)

[bookmark: _Toc214390609]2.2 Price 
Mini Marks uses a pricing model that is both cheap and high-end. The products are of higher quality (organic fabrics, ingredients checked by a nutritionist, and eco-friendly packaging), but the prices are set to be affordable for parents aged 25 to 45 who are willing to pay more for quality but still want to save money. The strategy also includes bundle discount packs (like a snack, toy, and clothing set) that make parents feel like they're getting more for their money. Also, the subscription model (weekly or monthly) offers a lower price per unit than one-time purchases, which encourages customers to stay loyal and brings in recurring revenue. This tiered pricing model takes advantage of how people act: subscriptions lower mental stress and increase lifetime value, a strategy that has been shown to work in many modern consumer goods markets.

[bookmark: _Toc214390610]2.3 Place
Mini Marks reaches its customers in two ways: (1) through its physical stores, which take advantage of the retailer's wide reach and trusted environment; and (2) through its digital channel, which includes an e-commerce platform and mobile app where customers can subscribe to curated bundles and manage deliveries. The subscription delivery service makes things easier for busy parents by getting rid of the hassle of going to the store over and over. This mix of retail and subscription helps the brand position itself as both high-end and accessible, and it also helps the business create direct relationships with customers that make it easier to collect and personalize customer data over time.

[bookmark: _Toc214390611]2.4 Promotion
The promotion for Mini Marks highlights trust, education, and emotional engagement. A digital marketing effort using social media platforms (Instagram, Facebook, parenting blogs) will emphasize product quality, sustainability, and developmental advantages. Parent influencers or micro-influencers, such as parenting influencers, will be enlisted to convey unboxing experiences, snack-time narratives, and the integration of Mini Marks into authentic family life. Mini Marks intends to establish collaborations with educational institutions and childcare facilities by providing complimentary sample packs or informative workshops on nutritious eating, thereby fostering trust and generating word-of-mouth among the community. Loyalty programs (e.g., "Mini Marks Club") and referral rewards will promote repeat purchases. Printing in-store materials such as posters, shelf-talkers, eco-friendly packaging messages, and seasonal promotions (e.g., “Back to School Healthy Box”) will further solidify the brand’s values. This cohesive communication strategy corresponds with the service marketing mix, emphasizing emotional, educational, and relational components (Zulkifli, 2022).
[bookmark: _Toc214390612]2.5 People
The People aspect is highly critical for getting Mini Marks' value proposition across because the brand needs to have trusted specialists and customer-facing assistance to be credible. To begin with, Mini Marks works with food and nutrition experts to help them produce snacks and verify how healthy they are. Parents are more likely to trust these specialists when they are in the spotlight for their work in packaging and digital communication. Second, customer support workers in stores and online need to know how to aid parents with subscriptions, bundle packs, and health information for children. Third, M&S store staff are particularly crucial for spreading the word about the brand's ideals of sustainability, showing off sample products, and helping customers decide what to buy.

Constantinides (n.d.) says that in modern marketing, people are more than just delivery people; they are also strategic value creators who have a huge effect on how customers feel about a brand, how happy they are with it, and how they see it overall.

[bookmark: _Toc214390613]2.6 Process
The process through which customers experience Mini Marks is designed to be seamless, transparent, and efficient. Parents can sign up via a mobile app or website, choose their box type (clothing, snacks, or mixed), select their delivery frequency (weekly or monthly), and personalise their bundle. Orders are confirmed via email / app, and each delivery comes in eco-friendly packaging with clear recycling or reuse instructions. Subscription management (pausing, skipping, changing box) is made simple to reduce barriers. Internally, the company ensures food safety by coordinating with M&S’s existing supply chain standards, and quality checks are implemented at each packing canter. By streamlining the customer journey, Mini Marks aligns with service theory which emphasises that process design is crucial to the perceived quality (Zulkifli, 2022).

[bookmark: _Toc214390614]2.7 Physical Evidence
Physical evidence plays a crucial role in shaping how parents perceive the Mini Marks brand, especially because it combines both tangible products and service-based elements such as subscriptions. The brand uses eco-friendly packaging, soft pastel colours, child-friendly illustrations and clear sustainability icons to convey trust, safety and environmental responsibility. Snack boxes and clothing packaging include educational inserts, reinforcing Mini Marks’ learning-through-play identity. In M&S stores, dedicated Mini Marks display stands, signage and sample areas help parents experience the brand’s values physically. For subscription customers, goods arrive in branded recyclable or reusable delivery boxes, ensuring consistency and reinforcing quality.

This aligns with Constantinides’ (n.d.) argument that physical cues are essential in reducing perceived risk and enhancing customer experience, especially in hybrid product-service offerings.



[bookmark: _Toc214390615]Element 3: Marketing Strategy Pitch Summary

Mini Marks Growing Happy Little Movements is a new M&S brand for children that focuses on lifestyle and nutrition. It was created to help parents find healthy, convenient, and trustworthy products that fit into their busy family schedules. Parents are more and more looking for healthy, minimally processed snacks and everyday items that are good for the environment for their children. This is because people are becoming more aware of health issues and worried about the effects of ultra-processed foods on young children (Gallagher-Squires et al., 2023). To fix this, Mini Marks offers snacks approved by nutritionists, organic clothes that are suitable for active play, and educational inserts that help children cognitive and emotional growth.

The brand's value proposition focuses on quality, sustainability, and convenience. This fits with trends that show parents prefer brands that use ethical practices and offer health benefits (Morgan, 2022). Subscription bundles sent through M&S's current digital ecosystem make the service even easier to use. This is in line with other research that shows that subscription models improve the customer experience by making it easier to make decisions and making the service seem more valuable (Fraser et al., 2023).

Mini Marks wants to be seen as a trusted partner in childhood development. This is backed up by M&S's strong brand history and commitment to sustainability (Marks & Spencer Group plc, 2025).

Call to Action: Join the Mini Marks Movement where little adventures are made easy, healthier and more joyful.
[image: ]
[bookmark: _Toc214390616]Element 4: Reflection
Using Gibbs’ Reflective Cycle (1988)

[bookmark: _Toc214390617]4.1 Introduction to Reflection
This reflection employs Gibbs’ Reflective Cycle (1988) to analyse my learning and development during the creation of the Mini Marks brand, the formulation of the strategic marketing plan, and the preparation of the final pitch presentation. Gibbs' model is suitable for Level 7 study as it provides a structured and systematic framework for evaluating experiences, promoting a more profound analysis of actions, emotions, and outcomes instead of superficial descriptions. This fosters the cultivation of professional judgment and critical thinking, both of which are indispensable for advanced academic pursuits and practical managerial decision-making.

Reflective practice is acknowledged as an essential element of postgraduate education, as it assists students in recognizing their strengths, weaknesses, and opportunities for further development. Jasper (2013) contends that reflection is essential for converting experience into significant learning, facilitating individuals to enhance self-awareness, intentionality, and professional competence. Using this model lets me think critically about how well I did on this project and how I can improve my work in the future.

[bookmark: _Toc214390618]4.2 Learning from Creating the Brand Concept
Creating the Mini Marks brand concept helped me understand a lot more about how new product ideas need to be based on what people want, what the company can do, and what's happening in society. I learned that to make a successful brand, you need to find a real problem that consumers have. In this case, parents need safe, healthy, and easy-to-use products for their children. Reading academic articles about children nutrition and how parents act helped me understand how important early food environments are (Gallagher-Squires et al., 2023), which made the brand's case stronger.

Reading about sustainability also helped me decide to use eco-friendly materials and source them ethically, which is in line with research that shows that modern consumers expect more sustainable value propositions (Morgan, 2015). In general, this process helped me get better at combining creativity with logical reasoning based on facts. This made sure that the brand idea was not only appealing but also strategically sound.

[bookmark: _Toc214390619]4.3 Learning from Building the Marketing Strategy
Developing the STDP model and 7Ps strategy strengthened my analytical skills and ability to apply marketing frameworks critically. I learned how segmentation must move beyond simple demographics and incorporate psychographic and behavioural insights to create actionable target profiles. Academic research on parents’ food purchasing behaviours (Lythgoe, 2013) helped me refine the target market for Mini Marks.

Additionally, applying the 7Ps demonstrated the importance of designing an integrated strategy where product quality, pricing logic, distribution, people and processes all reinforce the brand promise. Constantinides (n.d.) emphasises that modern marketing mix elements must create holistic value experiences rather than isolated tactical decisions. This helped me understand how to ensure alignment between sustainability, nutrition, convenience and customer experience. The strategy-building process enhanced my capability to connect theory with practical brand development.

[bookmark: _Toc214390620]4.4 Experience Preparing & Delivering the Pitch
Crafting the pitch enabled me to refine my succinct communication abilities and convert intricate strategic concepts into a compelling narrative. I acquired the ability to express the brand's value in a manner that emotionally and rationally connects with parents. Research indicates that storytelling and emotional framing enhance persuasiveness in marketing communication (Escalas, 2004), which I implemented by emphasizing “healthy, joyful childhoods” as a central message. Presenting the pitch enhanced my confidence; nonetheless, I acknowledged the necessity to further hone my timing and visual storytelling skills to maintain the audience's complete engagement.

[bookmark: _Toc214390621]4.5 Future Improvements
In future work, I aim to improve the depth of competitor benchmarking and incorporate more quantitative data to strengthen strategic justification. I also plan to develop stronger visual communication skills, as academic literature suggests that effective design enhances message retention and emotional impact (Phillips & McQuarrie, 2010).
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M&S -MINI MARKS

GROWING HAPPY LITTLE MOVEMENTS

THE PROBLEM

» Busy parents struggle to find
healthy, balanced, and convenient
kids’s meals that their children
actually enjoy.

 Most supermarket snacks are
processed and high in sugar, while ;Q‘ [ o
healthy options lack fun or
engagement.

UNIQUE VALUE PROPOSITION

Mini Marks provides families with high-quality, sustainable, and convenient products that support healthy and joyful childhoods.

* OURPROMISE:

* Healthy snacks made with natural ingredients, approved by child nutrition experts.

* Sustainable materials and packaging used across all product ranges.

* Quick and easy shopping through curated bundle packs and online subscriptions.

MARKETING STRATEGY (7PS SUMMARY)

Product: Healthy snacks & meals with learning

toys; fun, eco-friendly packaging. People: Trained nutrition

Price: advisors,family-oriented

Affordable premium; family bundles& customer support.

subscription discounts. Process: Easy ordering, weekly deliveries,
Place: M&S stores, online orders, and home feedback-based meal personalization.
delivery app. Physical Evidence:

Promotion: Social media campaigns, Branded packaging with kids' _
influencers (parent bloggers), school games, eco logos, and M&S quality seal.

partnerships.

CUSTOMER VALUE & IMPACT

'\/

=0 \’

* Builds healthy eating habits early. \/%] w f;\s
* Saves parents time while ensuring nutrition and joy. S v"‘ ' '

* Supports sustainable, ethical food sourcing.
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