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[bookmark: _lsm1839w3ghp][bookmark: _Toc236412873]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP)
[bookmark: _Toc236412874]2.1 Key market segments
Identification of the right market for the organisation is essential. It ensures that the Superdry for its new product category Superdry Circular can successfully strengthen the brand position in the market.
	Segmentation
	Targeting
	Positioning

	Geographic
Urban centres
Regions with strong fashion-forward cultures
Regions with high disposable income

Demographic
Age: 22–35
Income: Middle to upper-middle class
Occupation: Tech, finance, creative industries, consulting

Psychographic
Lifestyle: Ambitious, career-driven
Values: Balance between professionalism and individuality.
Personality: seeking authenticity and modernity.
High conscious of market trends
Strong brand and market awareness

Behavioural
Usage: smart casual
Looking for hybrid office wear
Loyalty: attracted to unique identity, high quality, sustainable fashion
Benefits: premium quality, global brand recognition and Stylish yet functional clothing
 
	Young professionals who value versatility
Seek premium casual wear to reflect their individuality and ambition
Digitally tech savvy customer
Engage in social and e-commerce platforms
	The go-to brand option for ambitious young professionals who prefer to wear modern style with effortless functionality


Table 1: STP model
The above table identifies that the company segmented the customer into four divisions to generate an effective positioning strategy. The main motto of the company is to target young professionals who live in metropolitan cities and are highly focused on their careers.
[bookmark: _Toc236412875]2.2 Explanation of chosen target audience
Young professionals have a high interest in the current market trend and stylish fashion segments. The age range of 22-35 typically refers to the early stage of a career, where the customer group creates demand for creative solutions. This group is highly career-driven, ambitious and socially active, which helps to complement social media marketing (Hu et al., 2025). This target audience balances professional responsibility with a vibrant lifestyle, which creates high demand for the premium quality style modern fashion items in the market. This group is highly conscious about current social events, environmental contribution and impact. Middle to upper middle-income group spend on casual to premium wear, which ensures the expansion of the Superdry company.
[image: Sustainable Fashion Market Growth Analysis]
Figure 1: Fashion Market suitability and demand over years among customers
(Source: Market US, 2026)
Rationale -   Urban population are the main trendsetter in the global fashion market. Targeting this group helps the organisation to design trendy items which ensure stable sales growth. Middle- to upper-income groups value individuality and create demand for modern items which value their personality. The purchasing power of this group in the city region is high, which ensures that the company can boost the sales stream (Zahran, 2025). Lifestyle patterns of this group demand hybrid fashion which meet the product design of the company.
[bookmark: _Toc236412876]2.3 Differentiation
Design - The fashion industry is highly competitive in nature; to develop a strong brand position in this market, it is essential for the organisation to prioritise design and quality. Fusion design is currently preferred by young consumers. Considering this point, Superdry can blend product design to create smart casual hybrid items, which are helpful in social and office life. Superdry is mainly criticised for quality and fabrics, which require special attention at this time. Considering the concern raised by the customer regarding fabrics, the company will use high quality fabrics which last long (Li and Tang, 2023). Durability and premium fabrics ensure that it can develop strong brand loyalty in the market.
Sustainability focus – Currently, the target customer is highly conscious about the social and environmental impact. For this reason, it is important for the organisation to engage in sustainable practices. Superdry can differentiate the brand position by investing in Eco friendly collection. As per, Rehman and Al-Ghazali (2022) to add value in the business function, prioritising a sustainable strategy is a highly effective decision. Through a transparent supply chain, Superdry can build trust among the customers. Aligning organisational value with socially conscious activity helps the organisation to maintain healthy relationships with customers. Circular economic practice develops a positive brand image in the market. It will spread that the company follow a responsible consumption pattern to protect the nature. 
Digital engagement – Competitors are highly active in the digital platform, which helps the company to connect with customers easily. Based on this factor, Superdry can leverage a personalisation strategy. Influencer collaboration builds a strong digital connection with UK customers compared to traditional luxury branding strategy.
Lifestyle branding – A major number of fashion hub emphasis on the fashion trends. Fashion followers. Instead of this, Superdry can try a lifestyle branding strategy. Developing lifestyle identity in the market makes the company a highly attractive option for the young professional (Castillo-Abdul, Bonilla-del-Río and Núñez-Barriopedro, 2021).
[bookmark: _Toc236412877]2.4 Positioning strategy
Superdry can position the brand by empathising on casual wear.  British tailoring combined with Japanese graphics helps customers to connect with traditional fashions. High quality fusion brand items can help the customer connect with a busy lifestyle. Unique aesthetic products offered by the company highlight the identity of individuals from others. Continued discounts on newly launched fusion products help the company to protect the brand equity and stabilise the gross margin.


[bookmark: _Toc236412878]Element 3: Marketing Mix 
[bookmark: _5pry4c6sj40v][bookmark: _Toc236412879]3.1 Introduction
Marketing mix is a marketing strategy where the different elements required for developing the marketing planning of an organisation are considered. In this context, the 4P marketing strategy is used because it covers every aspect, including packaging, for the brand extension of Superdry. The four elements of this strategy are: product, price, place and promotion.

Figure 2: Marketing mix 4P analysis
(Source: self-developed and idea taken from Earley, 2022)
[bookmark: _8qu4kp2gyitj][bookmark: _Toc236412880]3.2 Critically discussed 4P elements of the marketing mix 
Product 
Product strategy: Superdry's brand extension strategy, Superdry Circular, is related to the introduction of the resale and repairing strategy and using recycled and organic materials to produce the clothes. This introduction of the circular economy strategy will reduce consumption, and the brand extension promotes circular fashion models (Earley, 2022). The introduction of the repair and reselling strategy will encourage customers to return used clothes and recycle and repair any damaged products for increasing product life cycle. 
[image: ]
Figure 3: New Logo of the sustainable product line of Superdry 
(Source: self-developed) 
Aligning with brand extension: The strategy also supports the aim of Superdry to position their brand as a sustainable fashion brand to align with the current demand of the consumers. Among Gen Z customers, the demand for suitable fashion is high, and they can also pay extra for suitable products due to their environmental awareness (Ge, 2024). It also provides competitive advantages for the brand, and the brand extension strategy also provides after-sales service, which adds more value and improves customer relationships. 
Justification: The product strategy chosen for the brand extension product development strategy is because the organisation modified its existing products or introduced new services in its existing markets to enhance growth (Bicho et al., 2023). They have a strong customer base, and their target customers are Gen Z customers. The launch of repair and resale, a circular model and using organic material and recycled products to rebrand it as a sustainable brand. However, it will need to invest more in its R&D. 
Price 
Strategy: The organisation is introducing the value-based pricing strategy, where for the superior and sustainable fashion products, the value is added, which reflects on their pricing. Sustainable products have premium pricing and also receive additional value for the repairing and reselling opportunities (Helmold, 2022). The pricing is also related to loyalty rewards, reduces the membership cost of customers, and attracts repeat customers. 
Aligning with branding: The pricing strategy is also aligned with brand extension by showing that the premium pricing for the sustainable products and the circular system can add value to the environment and society. The eco-conscious young customers choose the sustainable, durable and ethical sourced products with the repairing and reselling opportunity with premium pricing.
Justification: Kotler's value-based pricing strategy is used because it focuses on setting a pricing based on the value of the product or service (Iliemena-Ifeanyi et al., 2025). Superdry can use this strategy in their brand extension because it is positioned in the premium casual segment, so through Superdry Circular, they can justify their premium pricing for high-quality sustainable products and improve their sustainable brand identity. However, it may face challenges in developing countries like India, where competition is very high. 
Place
Strategy: The organization will be used omnichannel distribution strategy for the new branding and will use retail store distribution as well as e-commerce platforms through their own website for distribution of products. They also have a digital marketplace for repairing and reselling (Li, 2024). Also, their existing stores will be used as a collection point and return point. The omnichannel facility will improve convenience and enable participation in the circular initiative for their customers. 
Aligning with branding: The place strategy is aligned with the current brand extension strategy because, through omnichannel distribution, consumers can get the service of recycling, repairing or reselling from the stores as well as online. It also helps to position the brand as a sustainable brand and improve customer engagement. Integration of offline and online facilities also enhances customer experiences and encourages reverse logistics. 
Justification: The strategy is justified because the omnichannel strategy integrates the customer touchpoints, and it gives a unique customer experience. It will provide sustainable experiences with convenience by providing flexible use of online and offline channels (Akahome, 2026). The strategy is the most suitable to encourage the circular fashion ecosystem.
Promotion 
Strategy: Superdry Circular will be promoted using integrated marketing communications, where sustainability, transparency and community engagement are key to communication. Some of these promotional activities will involve creating social media campaigns, collaborating with influencers and brand advocates, assigning stories to the environment, user-generated content or videos about the care of a garment, reports on sustainability and loyalty programs that offer rewards to customers who recycle or purchase for sustainability (Zhao et al., 2022). Digital campaigns engage consumers, while communicating measurable environmental outcomes to boost their confidence, including a reduction in textile waste and carbon emissions.
Aligning with branding: This will contribute directly to the sustainable brand extension through consumer education on circular fashion and supporting consumers' behaviour to accept responsible use of the brand. Through the social media campaigning, the consumers and also the investors will be aware of the sustainability approach of the organisation. 
Justification: Using Integrated Marketing Communications (IMC) is the most suitable for brand extension. Consistent messages are sent over all communication channels through IMC, which helps to build and create stronger brand awareness and credibility (Hayatuki et al., 2026). Superdry can build trust, win trust and build a brand that is considered a sustainable fashion brand by sending one message across all social media, retail stores, digital platforms and PR; it fosters strengthened trust and better customer perception of the brand. However, it will have a huge cost and complexity in marketing. 
[bookmark: _14xp8a9bsz3h][bookmark: _Toc236412881]3.3 Conclusion 
The Superdry Circular strategy is the brand extension of the Superdry organisation towards sustainability. In this respect, the sustainable-sourced products development and repairing, reselling and recycling of the products will be adopted. Then, for pricing, value-based pricing will be adopted, and omnichannel distribution will be used. For promotion, social media, digital campaigning, influencer marketing and user-generated content will be used.  


[bookmark: _Toc236412882]Element 4: Reflection
[bookmark: _Toc236411840][bookmark: _Toc236412883]4.1. Kolb’s reflective model
 By using Kolb's reflective cycle, I am going to state my personal learning and experience regarding this customer. Selecting this reflective model provides the opportunity to share my ideas stepwise for clarity and relevance.
Concrete experience: This coursework helps me to develop a clear knowledge of sustainable branding procedures. To develop sustainable brand value in the market, it is essential for the organisation to maintain relevance with the current time. Because I have found that the chosen organisation has failed to keep up with current trends, which creates an operational gap. For consistent performance, it is important to prioritise market research and competitor position analysis (Harvey, 2023). It helps the organisation to avoid any kind of negative brand publicity in the market. I learned that to evaluate the current market position, it is important to collect the latest information to set the branding strategy (Lê and Schmid, 2022). Considering the sustainable factor, it is important to develop a branding strategy to add value to business operations.
Reflective observation: I have noticed that strong research skill is highly essential because it helps to collect data from several authentic sources. Selecting a credible source to collect information is highly essential to maintain the quality of information for strategic decisions. Gathering information regarding consumer perception and eco-friendly practices is essential to shape the strategic decisions of the organisation, which helps me to design the presentation conveniently (Lê and Schmid, 2022). This coursework helps me to shape my knowledge and ideas regarding the current trends, which is essential for strategy development for an organisation.
Abstract conceptualisation: I have realised that my current capabilities to make strategic decision is very limited which can create barrier in future project. I do not have the capability to select the right strategic decision to overcome a challenge due to a lack of emotional intelligence. I need practice to shape my strategic choice for better outcomes in presentations. I must improve my problem-solving ability based on real world scenarios to ensure the success of the proposed strategy. I have found that in the current time, digital tools and technology play an important role in presenting a creative solution. Most young professionals prefer to get information and updates from online platforms, which increases the demand for digital knowledge (Gray, 2021). My current capability in digital technology is very limited, which creates a gap in presentation. Developing knowledge of creative solution develop a strong positive impression in a competitive marketplace.
Active experimentation: Further, I have a plan to develop strong knowledge of current digital solutions used in business organisations. Within the next 6 months, I plan to improve my digital knowledge by joining online courses. Additionally, I want to strengthen my strategic thinking ability, which helps me to make rational decisions in any situation to solve an issue. By participating in different group work or projects, I will develop this skill. Developing market-relevant skills and competencies ensures that I can make relevant marketing strategic decisions to work successfully in this field in future.
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