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[bookmark: _Toc214439926]INTRODUCTION
Marketing management plays a critical role in shaping how organisations create, deliver, and sustain value in increasingly competitive and dynamic markets. As Kotler et al. (2020) emphasise, marketing is not simply about selling products but about understanding customer needs, building relationships, and delivering superior value. In today’s environment, brands must also anticipate future developments, particularly those driven by digitalisation, sustainability, and evolving consumer behaviour. The rise of social media platforms such as TikTok and Instagram has transformed how younger audiences engage with fashion, making digital presence and influencer strategies central to success (El‑Shihy & Awaad, 2025). At the same time, sustainability has become a critical factor in consumer decision‑making, particularly among Gen Z, who demand transparency and eco‑friendly practices while remaining highly price‑sensitive (McKinsey, 2023; The Conversation, 2024).
For retail companies, brand development is now more important than ever. Traditional strengths such as product quality and heritage are no longer enough, retailers must create emotionally resonant brands that align with consumer values and lifestyles (Lalaounis, 2020). Marks & Spencer (M&S), renowned for its heritage and trustworthiness, faces the challenge of attracting younger consumers while maintaining its reputation for quality. The proposed brand, Brightness, is a teenage clothing line designed to energise M&S’s youth offering by focusing on positivity, ambition, and self‑expression. The slogan “Believe in Yourself” reflects the brand’s mission to empower teenagers through fashion that is bold, inclusive, and emotionally uplifting.
This portfolio develops Brightness through a Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis, a critical evaluation of the marketing mix (7Ps), a promotional pitch supported by a visual poster, and a reflective analysis of the learning process. This approach ensures a comprehensive evaluation of Brightness as a strategic brand concept, grounded in contemporary marketing theory and practice.


[bookmark: _Toc214439927]ELEMENT 1 STDP ANALYSIS
[bookmark: _Toc214439928]1.1 Segmentation strategy
Segmentation divides a broad market into smaller, more defined groups of consumers with similar needs and behaviours (Kotler et al., 2020). For Brightness, the segmentation strategy focuses on four variables geographic, demographic, psychographic and behavioural.
Why chosen: “Teenagers aged 13–19 was selected because they represent a transitional stage where fashion is strongly linked to identity formation, unlike younger children who prioritise functionality or adults who prioritise career‑oriented style (Khan, 2025).”
Comparison: “Alternative segments such as young adults (20–25) were considered, but this group already has extensive fashion choice from Zara, H&M, and ASOS, whereas teenagers remain underserved in M&S’s portfolio (ProductMint, 2025).”
Critique: A challenge of targeting teens is their rapidly shifting trends, influenced by TikTok and Instagram, which can make long‑term brand loyalty fragile (El‑Shihy & Awaad, 2025). 

[bookmark: _Toc214439929]1.2 Targeting strategy
Brightness adopts a concentrated targeting strategy, focusing specifically on eco-conscious teenagers aged 13–19. This group is highly influential in shaping household purchasing decisions and demonstrates strong loyalty to brands that align with their values (El-Shihy & Awaad, 2025). By targeting this niche, Brightness leverages M&S’s reputation for quality and trust while addressing a gap in the market between children’s clothing and adult fashion. Keller (2021) highlights that effective targeting requires aligning brand offerings with consumer expectations; Brightness achieves this by combining affordability with sustainability, ensuring accessibility for middle-income families while appealing to Gen Z’s demand for ethical fashion.
Evidence: “UK teenagers spend an estimated £7 billion annually on fashion and lifestyle products, demonstrating significant market potential (McKinsey, 2023).”
Risk: “However, disposable income is limited, often dependent on parents, meaning affordability is critical to avoid alienating the target group (The Conversation, 2024).”

[bookmark: _Toc214439930]1.3 Differentiation strategy
Differentiation is critical for creating competitive advantage in saturated markets (Hooley et al., 2020). Brightness differentiates itself through:
· Teen-focused design bridging the gap between M&S Kids and adult fashion.
· Emotional branding built on the empowering message “Believe in Yourself”.
· Inclusivity, with styles designed for all genders and identities.
· Sustainability, using eco-conscious materials and packaging (Tidswell, 2024; Ecothes, 2025).
· Positive energy through bright colours, bold slogans, and uplifting designs.
As Lalaounis (2020) argues, successful brand development requires combining functional benefits with symbolic and emotional values. Brightness achieves this by offering sustainable fashion that is both affordable and emotionally uplifting.
Competitors: “Fast‑fashion rivals such as Zara and H&M fail to meet teenagers’ emotional empowerment needs, focusing instead on trend replication rather than identity and confidence (NIQ, 2023).”
Challenges: “Sustainability increases production costs and supply chain complexity, while greenwashing risks can undermine credibility if eco‑claims are not transparent (Ecothes, 2025).”
Fragility: “Differentiation is fragile because fast‑fashion brands can quickly copy Brightness’s designs, reducing uniqueness unless emotional branding is strongly reinforced (Hooley et al., 2020).”
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Figure 1
As shown in Figure 1, Brightness promotes sustainability, inclusivity, and confidence through eco-friendly packaging, smart mirrors, and motivational slogans.
[bookmark: _Toc214439932]1.4 Positioning strategy

Positioning defines how a brand is perceived in the minds of consumers relative to competitors (Kotler et al., 2020). Brightness is positioned as a high-quality yet affordable teenage clothing line, distinct from fast-fashion competitors such as Zara and H&M (NIQ, 2023; ProductMint, 2025).
A perceptual positioning map places Brightness in the quadrant of high quality + accessible price, differentiating it from premium brands (e.g., Calvin Klein Kids, Monsoon, Polarn O. Pyret) and low-cost, low-quality fast-fashion retailers such as Primark Kids and Matalan clearance. The positioning statement is:
“Brightness delivers affordable, sustainable fashion that empowers Gen Z teenagers to express their identity and confidence.”
This positioning aligns with Keller’s (2021) customer-based brand equity model, ensuring Brightness builds awareness (salience), delivers functional performance (quality, sustainability), creates strong imagery (positivity, inclusivity), and fosters resonance through emotional loyalty.
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M&S NOBODYS CHILD
M&S Bella Freud

M&S BRIGHTNESS


M&S 16Arlington


HIGH PRICE
LOW PRICE


NONE

Easy dressing


Figure 2LOW QUALITY

 
Quadrant justification: “Brightness is placed in the high‑quality + accessible price quadrant because it balances affordability with sustainability, unlike Primark (low price/low quality) or premium collaborations (high price/high quality) (Marks & Spencer, 2024).”
M&S heritage: “Affordable quality fits M&S’s heritage of trust and durability, ensuring Brightness is perceived as consistent with the parent brand’s values (Kotler et al., 2020).”
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[bookmark: _Toc214439934]2.1 Product
Kotler et al. (2020) emphasise that products should be viewed as solutions to customer needs rather than mere physical items. Brightness offers eco-friendly fabrics, bold designs, and motivational slogans tailored to teenagers aged 13–19. The augmented product includes a 30-day exchange policy, styling tips, and smart mirrors in changing rooms, enhancing the shopping experience. Differentiation is achieved through inclusivity and sustainability, aligning with Lalaounis (2020), who argues that successful brands combine functional benefits with symbolic values.
“Sustainability will be achieved through organic cotton, recycled polyester, and partnerships with certified suppliers such as Fairtrade and BCI (Tidswell, 2024). However, sustainable materials increase costs, requiring Brightness to balance eco‑credentials with affordability (Panaprium, 2025).”
[bookmark: _Toc214439935]2.2 Price
Pricing must reflect both perceived value and competitive positioning (Hooley et al., 2020). Brightness adopts a penetration pricing strategy to attract Gen Z consumers, supported by perceived value pricing for eco-premium items. Student discounts and bundle offers (e.g., hoodie + tote bag) reinforce affordability. This approach balances accessibility with sustainability, ensuring middle-income families perceive Brightness as offering value for money without compromising quality.
Competitor Price Ranges
· Primark Kids → £3–£15 (low price, low quality).
· George at Asda / F&F at Tesco → £5–£20 (low price, reasonable quality).
· Zara Kids / H&M Kids → £10–£35 (mid-range, fashion-forward).
· Monsoon / Calvin Klein Kids → £30–£80+ (premium, high quality).
M&S Kids wear Pricing
· School uniforms & basics → £5–£20 (affordable, durable).
· Collaborations (Bella Freud, 16Arlington, Binky Felstead, Nobody’s Child) → £30–£70 (premium fashion).
· Everyday M&S Kids fashion → £10–£25 (mid-range, accessible quality).
Brightness Price Recommendation
Since Brightness is positioned as high quality + accessible price, the sweet spot is:
· T-shirts / Tops → £12–£18
· Hoodies / Sweatshirts → £20–£28
· Jeans / Trousers → £22–£30
· Dresses / Skirts → £18–£28
· Accessories (tote bags, eco-friendly packaging) → £8–£15
This places Brightness above Primark and supermarket brands (to signal quality), but below premium collaborations (to remain accessible). It aligns with M&S’s reputation for durability while appealing to Gen Z’s demand for affordable sustainability.
Penetration pricing supported by perceived value pricing for eco-premium items. Gen Z values sustainability but price remains a barrier (McKinsey, 2023).

[bookmark: _Toc214439936]2.3 Place
Distribution strategy is critical for accessibility and brand reach. Brightness uses a multi-channel approach, combining M&S retail outlets with online platforms and social media shops (Instagram, TikTok). Kotler et al. (2020) highlight that effective channels bridge gaps between producers and consumers; Brightness achieves this by offering click-and-collect services and sustainable logistics. This ensures convenience while reinforcing eco-conscious values. Multi-channel distribution via M&S stores, online, and social media shops. M&S Kidswear has shifted focus to everyday style, emphasising accessibility (Marks & Spencer, 2024).
“Multi‑channel distribution creates challenges in managing returns and stock allocation across online and physical stores (Kotler et al., 2020). M&S’s food traffic can be leveraged, as families visiting for groceries may also purchase Brightness items (Marks & Spencer, 2024).”
[bookmark: _Toc214439937]2.4 Promotion
Integrated Marketing Communications (IMC) ensures consistent brand messaging across touchpoints (Kotler et al., 2020). Brightness leverages TikTok influencer campaigns, Instagram reels, and PR focused on sustainability. Sales promotions such as launch discounts and eco-loyalty rewards encourage trial and repeat purchases. Importantly, Brightness avoids greenwashing by providing transparent eco-certifications, aligning with ethical marketing practices (Hooley et al., 2020). TikTok influencer campaigns and Instagram reels. Social media strongly influences Gen Z’s purchase intentions (El-Shihy & Awaad, 2025).
“Influencer marketing carries risks of authenticity and high costs, particularly if influencers lose credibility (El‑Shihy & Awaad, 2025). Avoiding greenwashing is essential; eco‑claims must be backed by certifications and transparent reporting (Ecothes, 2025).”
[bookmark: _Toc214439938]2.5 People
Service quality depends on staff engagement and training. Internal marketing ensures M&S employees embody Brightness’s eco-values and communicate inclusivity effectively. Keller (2021) stresses that customer-based brand equity is strengthened when employees deliver consistent brand experiences. Staff training and motivation are therefore essential to building trust and loyalty among teenage consumers. Staff training ensures eco-values are communicated consistently (Keller, 2021). “Training staff across 300+ M&S stores is challenging, but essential to ensure inclusivity and eco‑values are consistently communicated (Keller & Chernev, 2021).”
[bookmark: _Toc214439939]2.6 Process
Processes must deliver efficiency and reliability. Brightness offers seamless online ordering, personalised CRM, and service recovery policies (easy returns). This aligns with Kotler et al. (2020), who note that customer satisfaction is shaped by both product quality and delivery processes. By integrating technology and customer feedback, Brightness ensures a smooth and responsive shopping journey. Seamless online ordering and service recovery policies (Kotler et al., 2020).
[bookmark: _Toc214439940]2.7 Physical Evidence
Physical evidence reinforces brand identity and quality perceptions. Brightness uses eco-friendly packaging, modern tote bags, and in-store displays with QR codes linking to sustainability stories. According to Hooley et al. (2020), tangible cues such as packaging and retail design influence consumer confidence. These elements ensure Brightness is perceived as both stylish and environmentally responsible. Eco-friendly packaging and in-store display with QR codes linking to sustainability stories (Ecothes, 2025).
[bookmark: _Toc214439941]Critical evaluation
The 7Ps framework demonstrates that Brightness’s marketing mix is strategically aligned with its brand mission of empowering teenagers through sustainable, inclusive fashion. Each element reinforces differentiation and positioning, ensuring consistency across product design, pricing, distribution, promotion, and service delivery. By integrating sustainability and emotional branding, Brightness addresses both functional and symbolic needs, building long-term equity in line with Keller’s (2021) customer-based brand equity model.
“Promotion is the most critical P for success, as awareness and emotional branding drive teen engagement (El‑Shihy & Awaad, 2025). Price creates the highest risk, since affordability determines accessibility for middle‑income families (McKinsey, 2023). Sustainability limits decisions by increasing costs and narrowing supplier options (Ecothes, 2025). M&S’s reputation supports Brightness by reinforcing trust, but also challenges it if teens perceive the parent brand as too traditional (Marks & Spencer, 2024).”
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The Brightness poster was designed to visually communicate the brand’s mission of empowering teenagers through fashion that is bold, inclusive, and sustainable. The slogan “Believe in Yourself” is placed prominently to reinforce the emotional appeal and motivational essence of the brand. Bright colours and dynamic typography were chosen to reflect positivity, ambition, and individuality, values that resonate strongly with Gen Z consumers. The imagery highlights diverse models to emphasise inclusivity, ensuring that Brightness appeals to all genders and identities.
The poster also integrates sustainability cues, such as eco-friendly packaging symbols and references to recycled materials, aligning with contemporary expectations for ethical fashion. This supports Brightness’s differentiation strategy, which bridges the gap between M&S Kids and adult fashion by offering teen‑specific designs that combine affordability with eco-consciousness.
From a marketing perspective, the poster functions as both an awareness and positioning tool. It situates Brightness as high quality yet accessible, contrasting with fast‑fashion competitors. The design encourages emotional connection by linking fashion with self‑expression and confidence, while also signalling value for money through M&S’s reputation for trust and quality. Overall, the poster encapsulates Brightness’s brand promise and communicates its unique value proposition in a visually persuasive way.
[bookmark: _Toc214439944]ELEMENT 4 REFLECTION
Developing the Brightness brand concept for Marks & Spencer has been a valuable learning experience that allowed me to apply theoretical models to a practical project. The process of creating a teenage clothing line centred on positivity, ambition, and sustainability required me to critically evaluate consumer behaviour, segmentation strategies, and competitive positioning. By using Kotler et al.’s (2020) STDP framework, I was able to identify a niche market of eco-conscious teenagers aged 13–19 and justify a concentrated targeting strategy. This exercise highlighted the importance of aligning brand values with consumer expectations, particularly for Gen Z, who are highly influenced by digital media and sustainability concerns.
Preparing the marketing mix analysis further enhanced my understanding of how each element of the 7Ps contributes to brand success. For example, designing eco-friendly products and packaging reinforced Brightness’s differentiation, while penetration pricing strategies ensured accessibility for middle-income families. Promotion planning through Integrated Marketing Communications (IMC) demonstrated the need for consistency across social media, PR, and in-store experiences. This stage taught me that a brand’s success depends not only on product quality but also on the seamless integration of processes, people, and physical evidence.
Creating the promotional poster and pitch was equally insightful. Translating Brightness’s values into a visual design required me to think creatively about colour, typography, and imagery to ensure the brand message was clear and persuasive. Delivering the pitch in class helped me develop presentation skills, particularly in communicating complex ideas concisely and convincingly. I learned the importance of storytelling in marketing, as the slogan “Believe in Yourself” resonated strongly when framed as an empowering narrative for teenagers.
Throughout this project, I gained several key skills. First, critical analysis and application of theory to practice, as I consistently linked Brightness’s strategy to established models such as Keller’s (2021) brand equity pyramid and Hooley et al.’s (2020) competitive positioning. Second, creative communication skills, through the design of the poster and the delivery of the pitch. Third, reflective thinking, as I evaluated both the strengths and limitations of my approach.
Overall, this project has deepened my understanding of marketing management by combining academic theory with practical application. It has shown me that successful brand development requires both analytical rigour and creative execution. Moving forward, I aim to enhance my use of data-driven insights, refine my design skills, and continue developing persuasive communication techniques to deliver distinction-level work in future projects
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Brightness is a fresh and inspiring teenage clothing brand designed to
energize Marks & Spencer’s youth offering. Built around the values of
positivity, ambition, and self-expression, Brightness encourages young
people to embrace their individuality and pursue their goals with confidence.
The brand’s slogan, “Believe in Yourself,” reflects its core mission: to
empower teenagers through fashion that’s bold, expressive, and emotionally
uplifting. Every design aims to spark motivation and celebrate the drive and
willingness of today's youth to shape their own future.
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« Age: 13-19 years

« Gender: All genders (inclusive fashion)

« Lifestyle: Trend-conscious, digitally active

« Values: Positivity, ambition, individuality

« Shopping Habits: Influenced by TikTok,
Instagram, peer style

« Income Level: Middle-income families

TARGETING

Teenagers aged 13-19
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