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1. [bookmark: _Toc236586814]Introduction
Brand extension enables organisations to expand their product portfolio while leveraging existing brand equity to meet changing consumer needs. In the luxury fashion industry, growing demand for innovation and sustainability has created opportunities for brands to develop products that deliver both functional and emotional value.
This assignment proposes Coach SecureAI™, a sustainable brand extension that combines luxury craftsmanship with artificial intelligence to enhance personal safety and everyday convenience. The concept integrates AI-powered safety features with environmentally responsible design to strengthen Coach's position within the evolving luxury accessories market.
The report is presented in four elements. Element 1 introduces the proposed brand extension through a marketing poster. Element 2 applies the STDP framework to identify the target market and positioning strategy. Element 3 develops a marketing mix strategy to support the product launch, while Element 4 reflects on the knowledge and skills gained throughout the project.











2. [bookmark: _Toc236586815]Element 1
This poster presents Coach SecureAI™, a proposed sustainable brand extension for Coach. It introduces the product concept, highlighting its AI-powered safety features, sustainable design and strategic value, which form the basis of the marketing analysis presented in the following elements.
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Ceated by myself on PowerPoint
3. [bookmark: _Toc236586816]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP)
3.1. [bookmark: _Toc236586817]Market Segmentation
Market segmentation enables organisations to divide a heterogeneous market into smaller groups with similar characteristics, allowing marketing strategies to be tailored more effectively to customer needs (Jobber and Ellis-Chadwick, 2023). As Coach SecureAI™ combines luxury fashion with artificial intelligence and sustainability, relying on a single segmentation variable would provide only a limited understanding of potential consumers. Therefore, geographic, demographic, psychographic and behavioural variables are integrated to develop a comprehensive customer profile.
[bookmark: _Toc236586818]Market Segmentation for Coach SecureAI™
	Segmentation Variable
	Target Segment
	Strategic Justification

	Geographic
	London, Paris, Milan, New York, Tokyo
	High concentration of luxury consumers, digital adoption and premium retail environments.

	Demographic
	Women aged 25–45 with medium to high disposable income
	Strong purchasing power and established demand for premium handbags.

	Psychographic
	Fashion-conscious, sustainability-oriented and technology-driven professionals
	Aligns with the product's combination of luxury, AI and responsible consumption.

	Behavioural
	Frequent luxury buyers, early adopters of technology and regular urban commuters
	Greater appreciation of AI safety features and willingness to pay for innovation.


Table Developed by the myself based on Kotler, Keller and Chernev (2022); Jobber and Ellis-Chadwick (2023).
Geographic
From a geographic perspective, Coach SecureAI™ is most appropriate for global metropolitan cities where luxury consumption is well established and consumers demonstrate higher levels of digital engagement. Markets such as London, New York, Paris and Milan represent attractive launch locations because they combine affluent consumer populations with extensive luxury retail networks. These cities also experience significant commuter and tourist activity, increasing the relevance of personal security features integrated within the handbag.
Demographic
Demographic segmentation identifies affluent professionals aged approximately 25–45 years as the primary consumer group. This segment typically possesses greater purchasing power and is more willing to invest in premium accessories that communicate status, quality and exclusivity. Although Coach has broadened its customer base in recent years, younger professionals remain particularly attractive because they are more receptive to innovative technology integrated into everyday lifestyle products.
Psychographic
Demographic characteristics alone cannot fully explain purchasing behaviour within the luxury sector. Luxury consumption is increasingly influenced by consumers' beliefs, identities and personal values (Keller and Swaminathan, 2020). Consequently, psychographic segmentation becomes equally important. Coach SecureAI™ appeals to consumers who value premium design while actively seeking sustainable lifestyles, technological innovation and products that reflect their personal identity. These individuals are more likely to perceive the handbag as an extension of both their lifestyle and their social values rather than simply a fashion accessory.
Behavioural
Behavioural segmentation considers the benefits consumers expect from the product. Rather than purchasing solely for prestige, the target audience seeks additional functional value through enhanced security, convenience and connectivity. Consumers who regularly commute, travel internationally or already purchase wearable technology are expected to recognise greater value in AI-powered crime alerts, biometric authentication and GPS tracking, increasing both purchase intention and long-term brand loyalty.
Integrating multiple segmentation variables enables Coach to identify consumers whose functional needs and lifestyle aspirations closely align with the proposed brand extension, supporting more efficient allocation of marketing resources.
1. [bookmark: _Toc236586819]
2. [bookmark: _Toc236586820]
3. [bookmark: _Toc236586821]
3.1. [bookmark: _Toc236586822]
Primary and Secondary Target MarketCoach SecureAI™


│
   ┌───────────────┴────────────────┐Secondary Target (≈30%)
Primary Target (≈70%)                                              


          Luxury travellers
Women aged 25–45                                                

Fashion enthusiasts
Urban professionals                                               

Sustainability-conscious consumers
Medium–high income                                 

      Existing Coach Customers
Technology adopters                                                 

      Luxury handbag buyers

      
Proposed target audience for Coach SecureAI™ developed by myself
[bookmark: _Toc236586824]Target Market
Based on the segmentation analysis, Coach SecureAI™ should adopt a differentiated targeting strategy, focusing on consumers whose needs closely align with the product's unique value proposition.
The primary target audience includes:
· Urban professionals aged 25–45. 
· Consumers with medium to high disposable income. 
· Existing luxury handbag purchasers. 
· Technology adopters seeking practical innovation. 
· Sustainability-conscious consumers who value responsible luxury. 
This strategy is preferable to an undifferentiated approach because purchasing motivations differ considerably within the luxury market. While some consumers purchase handbags primarily for fashion and status, others increasingly expect products to provide functional benefits and reflect their environmental values. Tailoring marketing communications towards these specific segments enables Coach to allocate resources more efficiently while strengthening customer engagement and long-term brand loyalty (Kotler, Keller and Chernev, 2022).
[bookmark: _Toc236586825]Differentiation and Positioning
Competitive advantage is achieved by creating meaningful value that competitors find difficult to replicate (Porter, 1985). Although brands such as Michael Kors, Kate Spade and Tory Burch compete within the affordable luxury handbag market, few currently integrate intelligent safety technology with sustainable product design. Coach SecureAI™ therefore differentiates itself through three complementary dimensions:
· Technological innovation through AI-powered crime alerts, fingerprint authentication and GPS tracking. 
· Luxury craftsmanship, maintaining Coach's established reputation for premium quality and timeless design. 
· Sustainable innovation, incorporating recycled materials, repairable components and environmentally responsible packaging. 
This combination enables Coach to compete on value rather than price while reinforcing its premium brand image. Rather than positioning the handbag simply as a fashion accessory, Coach SecureAI™ is positioned as a sustainable luxury handbag that combines intelligent technology with personal safety, offering consumers both emotional reassurance and practical functionality. Such positioning reflects changing consumer expectations, where luxury products are increasingly expected to deliver innovation alongside responsible business practices (Deloitte, 2024).
The STDP strategy demonstrates that Coach SecureAI™ is well aligned with the evolving luxury market. By focusing on clearly defined consumer segments and establishing a differentiated position based on intelligent technology, sustainability and premium craftsmanship, the proposed brand extension has the potential to strengthen Coach's competitive advantage while supporting long-term brand growth.
4. [bookmark: _Toc236586826]Element 3: Marketing Mix (7Ps)
The marketing mix translates marketing strategy into practical actions that create customer value and support organisational objectives (Kotler, Keller and Chernev, 2022). For Coach SecureAI™, each element of the 7Ps has been designed to reinforce the product's positioning as a premium, AI-enabled and sustainable luxury handbag while supporting long-term brand growth.
Product
Coach SecureAI™ extends Coach's existing handbag portfolio by combining luxury craftsmanship with artificial intelligence and sustainable design. Unlike traditional handbags that compete primarily through aesthetics, the proposed product provides additional functional value through AI-powered crime awareness alerts, fingerprint authentication, GPS tracking, wireless charging and an emergency SOS feature. Sustainability is incorporated through recycled leather, repairable electronic components and recyclable packaging, supporting Coach's circular fashion ambitions.
[bookmark: _Toc236586827]Product Levels of Coach SecureAI™
	Product Level
	Application

	Core Product
	Personal safety, confidence and luxury lifestyle.

	Actual Product
	Premium leather handbag featuring AI technology, fingerprint unlock and GPS tracking.

	Augmented Product
	Coach SecureAI™ App, warranty, software updates, repair service and customer support.


Adapted from Kotler, Keller and Chernev (2022).
By combining intelligent technology with luxury design, Coach SecureAI™ delivers functional, emotional and sustainable value, creating a differentiated product that is difficult for competitors to replicate.
Price
A value-based pricing strategy is recommended because customers purchase Coach SecureAI™ for its perceived benefits rather than production costs (Kotler, Keller and Chernev, 2022). The combination of AI technology, premium craftsmanship and sustainability justifies a higher price while reinforcing Coach's luxury positioning.
The product should also adopt market-skimming pricing during launch to attract innovation-oriented consumers willing to pay a premium for exclusive technology. This approach strengthens perceptions of quality while supporting investment in future product development. However, marketing communications must clearly demonstrate the product's added value to justify the premium price.
Place
Coach SecureAI™ should adopt a selective distribution strategy to preserve exclusivity and maintain a premium customer experience. Initial distribution should focus on:
· Coach flagship stores. 
· Coach's official online store. 
· Selected luxury department stores. 
· Premium airport boutiques. 
Supporting these channels with an omnichannel strategy allows customers to browse online, book demonstrations, purchase through multiple platforms and access after-sales services through the Coach SecureAI™ app. This approach reflects changing luxury shopping behaviour, where consumers increasingly expect seamless integration between digital and physical retail experiences (McKinsey & Company, 2024).

Promotion
Launching a new product category requires an Integrated Marketing Communications (IMC) strategy to create awareness while educating consumers about the handbag's unique AI capabilities. Promotional activities should communicate innovation, luxury and sustainability consistently across all channels.
Key promotional activities include:
· Instagram, TikTok and YouTube campaigns. 
· Collaborations with luxury fashion and technology influencers. 
· Product launch at Fashion Week. 
· Public relations highlighting sustainable innovation. 
· Exclusive previews for Coach loyalty members. 
Digital marketing should be the primary communication channel, as younger luxury consumers increasingly research products online before purchasing (Deloitte, 2024). Influencer demonstrations can also reduce uncertainty by showing the handbag's AI features in everyday situations, helping consumers understand its practical value.
People
Employees are essential in delivering the premium experience expected within the luxury market. Retail staff should receive specialist training on the handbag's AI functions, mobile application and sustainability features to confidently demonstrate the product and provide personalised customer support. Knowledgeable employees increase consumer trust while strengthening Coach's premium service standards.
Process
The purchasing process should be simple, personalised and technology-enabled. Customers should be able to register fingerprints, activate GPS tracking and connect the handbag to the Coach SecureAI™ app during purchase. Continued software updates, repair services and warranty support will improve customer satisfaction while encouraging long-term loyalty through effective customer relationship management.
Physical Evidence
Physical evidence reinforces quality and brand credibility. Coach SecureAI™ should be presented using premium recyclable packaging, interactive in-store displays and high-quality product demonstrations that allow customers to experience the AI technology before purchase. These tangible elements strengthen the handbag's premium positioning while supporting Coach's sustainability commitments.
Summary
The proposed marketing mix aligns with Coach SecureAI™'s positioning as a sustainable luxury handbag that combines intelligent technology with premium craftsmanship. By integrating value-based pricing, selective distribution, digital-first promotion and a high-quality customer experience, Coach can successfully differentiate the product while strengthening its competitive position within the evolving luxury accessories market.
5. [bookmark: _Toc236586828]Element 4: Reflection
Developing Coach SecureAI™ has been one of the most meaningful assignments I have completed because it was based on a business idea I had already explored independently before this module. At the beginning, I viewed the project as an opportunity to present an innovative concept. However, as I researched the market and applied marketing theories, I realised that originality alone does not determine whether a product will succeed. A successful brand extension must be supported by customer demand, strategic alignment and commercial viability. This changed the way I approached the assignment, encouraging me to evaluate my own idea objectively rather than simply believing it was innovative.
One of the biggest changes in my thinking was recognising that technology alone does not create competitive advantage. Initially, I believed the AI features were the strongest aspect of the concept. However, researching the luxury market showed that consumers purchase premium products because they combine functionality with emotional value, quality and brand identity. This encouraged me to refine the concept so that the technology enhances the luxury experience rather than becoming the product's main focus. As a result, I developed a stronger understanding of how innovation should support a brand rather than compete with it.
The project also changed my understanding of sustainability. Before completing the assignment, I considered sustainability as an additional feature that would strengthen the product. Throughout the research process, I realised it should influence every marketing decision, from product design and packaging to pricing and distribution. This encouraged me to incorporate recycled materials, repairable components and environmentally responsible packaging into the concept, making sustainability part of the overall value proposition rather than simply a marketing message.
Preparing and presenting the poster was another valuable learning experience. Communicating a complex idea within a limited space required me to prioritise information, simplify marketing concepts and think carefully about visual communication. Presenting the poster also increased my confidence in explaining marketing decisions clearly and professionally within a short timeframe.
Perhaps the most valuable outcome of this assessment is the impact it has had on my entrepreneurial thinking. Because the smart handbag originated from my own business idea, applying academic research and marketing theory encouraged me to question assumptions I had previously accepted. Instead of asking whether an idea is creative, I now ask whether it solves a genuine customer problem, fits the target market and can achieve a sustainable competitive advantage. In future, I would strengthen my approach further by collecting primary research, such as customer surveys, before developing a full marketing strategy. Overall, this assignment has changed the way I evaluate business ideas by balancing creativity with evidence, strategic planning and customer value, which will benefit both my future studies and entrepreneurial ambitions.
6. [bookmark: _Toc236586829]Conclusion
This assignment demonstrated how strategic marketing theory can be applied to develop a commercially viable and sustainable brand extension for Coach. Through the development of Coach SecureAI™, the report showed how innovation, artificial intelligence and sustainability can be successfully integrated to create value for both consumers and the organisation. The STDP analysis identified an appropriate target market and competitive positioning, while the marketing mix established a coherent strategy to support the successful launch of the product. Finally, the reflective element highlighted the importance of balancing creativity with research, critical analysis and strategic decision-making. Overall, the proposed brand extension demonstrates how luxury brands can respond to changing consumer expectations by combining technological innovation with responsible business practices, supporting both long-term brand growth and competitive advantage.
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                                                                                                                                        COACH Secure AI ™ THE AI - POWERED LUXURY HANDBAG     ABOUT COACH     BRAND EXTENSION                         SUSTAINABILITY     BENEFITS     MARKET APPEA L Coach is a global luxury fashion brand recognised for its premium leather craftsmanship and timeless designs. Through its Coachtopia initiative, Coach is committed to reducing waste by using recycled materials, encouraging repair, and promoting circular fashion. Coach SecureAI ™ extends these values by combining luxury with intelligent technology to create a safer and more sustainable handbag. ( Coach , 2025) Coach SecureAI ™ expands Coach into the smart luxury accessories market while maintaining its premium brand identity. It combines AI technology, personal safety and sustainability to meet changing consumer needs and market trends          AI Safety Alert • Uses AI, GPS and publicly available crime data • The Coach logo glows red and the bag vibrates discreetly to alert the user. Fingerprint Unlock • Biometric fingerprint scanner. • Only the registered owner can unlock the handbag. GPS & Bluetooth Tracking • Locate the handbag instantly using the Coach SecureAI ™ mobile app . Emergency SOS • Hidden SOS button. • Shares live location with trusted contacts during an emergency . Wireless & Solar Charging • Built - in wireless charging pocket. • Flexible solar panel helps recharge the battery while travelling .   ♻ Recycled Materials Recycled leather and lining. 🔋 Replaceable Battery Reduces electronic waste. 🔧 Repairable Design Extends product lifespan. 📦 Eco - Friendly Packaging Recyclable and biodegradable. 🌍 Lower Carbon Impact Solar charging reduces energy use. For Customers  Enhanced personal safety  Protection for valuable belongings  Premium luxury design  Smart everyday convenience  Sustainable materials For Coach  Expands into the growing smart fashion market  Attracts younger, technology - focused consumers  Creates a competitive advantage  Reinforces innovation and sustainability AI & Smart Technology Consumers increasingly expect intelligent products that improve everyday life. Sustainable Luxury Demand continues to rise for environmentally responsible premium products. Growing Safety Concerns Consumers are looking for discreet technology that enhances personal security. Smart Fashion Fashion and wearable technology are becoming increasingly integrated. References Coach. (2025) Coachtopia : Our Impacts . Available at: https://uk.coach.com/shop/coachtopia/about/impacts ( Accessed on (24/07/2026).  McKinsey & Company (2024) The State of Fashion 2025 . Available at: https://www.mckinsey.com/industries/retail/our - insights/the - state - of - fashion (Accessed: 27/07/2026 ).  Name: Andre Pinto - 2242421           FINGERPRINT UNLOCK Biometric security allows only the owner's fingerprint to unlock the bag. Conclusion Coach SecureAI combines AI, luxury and sustainability to meet evolving consumer needs. This innovative brand extension supports responsible design, enhances customer value and strengthens Coach's position in the smart luxury market.
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