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[bookmark: _Toc213712930]Element 1: M&S Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for New Brand M&S GreenEats
[bookmark: _Toc213712931]1.1 Company Introduction and New Brand Concept
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Figure 1: Marks and Spencer (M&S)
Source: (M&S, 2025)
Marks and Spencer (M&S) is a fully matured and reputed retail brand in the United Kingdom, with a strong commitment of adherence to quality, innovation, and sustainability. M&S has been able to change into a modern lifestyle brand over the years, since it is a reactive adaptation to changing consumer demands relating to fashion, food, and households (M&S, 2025). As part of its sustainability strategy in Plan A and rising popularity of ethical, plant-based food choices with consumers, M&S offers to introduce a new sub-brand, namely, M&S GreenEats.
M&S GreenEats is a new strategic brand that is based on plant-based ready food based on global cuisines. The idea is to combine ease, sustainability and restaurant variety. Every meal will be vegetarian, well balanced, and will be prepared in compostable or recyclable containers. Striking the right balance between sustainable food and enjoyable and tasting food is the main goal of GreenEats. 
[bookmark: _Toc213712932]1.2 Appeal to the Current Market: Consumer Behaviour and Emerging Trends
Health and Wellness Trend
Consumers are becoming more health conscious and adapting plant-based diets in order to decrease risks of health and enhance well-being (Choudhary, 2024). M&S GreenEats addresses this need with balanced, nutritious and wholesome vegan foods.
Sustainability Awareness
As the environmental awareness mounts, consumers are choosing environmentally friendly products. GreenEats joins M&S in Plan A by promoting sustainable existence via recyclable packaging and using locally available products (Morgan, 2022).
Convenience and Global Flavours
Urban consumers, being busy, want fast, tasty meals. GreenEats is the product that blends convenience with global cuisine and is aimed at the people who appreciate the taste, the culture, and the ethical decisions in their daily food consumption (Liao, 2024).
[bookmark: _Toc213712933]1.3 Market Segmentation
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Figure 2: STP
Source: (Hanlon, 2024)
Segmentation will be critical in properly targeting the consumers who share the values and offerings of the brand. In the case of M&S GreenEats, the segmentation will be based on variable of demographic, psychographic, behavioural and geographic basis.
Demographic Segmentation: The main demographic comprises of 25–45-year-olds, mainly urban and people with middle to upper-middle income and also the people in the middle-profession category. These customers are able and willing to spend on high-quality ready food and are health-conscious and conscious of sustainability.
Psychographic Segmentation: GreenEats targets environmentally loyal, health conscious and socially responsible consumers. Wellness, sustainability and ethical consumption motivate them (Hong, 2024). A large number consider themselves as flexitarian, vegan or vegetarian and like to have a diverse and creative food experience.
Behavioural Segmentation: The brand appeals to consumers who prioritize convenience over concession, such as those who already purchase ready meals and do not like the vegan alternatives (Morgan, 2022). They also appreciate brands having apparent sustainability pledges and open sourcing.
Geographic Segmentation: First, GreenEats will serve urban centres with high perception of plant-based food and eco-friendly lifestyles equivalence throughout the UK, including London and Manchester, and Birmingham. International expansion will be based on the performance metrics and consumer satisfaction.
[bookmark: _Toc213712934]1.4 Target Market
According to the analysis of segmentation, the general target of M&S GreenEats is the young generation of professionals and urban, health-conscious millennials who are between 25 and 40 years old. They are a population that likes convenience but will not trade health or morality. They are a digital generation that believes in transparency, brand identity and sustainability. Social media, the global trends, and the need to equate the consumption with personal values influence their food selection. This market is also quite receptive to online marketing, influence marketing, and cause based branding. Secondary audiences would be families that live by becoming healthier and Gen Z consumers who would consider it a moral obligation to be sustainable. By catering to these intersecting segments, M&S GreenEats can create a broad but narrow market penetration.
[bookmark: _Toc213712935]1.5 Differentiation Strategy
In its efforts to distinguish itself in an ever-competitive plant-based world, M&S GreenEats has been using a multi-dimensional differentiation approach that is based on the quality of its products, brand ethic, and experiential value.
Product Differentiation: The product, unlike other competitors that deal with basic or recurrent vegan meals, has globally inspired flavours, including Mediterranean quinoa bowl, Thai curry green, and Mexican bean wrapping. This diversity makes plant-based eating an adventurous process (Choudhary, 2024).
Differentiation of Sustainability: Every food is done with local ingredients and packaging that is environmentally friendly, which supports the Plan A commitment by M&S to minimize carbon emission and waste (Hong, 2024).
[bookmark: _Toc213712936]1.6 Brand Positioning
M&S GreenEats is a plant-based, sustainable and globally inspired brand of premium, taste-ethics bridging, plant-based meal. As compared to its competitors, e.g. Tesco Plant Chef or Waitrose PlantLife, GreenEats focuses on international flavours, high quality and environmentally friendly packaging. The brand would fill a unique market position, between convenience and culinary masterpiece, targeting the modern consumers with their demands of sustainable and indulgent meal packages.


[bookmark: _Toc213712937]Element 2: Marketing Mix (4Ps) for M&S GreenEats
The marketing mix of M&S GreenEats, a brand of plant-based ready-made meal, is built on four strategic areas: Product, Price, Place, and Promotion. All the elements will bolster the brand sustainability, quality, and innovation promise to meet the evolving consumer ethics and to consolidate the market command of M&S.
[bookmark: _Toc213712938]2.1 Product Strategy
Innovative Plant-Based Offerings: M&S GreenEats is a collection of plant-based prepared meals based on different cuisines around the world that combine flavor, nutrition, and sustainability. The products are developed to serve the needs of the consumers who do not want to lose the convenience but the health and ethics (Wilshaw and Fowler, 2021). Every meal has a well-balanced nutritional content, with high plant proteins, fibre and important vitamins in it, and a restaurant-level flavour. 
Global Flavour Range: Some of the dishes the product line will carry will be Thai Green Curry, Mediterranean Grain Bowl, Mexican Burrito Wrap, Indian Lentil Masala, and Japanese Teriyaki Rice Bowl. GreenEats finds a source of opportunity by providing culturally diverse meals to the consumers of the global fusion trend, as they desire variety and food adventure in their daily meal.
Sustainability and Packaging: Following the Plan A sustainability targets of M&S, GreenEats products will be represented by recyclable, compostable packaging and local sourcing. The packaging will be designed in minimalistic design elements with clear labeling that emphasizes the key nutritional benefits and environmental advantages (NIQ, 2025). QR codes will be included to provide consumers access to sourcing transparency and carbon footprint information - an increasing consumer demand. 
[bookmark: _Toc213712939]2.2 Price Strategy.
Value-Based Pricing Approach: M&S GreenEats will incorporate a value-based pricing strategy because of the premium quality of the brand, sustainability and culinary diversity of the food. Although the prices will be slightly above those of the mainstream competitors such as Tesco Plant Chef or Sainsbury Love Your Veg!, the prices will be affordable to attract trial and loyalty among the health-conscious consumers (DBA, 2025).
Price Range and Tiers
· Essential Range: Simple everyday meals priced affordably (£4–£5) (Ocado, 2025).
· Signature Range: Globally inspired gourmet dishes (£6–£7).
Perceived Value and Sustainability Premium: The consumers of the present day are ready to spend more money on sustainably produced and ethical food. According to a study conducted by Deloitte (2023), 57% of consumers in the UK are comfortable with brands that have put environmental impact first. In this way, the pricing of GreenEats serves as the measure of its quality and intention a just transaction between the value of the consumers and the integrity of its goods.
[bookmark: _Toc213712940]2.3 Place (Distribution) Strategy
Omnichannel Distribution Strategy: M&S GreenEats will implement an omnichannel distribution strategy, which will guarantee the availability of the business in both a physical and an online platform. These products will be sold at M&S Foodhalls, Simply Food outlets, and in the M&S online shop, where they will deliver them to people by promoting joint ventures with Ocado and Deliveroo (M&S, 2024a).
In-Store Placement and Experience: GreenEats will be positioned with high shelf space and under the sections named Plants Kitchen and Healthy Living within M&S stores which will be supplemented with signage featuring the eco theme and tasting kiosks. Such in-store imminence reinforces instant purchase behaviour and conveys the green stance of the brand.
E-Commerce and Subscription Services: Web marketing will be developed by adding an interactive GreenEats webpage that will contain the description of meals, nutrition facts, and eco-impact ratings (Worth, 2022). Paid subscriptions of a service called GreenEats Meal Box will be offered so that clients can have the benefit of having them ordered back in an arranged weekly box with flexible delivery times - entering the market as an attractive package to busy professions who want to have it their way in terms of their food.
[bookmark: _Toc213712941]2.4 Promotion Strategy
Integrated Marketing Communication (IMC): M&S GreenEats will incorporate a full IMC strategy of digital, in-store and experiential marketing in order to create awareness, initiate trial and develop loyalty (Wilshaw and Fowler, 2021). The communication tone will focus on flavour, ethics, and experience, as such that will appeal to both emotionally and rationally motivated drivers.
Digital Marketing Campaigns: The main campaign, which will be called Eat the World, Sustainably, will be in focus in terms of global taste and clean environment. It will have a visual content on social media platforms, Instagram, Tik Tok and YouTube, and will aim at health-conscious, sustainability-focused consumers aged between 25-40. 
Public Relations and Brand Partnerships: GreenEats is going to collaborate with environmental non-governmental organizations and plant-based food organizations to organize the Sustainable Food Week campaigns and cooking classes together (Min, 2020). The PR activities will attract attention to the sustainability of innovation used by M&S and the efforts to achieve the targets of carbon reduction.
Content and Storytelling Strategy: The narrative of the brand will focus on the brand name Deliciously Global. Naturally Green.” highlighting how all the meals benefit the health, taste, and the planet. M&S will engage the blog posts, newsletters, and social media reels to communicate behind the scenes of the farmers, chefs, and sustainability partners (Grayson, 2019).
Alignment with Brand Strategy
The M&S GreenEats marketing mix will be developed in a way that reinforces the vision of the brand which comprises of a combination of taste, health and sustainability in a balance between luxury and affordability. All components of the 4Ps are united in accordance to the general brand strategy and the Plan A sustainability program of M&S. Product strategy offers the purpose of the brand by providing globally-inspired 100% plant-based dishes produced with locally-grown ingredients and environmentally-friendly packaging, which guarantees the quality and eco-friendly production. 
The pricing approach embodies the principles of value creation that are based on the value of being the best but affordable service that will compensate conscious consumption and preserve the image of quality and integrity of M&S. The place strategy increases accessibility to consumers with omnichannel distribution, combining physical retail with excellent e-commerce and delivery financing, thus, serving the recent convenience demand (Worth, 2022). Brand awareness will be enhanced via digital storytelling, influencer partnering, and experience marketing, highlighting the global flavours and ethos of sustainability at GreenEats. 
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[bookmark: _Toc213712944]4.1 Reflection on Developing the New Brand Concept
The new brand vision of M&S GreenEats was an interesting and informative experience that enabled me to put the theoretical marketing theories into practice. I started with a well-defined market gap in the plant-based ready meal market where most of the current offerings were lacking in quantity and flavor. Research and study helped me to understand that the consumers were requiring easy, tasting and long-lasting meal solution (Rajput, 2025). This was the basis of GreenEats - a unique menu of globally-inspired plant-based ready meals that blend flavour, convenience, and sustainability.
In brand conceptualization, I was interested in designing a strong relationship between the reputation of quality and the continued devotion of M&S to ethical retailing. The process also made me realise the importance of the alignment between new products and the overall values of the company in addition to the alignment with the trends of consumers. 
[bookmark: _Toc213712945]4.2 Reflection on Preparing and Delivering the Marketing Strategy Pitch
The task of preparing and presenting the marketing strategy proposal to M&S GreenEats was not easy and yet useful. I wanted to develop a convincing and visually striking presentation that would appeal to both potential investors and customers. The pitch focused on the unique selling point of the brand, which is the restaurant-quality, plant-based meals inspired all over the globe and being environmentally friendly.
In preparation, I was paying attention to clarity, narrative, and empathy. I have understood that to make an effective pitch, it is not only necessary to present facts and figures but also make people believe in the vision of the brand. I understood how to describe the way GreenEats will address a real-life issue the unavailability of delicious and convenient vegan food, and how it will also work towards larger sustainability objectives.
[bookmark: _Toc213712946]4.3 Key Skills and Insights Gained
During the process, some useful skills were acquired and some of the strategic aspects of brand development were learned. To begin with, I enhanced my skills of critical and creative thinking by determining market trends and converting them into viable brand strategies. The segmentation, targeting and positioning analysis enabled me to realize the relevance of accuracy and understanding of the audience in marketing decisions. I have improved my speaking and presentation abilities by composing and presenting the pitch (Taylor, 2019). This experience enhanced my capability of presenting ideas in a way that will prove decisive to various audiences following the ability to moderate both emotional appeal and rationality.
[bookmark: _Toc213712947]4.4 Enhancing Future Approach and Performance
I identify many aspects that I might improve in order to improve my strategy and capabilities in such undertakings in the future. First, I would dedicate greater time to consumer research and testing to obtain firsthand information based on research findings, surveys or focus groups of targeted audiences. This would empower the brand concept by real actual consumer insights and make them more aligned to market needs. Secondly, I would sharpen my data visualization and narration skills to create even stronger pitches. More visuals, consumer testimonials and market statistics would prove useful in making strategy real and enhance investor involvement.
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New plant-based ready meal range inspired by global cuisines M&S GreenEats. Marks and Spencer take pride in introducing a new brand to the market under the name of M&S GreenEats. This brand also indicates the sustainability, health and culinary excellence that M&S is committed to. 
Problem Identification
Consumers in the modern world are more health-savvy and environmentally conscious than ever before and are in need of convenient tasting, satisfying vegan food. Existing market usually provides few choices that do not have the global flavour variety or nutritional richness. Most individuals would like to consume plant-based foods but are confined by unpalatable or monotonous options. M&S GreenEats solely fills this huge vacuum by providing diversity, flavor, and health in every mouth.
Brand Concept and Solution
M&S GreenEats is positioned as a high-end and affordable brand of plant-based foods of global tastes developed by a chief. The idea glorifies global cuisines, such as Thai green curry or Mediterranean grain bowls and Mexican wraps made of sustainable and locally sourced food. The practice will make every meal not only tasty, but also sustainable, to help the sustainability agenda of the M&S Plan A.
Target Audience
The potential market comprises health-sensitive and hardworking workers, and responsible millennials, who do not pronouncedly disapprove of convenient products. GreenEats caters to committed vegans and less strict flexitarians, who want to eat bold and delicious food but reduce intake of meat.
Value Proposition
M&S GreenEats is a food establishment where you can enjoy knowing that you are not defrauding on its cuisine, 100% vegetarian, balanced and healthy, and eco-friendly. The container can be recycled and composted, and the brand philosophy of being environmentally-conscious. Making the global experience of the taste greener, GreenEats helps increase the brand image of M&S, as well as responding to the increasing demand of consumers to buy ethical products.
Marketing Strategy
The marketing campaign will be operated on the tagline of Eat the World, sustainably. Social media promotions will generate buzz and credibility due to digital promotion and influencer partnership. Tasting in-store and good shelf display will also enable the consumers to taste and see the freshness themselves. 
Persuasive Appeal
It is an appeal to both the investor and the customer to understand how M&S GreenEats makes a profit and a difference. The brand will achieve a potential in the eyes of investors due to the rapid expansion of the plant-based market, and customers will associate its values of taste, health, and sustainability. GreenEats is not simply food, it is a movement to a greener future.
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