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[bookmark: _Toc237546716]Segmentation
In the case of the proposed new brand extension of Marks & Spencer (M&S) ReWear, which aims to offer certified pre-owned clothing of the brand a detailed discussion of market segment is needed to identify correct consumers. In this aspect, as per Griva et al. (2022), market segments are divided into four distinctive segments, which are geographic, demographic, psychographic, and behavioural. Based on these sub-segments, Table 1 below identifies the market segment for M&S ReWear.
	Segments
	Description

	Geographic segmentation
	As per current data, the population of the UK is about 70 million, and top cities are London, Birmingham, Manchester and Liverpool (Worldometer, 2026). Hence, primarily the UK as a geographic region and its most populous cities like London, Birmingham, Manchester and Liverpool will be considered and then ReWear will be expanded globally.

	Demographic segmentation
	Age: 16-45 years of age
Gender: Male, Female and LGBTQ+
Education: School, College and Graduates
Income: Median disposable income of £36,700 yearly (Office for National Statistics [ONS], 2025).
Occupation: School-going, self-employed or office-going
Generation: About 63% of Gen Z and 62% of millennial consumers are inclined to buy ethically produced clothing items (Wightman-Stone, 2025).

	Psychographic segmentation
	Lifestyle: Luxurious lifestyle
Personality: Caring for the environment and focusing on sustainability as about 43% of UK consumers have already invested in second-hand clothing (Greenzone, 2025).

	Behavioural segmentation
	Buying habits: About 83% of UK shoppers prefer sustainable clothing items (Drapers Bespoke, 2026).
Brand engagement: High engagement with brands 
Loyalty: Highly loyal to brands with sustainable values


Table 1: Segmentation for M&S ReWear
(Source: Self-developed)
Analysis
From Table 1 above, it can clearly be seen that for M&S ReWear products which focus on selling certified pre-owned clothing of the brand will need to focus on the UK market segment first. Moreover, it needs to focus on people between ages of 16 to 45 years from the Gen Z and Millennials generation. It was found that about 83% of UK consumers want sustainable clothing (Drapers Bespoke, 2026). Hence, M&S will need focus on the sustainable market segment of customers who are in the UK and cares for the environment.
[bookmark: _Toc237546717]Targeting
As part of the target market as per the above geographic segment UK region can be considered. More specifically second-hand clothing market of the UK would be the target market for M&S ReWear. According to market research as of 2026, the UK second-hand clothing market size is about £7 billion and it is no longer a niche market as it has billions in market share (Pendlebury and Clough, 2026). About 83% of the chosen target audience, or UK shoppers prefer sustainable clothing items (Drapers Bespoke, 2026). Moreover, about 63% of Gen Z and 62% of millennial consumers are inclined to ethically produced or sustainable clothing items (Wightman-Stone, 2025). Lastly, about 43% of UK consumers have already invested in second-hand clothing (Greenzone, 2025). This further justifies that the chosen target market has huge potential for ReWear brand for M&S which is a circular fashion platform that enables customers to buy pre-owned or second-hand M&S clothing.
[bookmark: _Toc237546718]Differentiation
The proposed brand extension of ReWear is not a mass market product as it focuses on sustainability and reuse of existing clothes. Therefore, a differentiated segmented marketing strategy will be more suitable for creating differentiation of the ReWear brand from competitors. Bataineh, Sánchez-Sellero and Ayad (2023) have argued that product differentiation gives ab rand a competitive edge over its competitors as it helps attract consumers. Vinted is a similar platform which is currently offering second-hand clothing for UK consumers, which is an online e-commerce platform (Pendlebury and Clough, 2026). ReWear is very different from Vinted as it will be focused on offline retailing instead of online e-commerce websites and it will further create differentiation through certified clothes.
[bookmark: _Toc237546719]Positioning
The proposed product ReWear clothing, is part of sustainable product offerings of by M&S where second-hand and used certified clothing are sold. As per market study data, about 744,000 metric tons of post-consumer or used product waste is generated from the textile industry in the UK each year as per 2026 data (Textile Today, 2026). Moreover, about 83% of UK consumers now prefer sustainable clothing items as per latest data (Drapers Bespoke, 2026). Hence, following the growing consumer interest and looking at the fact that it will be used cloths, ReWear can be positioned in the low-priced and high-sustainable product segment. As per Bist and Mehta (2022), perceptual mapping as a tool is very useful to show position of products. Hence, it has been used in Figure 1 to show the positioning of ReWear products of M&S.
High Sustainability
High Price
Low Price
Low Sustainability

Figure 1: Perceptual Positioning Map for M&S ReWear
(Source: Self-developed)
[bookmark: _qynxi2eixi1w][bookmark: _Toc237546720]Element 3 - Marketing Mix 4Ps Analysis
Marketing is a key part of any product as it can help enhance its visibility by creating awareness. There are two types of marketing mix 4Ps and 7Ps, which are often used to create strategies where former is used for a product-based strategies and latter is used for new services. As the product ReWear is an actual product of second-hand clothing hence instead of 7Ps of marketing the 4Ps of marketing mix will be more suitable. Moreover, as per Tay, Chan and Mohamad (2023), the four key elements of 4Ps marketing mix model are product, price, placement or distribution and promotion. These elements for M&S ReWear has been discussed below.

Figure 2: 4Ps of Marketing Mix
(Source: Self-developed based on Tay, Chan and Mohamad, 2023)
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In case of the proposed ReWear product with the help of product life cycle theory current stage can be determined. As per Hooley et al. (2020), a product in its life cycle goes through total of 5 stages which are pre-launch, introduction, growth, maturity and decline. As ReWear has not been introduced in the market yet; it is currently in the pre-launch stage where product market suitability and strategies for marketing are decided which is currently being done. As part of the product quality level strategy, sustainability will be given priority, and its key feature will be certified M&S brand clothing.
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Figure 3: Product Life Cycle
(Source: Hooley et al., 2020)
The product will have a standard warranty of 7-day return and replacement promise in case of any manufacturing defects. Product support will be provided by the dedicated teams at M&S. In case of packaging M&S can partner with ASC Direct which offers right-sized sustainable packaging for clothing (ASC Direct, 2026). This sustainable packaging strategy will support the overall sustainable brand extension strategy for M&S as people are increasingly looking for sustainable options while purchasing clothing items. Hence, as per critical discussion it can be determined that as the product is in pre-launch stage it strategies like sustainable packaging, 7-day replacement and return warranty and brand support can be determined as the product strategy for ReWear.
[bookmark: _Toc237546722]Price
Pricing of the product is very important for any brand as it needs to set correctly based on consumer needs, as it creates customer perception. The price of this proposed ReWear product range can be set using segmented pricing strategy based on customer segment. According to Gonen, Tavor and Spiegel (2024), in a segmented pricing strategy price of a product can be set based on customer segment where loyal customers can buy products even if the price is higher. Hence, price for ReWear can be set based on the sustainability-preferred customer segment.
In this aspect in order to determine that product pricing at first the condition of the certified clothes will be determined. Then for high-quality clothes price will be kept at a higher rate compared to a low quality cloth. Moreover, a recent 2024 market study shows that despite high cost-of-living crisis, the UK consumers are willing to spend 9.7% higher price on average for a sustainably sourced or produced product (PWC, 2024). Hence, based on the customer segment demand following the segmented pricing strategy prices of the second-hand clothing of M&S ReWear can be kept at higher price as customers are willing to pay more.
[bookmark: _Toc237546723]Place
In terms of product place or distribution channel products of M&S ReWear can use direct marketing channels like physical stores of the brand and online e-commerce platforms. According to the company's own data currently, M&S has about 227 full-line stores across the UK (Marks & Spencer, 2026). Moreover, the brand also has a functioning online e-commerce store which delivers products across the country. However, its competitor, for example, Vinted, only has an online presence where it serves only 17 million users (Pendlebury and Clough, 2026). Therefore, based on the evidence it can be argued that M&S needs to consider using direct distribution channels of the company for offline and online placement of the products. It will also help ReWear to create differentiation from its competitors.
[bookmark: _Toc237546724]Promotion
In terms of promotion, M&S can focus on both offline and digital marketing using the social media channels of the company. In terms of offline marketing, M&S can create new posters stating the benefits of using sustainable or certified pre-owned clothing products. The poster furthermore, needs to show how much waste they are saving from the selling of the pre-owned clothes. Additionally, besides the offline marketing in the stores, M&S also need to use digital marketing strategies like targeted advertising. For targeted advertising and sales promotion, M&S can use its social media platforms like Facebook and Instagram. Over Instagram, as per Figure 4 below, M&S currently have over 2.5 million followers (Instagram, 2026). Social media campaigns in form of a video or a poster can be used to notify its followers about the new ReWear product range. It will create awareness among people and through word of mouth and sharing the post they can increase sales of ReWear. 
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Figure 4: Instagram of M&S
(Source: Instagram, 2026)
Besides targeted sales advertising campaigns using existing customer data like emails, M&S can reach out to potential customers and let them know about new ReWear product range. Moreover, M&S can also use influencer marketing strategies to support brand's overall sustainable brand extension strategy where the company will collaborate with UK-based sustainable promoters. According to Leung et al. (2022), about 75% of the brands now intend to dedicate their resources towards influencer marketing as consumers have grown sceptical toward traditional marketing. Fern Freud, David Domoney and Sophie Harvey are some of most popular sustainability influencers on Instagram (Kolsquare, 2026). Hence, M&S can collaborate with these influencers to directly reach out to the potential customers who will be interested in buying ReWear products. In this way M&S can further support the sustainable brand extension.
[bookmark: _s1eb7ts3up9a][bookmark: _Toc237546725]Element 4 - Reflection
As part of the marketing management module I have participated in this poster and report presentation. As a marketing consultant working on the brand development project for M&S, I have proposed expanding its brand toward the sustainable concept of reselling certified pre-owned clothing of the brand. During the research process of the topic while I was making the poster, I found that customers are being more interested in sustainable products. According to Ebele et al. (2024), the study shows that consumers are increasingly considering sustainability factors when purchasing anything. Reflecting on the experience of preparing the poster I can identify that my research skills have improved a lot as I had to find multiple relevant data and sources. Besides the research my presentation and creativity skilld also improved as I had to design the poster on my own. I used Canva which is a free-to-use designing platform which makes it easy to make posters. Also, at the time of writing the report part of the assessment my academic writing skill also improved which iwill be useful in the future to make similar assessments.
Besides the improvement of skills, based on self-analysis, I have also identified some challenges that I have faced during the poster making and designing the brand extension marketing strategy. For example, as I have not used Canva in the past to make any poster or presentation, I faced difficulties in understanding the interface. However, as time progressed I got used to the platform and then I felt relieved and happy that I could now make the poster. Moreover, during the marketing strategy development, I faced difficulties to determined appropriate pricing strategy. Later on, I realised that I need to working on my problem-solving and critical thinking skills so that I can come up with dedicated solutions faster. As per Poláková et al. (2023), problem-solving and critical thinking are very important soft skills that helps individuals in personal life to solve any problem and in the professional life it helps to be successful analyst. Hence, these skills are improvements for personal and professional life success.
From this reflection, I was able to identify my strengths in research and written communication skills. These skills have contributed to my personal and professional development. For example, with my written communication skills, I can share my views whenever needed and with better research skills, I can excel in the professional field as a marketing leader. However, I have also found some weaknesses in problem-solving and critical thinking skills which are also important in personal and professional development. As per Lyu and Liu (2021), employers today are looking for individual who are expert at problem-solving and critical thinking. Hence, I have also decided to further develop these two skills by taking online soft skills development course from platforms like SkillShare. In case of a future similar project I will be ready with my improved problem-solving and critical thinking skills so that I cam complete that project with more confidence.
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Brief introduction

Marks and Spencer (M&S) is a British multinational
retailer. Established in 1884, the company offers a
wide range of top-notch clothing products for men,
women and children (Marks & Spencer, 2026a). It is
now planning to launch ReWear, a sustainable brand
extension.

Sustainable requirement

Sustainability trends are growing in the fashion retail industry. About 83% of UK
consumers prefer sustainable clothing items (Drapers Bespoke, 2026). Moreover, about
744,000 metric tons of post-consumer waste is generated from the textile industry in the
UK as of 2026 (Textile Today, 2026). This makes it important for companies like M&S to
focus on sustainability initiatives.

Purpose for the brand
extension

M&S ReWear aims to offer a circular fashion platform
enabling customers to buy certified pre-owned M&S clothing.
Brand extensions use established parent brand name to
launch a new product in a new or related category for growth
(Deng and Messinger, 2022). The purpose of this extension is
to reiterate the brand name of M&S in the sustainable fashion
sector.

Appeal to the current market

The current textile industry is focusing on sustainable initiatives. About 63% of Gen Z and
62% of millennial consumers are inclined to ethically-produced clothing items (Wightman-
Stone, 2025). Another survey suggests that about 43% of the UK citizens have invested in
second-hand clothing (Greenzone, 2025). Besides, the second-hand clothing market is
valued at £7 billion (Rolt, 2025). This shows the appeal of ReWear in the current market.

Alignment with sustainable
goals

One of sustainability goals of M&S is related to wastage. It aims to reduce textile
waste with a focus on circularity. This aligns majorly with ReWear with circular
fashion. Besides, there is also a focus on reducing carbon emissions and
promoting responsible consumption (Marks & Spencer, 2026b). ReWear is again
aligning with these goals as it supports refurbished products.
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