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[bookmark: _Toc216800991]1. Kalyan Jewellers and STDP for the analysis of L&J fashion
[bookmark: _Toc216800992]1.1 Kalyan Jewellers and its Proposed New Brand
Kalyan Jewellers had entered business in 1908, within the market of pre-independent India, to develop self-sustenance within the nation based on ethical, honest and transparent business practices (Kalyan Jewellers, 2025). As one of the oldest family-based businesses in India, Kalyan Jewellers entered jewellery retailing in 1993, establishing its headquarters in Thrissur, Kerala (Kalyan Jewellers, 2025). The company, as of March 2022, had over 315 showrooms across India, GCC countries, and the US (Kalyan Jewellers, 2025). Moreover, based on market response, the company aims to penetrate these existing markets further, while also expanding to new markets like Sri Lanka, Malaysia, Singapore and others (Kalyan Jewellers, 2025). As a proposed new brand of Kalyan Jewellers, L&J Fashion focuses on the sale of wedding dresses for men and women, while also offering Indian and Western traditional party wear. This new brand aims to develop its sustainability by ensuring that the products sold are composed of 70% regular materials and 30% recycled materials.
[image: ]
Figure 1: L&J Fashion Logo
(Source: Self-Developed)
[bookmark: _Toc216800993]1.2 Appeal of the New Brand to the Current Market
This new brand ‘L&J Fashion’ aims to develop wedding dresses and traditional party wear, for men, women and children across Indian and Western product types, as its product offerings. As value-added services, the brand also provides tailoring and refitting services to support customer needs. As a sustainable brand, L&J Fashion also aims to achieve 30% recycled material usage in product development from the beginning. Kalyan Jewellers was recognised in 2019 as the 35th major luxury brand globally by Deloitte (Kalyan Jewellers, 2019). The global sustainable fashion market is estimated to reach $24.3 billion by 2030 with a CAGR of 18.6% (Lucintel, 2025). Furthermore, aspects like Eco-Friendly Materials and Circular Fashion, which enable the reuse and repairing of clothing, are also major emerging trends in the global sustainable fashion market (Lucintel, 2025). This shows the current consumer behavioural changes and sustainable fashion trends, ensuring that L&J Fashion, as a brand of Kalyan Jewellers, with its repairing services and use of Eco-friendly will appeal to the current global market.
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Figure 2: Market Growth for Global Sustainable Fashion
(Source: Lucintel, 2025)
[bookmark: _Toc216800994]1.3 Key Market Segments (Segmentation) and Target Audience (Targeting)
	Demographic
	Age Group: 25 to 50; Income Level: Upper Middle Class to Rich; Young Couples, and their Families and Friends. 

	Psychographic
	People who advocate Tradition and Customs; People who seek status from luxury brand usage; People who look for Value in purchases.

	Behavioral
	International buyers, Online shoppers, Value Seekers, Loyal Kalyan Jewellers Customers, and Occasion-based shoppers.

	Geographic
	Customers from the US, the GCC countries and the Indian markets


Table 1: Market Segmentation
(Source: Self-Developed)
Khandelwal et al. (2020) identified in their study that segmentation enables a company to focus on its product development, based on the needs of a particular target market segment that it aims to cater to. Khandelwal et al. (2020) further define segmentation as a process involving segregating the heterogeneous market into smaller homogeneous groups of customers with similar needs and demands.  Khandelwal et al. (2020) further added that targeting as a process focuses on the evaluation of the attractiveness of the target market segment through a more detailed study of customer preferences in this market segment. As seen in Table 1, the target market segment focused on by L&J Fashion includes young couples and their families, who are thinking of marriage, targeting specifically the age group of 25 to 50. As a luxury brand, L&J Fashion focuses on financially affluent people in the upper middle class ot upper wealth class. The company caters to customers in the existing US, GCC, and Indian markets, who are traditional, status-seeking, or purchase for value, through online, international or occasion-based shopping. The target market also includes loyal Kalyan Jewellers customers. 


	Name: Ajanya Joshi
[image: ]
	Story:
Ajanya is a woman looking to marry soon. She is 29 years old and earns around $700,000 per month in a US-based MNC in a directorial role.

	Demographics:
Age: 29 
Income: High
Occupation: Director in a US-MNC
Status: Single NRI
	Needs:
· Luxury Wedding Dress fitting for her Status
· Sustainable Clothing in accordance with her advocacy for Sustainability
· Clothing with longer durability Guarantee

	Motivation:
· To buy products from a premium global luxury brand.
· To maintain her social status while making her wedding memorable.
	Pain Points: 
· Lack of luxury Indian Traditional Wedding Clothes, which are not designer fashion
· Lack of Sustainable Clothing options to consider for her wedding ceremony.


Table 2: Customer Persona for Homogeneous Needs in Target Market
(Source: Self-Developed)
[bookmark: _Toc216800995]1.4 Differentiating Factors and Desired Positioning
Differentiating Factors for the L&J Fashion and its product offerings include its curated collection of Indian and Western Clothing Products directed towards Wedding Ceremonies. Moreover, the differentiating factors also include the high level of sustainability in the product and its associated services, which applies the concept of Eco-friendly raw material usage, through the incorporation of recycled materials for 30% of the raw materials used in the production, as well as the concept of circular fashion supported by reuse and repairing services provided. Furthermore, L&J Fashion aims to present itself as a Wedding Fashion brand which provides aesthetically pleasing and sustainable fashion clothing at premium prices.
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Figure 3: Positioning Map for L&J Fashion
(Source: Self-Developed)
As seen in Figure 3, the positioning strategy of L&J Fashion, in alignment with that of its competitors in the fashion market, is to position the brand in the consumer perception as a brand with highly sustainable, aesthetically pleasing, premium products. On the contrary, competitors like Pronovias are positioned as a premium brand with a much lower level of sustainability and aesthetic credibility. Sabyasachi, as a fashion brand, can become a major competitor as with similar levels of sustainability and aesthetics to L&J Fashion, as it offers its products at a more competitive price range, with similar levels of sustainability and aesthetics to L&J Fashion. Finally, Vera Wang is also a major competitor, but has proportionally lower sustainability and aesthetics and price range. This shows the overall positioning of L&J Fashion in the fashion market in respect to its major competitors. 
[bookmark: _heading=h.2iwky886ig9u]

[bookmark: _Toc216800996]2. Alignment with 7Ps marketing mix of L&J Fashion
[bookmark: _Toc216800997]2.1 7Ps of Marketing Mix
	7Ps Marketing Mix 
	Justification 

	Product
	· The presence of competitive pricing, an increased number of physical shops will be beneficial for the expansion of companies like L&J in the international domain, increasing the brand popularity and productivity.  
· Manufacturing the relatively matching garment aligned with the jewellery selected by the consumer.
· The product line will benefit contemporary customers who are inclined to avail an inclusive wedding collection to make their ceremony a memorable one.  
· The casual outfits manufactured by the company will grasp the attention of the working and DIY professionals. 

	Price 
	· Adoption of competitive and premium pricing will help in grasping the attention of the men’s population.
· The value pricing strategy infused in the company's operation will help in conquering the competitive market. 
· The implication of competitive pricing, like 1500-1900, for casual wear and premium pricing of wedding collection from 9000-25000 can help to attract both economic and premium budget-oriented consumers.  
· The company can expand its operation in the untapped fast fashion market like India, Bangladesh, Vietnam and Indonesia.       

	Place 
	· The top-notch ambience of the boutiques in the heart of urban areas will be considered as an innovative strategy to attract the new population. 
· Fascination related to weddings is witnessed in the Asian community, and manufacturing innovative apparel will help in creating a strong consumer base. 
· Adopting the Omnichannel distribution strategy and collaboration with a vast range of retail stores will be considered as an advantage for the company to increase organisational prosperity and dissatisfaction.  

	Promotion 
	· Digital-based, experimental marketing processes in the apparel industry will help attract local consumers. 
· Influencer and personalised online advertising will be included in the promotion process to offer a dynamic experience for consumers.
· Offering custom-based promotional products and seasonal products, the business professionals will be able to increase the brand familiarity and productivity 
· Social media-based promotional aspects related to the effectiveness of using recyclable materials in clothing manufacturing will elevate the brand image.  

	People 
	
· Collaboration with the brand ambassadors and focusing on the personalised marketing process will help in managing the consumer interaction and service excellence. 
· Inclusion of transparency and accuracy in the employee retention process and offering a strategic training session will be helpful in managing the business expansion in the international market.  

	Process 
	· Customers will be able to pre-order with the mobile app to avail the new product.  
· A seamless digital experience through email and influencer marketing will leverage contactless payment, making the distribution easier.
· Offering a dynamic customer support, like altering the clothes following the purchase and a more responsive approach for meeting the queries of the customers, will help L&J fashion to create a strong consumer base. 

	Physical Evidence 
	· Inclusion of transparent manufacturing procedures in videotapes and modifying the operation of the websites, L&J will be able to meet the demands of contemporary consumers. 


Table:7Ps marketing Mix 
(Source: Self-developed)
Analysis:
Based on the aforementioned table, it can be asserted that the marketing strategy of L&J fashion can be considered as a straightforward one as it will offer a customer-centric operation to meet the predefined business goals.  The seasonal and speciality apparel in the untapped fast fashion market in India, London, Bangladesh, Vietnam and Indonesia. Both the middle class and upper middle class will be able to afford the apparel product to elevate the style of their wardrobe. In the apparel industry, a diverse range of product portfolios and inclusive design help in managing the brand familiarity and satisfaction in the foreign competitive market (Yu et al. 2023). Streamlining the participation of the reliable suppliers and popular DIY professionals, the fashion industry will be able to manage the manufacturing integrity and transparency.  In the UK, the pricing of L&J clothing starts from Rs. 1500 will offers an affordable but superior shopping experience. Following the pricing model, the apparel industry employs a premium pricing for the wedding collection, which will set the company higher than that of its competitors.
Implication of the “Service with Warmth” policy to treat the new consumers visiting the physical stores will enhance the commercial activity in the competitive marketing environment. Inclusion of digital operations like connecting with consumers through innovative digital implications increases a notable issue in increasing the attractiveness of the brand to meet the expectations of contemporary consumers.  Promotional aspects play a significant role in increasing the operations of the contemporary fashion industry to offer an inclusive brand experience (Suradkar and Chanana, 2024).  Digitised promotional aspects will be effective to meet the expectations of contemporary consumers and help in achieving the predefined success. The presence of influencer marketing in the commercial activities of the apparel industry can capture the attention of contemporary consumers (Vidani et al. 2023). The L&J fashion will apply the influencer marketing process to meet the desired business expansion in the international business domain. Increasing marketing aspects in the social media platform can help in meeting operational efficiency and productivity. Transparent information related to the environmentally beneficial raw materials and asserting the importance of using such materials can increase awareness in the untapped market. Integration of the user-friendly websites and assessing the feedback of the consumers following the purchase, the apparel organisation can amplify its business resilience and productivity. 
Offering contemporary training to the hired employees, the business professionals of L&J fashion will help in retaining the operational harmony and productivity. Exclusive and project-based training sessions for the employees can attract the attention of contemporary consumers to meet the predefined business objectives (Ghobakhloo et al. 2025). Partnership with the popular brand ambassador and the local influencers, the apparel industry can manage its competitive position in the international business domain. Inclusion of digital proficiency in the business operation of L&J will be able to navigate the organisational disparities and exceed operational proficiency. As contemporary consumers are reliant on online marketing aspects, the inclusion of digital marketing will be beneficial to reach out to contemporary consumers (Sharabati et al. 2024). The operational efficiency and inclusive physical store experience will help in retaining the operational efficiency and productivity in tackling the contemporary business in the international platform. Responding to the consumers promptly, the apparel industry can establish trust and satisfaction, encouraging repetitive purchasing (Sarkis et al. 2025). Offering inclusive interior designs, sustainable and elegant packaging helps in managing operational efficiency and productivity, streamlining the inclusive consumer experience (Popescu et al. 2024). 

[bookmark: _Toc216800998]3. Market strategy pitch
[bookmark: _Toc216800999]3.1 Explanation of the Marketing Strategy Pitch
A Marketing Pitch can be defined as a summary of the products and services offered by a business, which is often delivered in the form of speeches supported by visual aids, aiming to highlight the key features of the business so as to secure investor, customer or manager interests. (Indeed, 2025). In this regard, for the pitch of the Marketing Strategy for L&J Fashion by Kalyan Jewellers, the visual aid used was a poster. In the poster, major areas of the marketing strategy, including the product offerings, differentiating factors, as well as STDP and Marketing Mix for L&J Fashion and its products, have been presented succinctly. The visual aids, like posters, are important for marketing and sales pitches as they help bridge the gap between the conveyed brand and product position and the brand position of the product in the perception of consumers (OnSight, 2025). This shows the importance of the poster for the delivery of the Marketing Pitch. Moreover, the delivery of the marketing pitch needs to follow the 7Cs of Communication in order to effectively communicate the brand idea. Krishna (2018) here presents that the 7Cs of Communication include clarity, correctness, conciseness, concreteness, completeness, consideration and courtesy. 
[bookmark: _heading=h.mxr21xs5pioi][bookmark: _Toc216801000]3.2 Marketing Pitch Poster
[bookmark: _Toc216800896][bookmark: _Toc216801001][image: ]

[bookmark: _Toc216801002]4. Reflection
[bookmark: _Toc216801003]4.1 Experience of Developing New Brand Concept and Marketing Strategy
This portfolio assignment was an eye-opener for me, as it helped me actualise some of the key marketing concepts learned theoretically during the module. The practical application of concepts like STDP and Marketing Mix, for the development of a new brand and its related marketing strategy, also helped me identify the different aspects that need to be considered during the development of a new brand. I realised that for the development of a new brand, it is essential to consider factors, like differentiators, product offerings, pricing strategies, as well as aspects like ways to leverage the key resources of the parent firm for providing the new brand with key competitive advantages from the start.
[bookmark: _Toc216801004]4.2 Experience of Preparing and Delivering Marketing Strategy Pitch
The preparation of the marketing strategy pitch was also a crucial element of this portfolio, as it helped me identify ways to summarise a significant amount of information in a way which conveys the essence of the new brand and its marketing strategy without overwhelming the audience with information. While practising the delivery of the pitch, I also learned ways to improve the delivery, which further helped me hone my public speaking skills.
[bookmark: _Toc216801005]4.3 Analysis of Key Skills and Insights Gained through the Experiences
The experience throughout this assignment enabled me to inculcate important skills like Critical Thinking and Strategic Planning, as well as Evidence-based Decision-Making, Poster Making and Public Speaking. In this regard, Ramos (2020) demonstrated that some of the significant organisational skills for aspiring employees include public speaking skills and critical thinking skills. Furthermore, Stonebraker and Howard (2018) presented that Evidence-based decision-making is an important skill in the current environment, as it enables the use of insights gathered from data analysis to inform the decision-making process. This further elucidates the importance of the skills improved upon and gained by me throughout this portfolio assignment. 
In this regard, I believe that the experience gained during this assignment will help me further refine and improve my approach to similar projects in the future. For instance, during future projects, I will be more prepared to conduct efficient background research into the market I am aiming to target, so that I can develop a brand in a blue ocean market. Kim (2005) presents that Blue Ocean Markets are essentially new markets which were previously untouched due to the lack of products. Therefore entering a blue ocean market would ensure that the innovative product offered has no competition in the market in the immediate time. This would help me better develop a marketing strategy, as the new brand would not have to consider the competitive forces in the market while developing the marketing strategy.
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« As one of the oldest family-based businesses in India, Kalyan
Jewellers entered jewellery retailing in 1993, establishing its
headquarters in Thrissur, Kerala (Kalyan Jewellers, 2025).

« The company, as of March 2022, had over 315 showrooms across
India, GCC countries, and the US (Kalyan Jewellers, 2025).

« Indian Men’s and Women’s Traditional
Clothing for Weddings

* Western Men’s and Women’s Traditional
Clothing for Weddings

« Men's, Women’s and Children’s
Traditional Clothing for Wedding Parties
across Indian and Western styles

(Source: Getethnic, 2025)

Age Group: 25 to 50; Income Level: Upper
Middle Class to Rich; Young Couples, and their
Families and Friends.

Demographic

People who advocate Tradition and Customs;
Psychographic | People who seek status from luxury brand
usage; People who look for Value in purchases.

People who advocate Tradition and Customs;
People who seek status from luxury brand
usage; People who look for Value in purchases.

Behavioural

People who advocate Tradition and Customs;
People who seek status from luxury brand
usage; People who look for Value in purchases.

Geographic

« Well-curated and inclusive apparel collection will
attract a vast range of consumers to meet the
expectations of the consumers.

« Manufacturing the relatively matching garment

aligned with the jewellery selected by the consumer.

Product

« Adoption of competitive and premium pricing will
help in grasping the attention of the men’s

« The global sustainable fashion market is
estimated to reach $24.3 billion by 2030
with a CAGR of 18.6% (Lucintel, 2025)

« Furthermore, aspects like Eco-Friendly
Materials and Circular Fashion, which
enable the reuse and repairing of clothing,
are also major emerging trends in the global
sustainable fashion market (Lucintel, 2025)

« Kalyan Jewellers was recognised in 2019 as
the 35th major luxury brand globally by
Deloitte (Kalyan Jewellers, 2019).

(Source: Pinterest, 2025)

DIFFERENTIATING FEATURES

% 30% recycled raw materials used for Clothing Production

« Associated services, such as tailoring, Refitting, and Repairing)
enable increased clothing durability, as well as the adoption of
Circular Fashion concepts, including reuse and Repair.

« The company, as of March 2022, had over 315 showrooms
across India, GCC countries, and the US (Kalyan Jewellers,
2025). This shows high brand reputation and awareness ofj
parent firm.

(Source: Considerate

Consumer, 2020) *
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