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[bookmark: _Toc234507178]Poster title: M&S ReLoved Circular Wardrobe: Rewear. Repair. Resell. Repeat.
The strengths of this UK-based business, however, are its reputation for quality and trust, its long history and a well-developed Clothing & Home business, and that it has a presence in shops across the country, offering a credible foundation for the proposed circular-fashion extension (M&S, 2026a).
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Table 1: Poster message map for M&S ReLoved. Source: adapted from M&S (2026a; 2026b), WRAP (2025), Deloitte (2024) and Oxfam GB (2026).

[bookmark: _Toc234507179]Element 2: Segmentation, Targeting, Differentiation and Positioning Analysis
[bookmark: _Toc234507180]2.1 Strategic context
The proposal is a brand extension as M&S is moving into a related, service-based fashion category, circular fashion. But according to brand-extension theory, fit is critical: extensions are more likely to be accepted when associations to the parent brand are relevant to the new extension. ReLoved has a strong “fit” as M&S is seen as reliable, durable, everyday, practical, accessible, and this is relevant to both repair and resale and wardrobe-care services. (Wu et al., 2024; Hesse et al., 2022; Kotler et al., 2024).
One of the major problems is that circular fashion can become 'symbolic greenwashing' if it is about reusing, but the central business is about more production. WRAP's evidence for the UK Textiles Pact indicates that a decrease in carbon and water impact per tonne could be matched by increased sales. ReLoved is not to be judged by the garment collections or sales. A better alternative would be Displacement-adjusted circular revenue – the proportion of circular-service revenue from repair, rental & resale that is estimated to be a replacement for purchasing new garments. (WRAP, 2025; Vogue, 2025; CMA, 2021).
This makes transparent measurement important because circular activity should demonstrate genuine reduction in environmental impact rather than simply create a stronger sustainability narrative (WRAP, 2025; CMA, 2021).
[bookmark: _Toc234507181]2.2 Segmentation analysis
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Table 2: STDP segmentation for M&S ReLoved. Source: adapted from Kotler et al. (2024), M&S (2026a), Deloitte (2024), Mintel (2024) and WRAP (2025).
The most appealing primary segment is family and professional shoppers who are attuned to sustainability, around 25-55 years old. This group is ideal for M&S as they appreciate good value, convenience, reliability and quality. The evidence from UK consumers shows evidence of a persistent value-action disconnect: they would like to act more sustainably, but cost, lack of information and doubts are holding them back. (Deloitte, 2024; Mintel, 2024; Kotler et al., 2024).
A secondary target is the younger circular-fashion adopter who is about 18-35 years old. This group feels at ease with second-hand platforms, social commerce, peer influence and used styling. But it would put M&S against Vinted, eBay, Depop and Zara Pre-Owned on price, interface quality, authenticity and speed on a digital level(The Guardian, 2026; Mintel, 2024; M&S, 2026a).
[bookmark: _Toc234507182]2.3 Targeting strategy
The targeting logic recognises that sustainable fashion must be practical. While consumers can embrace the concept of circularity, they are also likely to buy new products if they can't repair them, don't know how to resell them, or if the circularity marketing message is too ambiguous. ReLoved ought to be sold as a mainstream value offer, and not as an ethical ‘bonus’: save cash, look good and extend the lifespan of good clothes. (Kotler et al., 2024; M&S, 2026a; Mintel, 2024).
A differentiated targeting strategy will be recommended. The primary offer should be targeted at existing M&S customers, and it is assumed that these customers offer the lowest acquisition cost and the best brand fit. There are a host of reasons why social media styling, student offers, limited circular drops, and creator content should be a complement to the secondary offer for younger resale users. This is a nice mixture between the core business of M&S and the chance to revitalise the brand. (Deloitte, 2024; Abdelmeguid, Afy-Shararah and Salonitis, 2024; CMA, 2021).
Accordingly, the offer should combine practical value with credible sustainability evidence so that customers do not have to choose between convenience, affordability and environmental responsibility (Deloitte, 2024; Mintel, 2024).
[bookmark: _Toc234507183]2.4 Differentiation
ReLoved would provide better condition warranties, access to inventory and returns, and probably not be as price-driven or as rapid to grow inventories as Vinted and Depop. eBay offers reach and transactional familiarity; Zara Pre-Owned offers brand-specific repair and resale – M&S can't just trust. It is a managed service for quality everyday clothing that involves repair before resale and a consistent grading system, while offering omnichannel convenience. Higher service standards may lead to higher costs and a smaller assortment (Mintel, 2024; M&S, 2025; CMA, 2024).
The extension needs to be primarily founded on four defensible differentiators: M&S condition grading, repair-before-resale, digital product passports and impact reporting. Fabric composition, care information, repair history, and readiness for resale could be part of a product passport. Avoid using broad statements in impact reporting – stick to facts. This meets the CMA's demand for environmental claims to be clear, accurate, substantiated and not misleading. (CMA, 2021; Ellen MacArthur Foundation, 2021; Vogue, 2025).
These differentiators also give M&S a clearer basis for communicating trust, traceability and service quality across both physical stores and digital resale channels (CMA, 2021; M&S, 2026a).
[bookmark: _Toc234507184]2.5 Positioning
M&S ReLoved is the recommended positioning statement for the circular fashion service, allowing shoppers in the UK to repair, resell, rent and responsibly return quality clothing to M&S stores and online, whilst avoiding waste. The positioning is believable; it reinforces M&S's reputation for durability and convenience in the stores, fits in with Plan A and meets the needs of customers for affordability and practicality (M&S, 2026b; M&S, 2026c; Kotler et al., 2024).
The strategic hypothesis is that increased customer trust and utilisation of the garments will increase the brand equity of M&S to a level that is sufficient to compensate for some cannibalisation of M&S's profitable new-garment sales. Partial replacement of new purchases with circular services could help to sustain the long-term legitimacy of service providers in a carbon-constrained market and set the stage for an extended producer responsibility for textiles in M&S, as well as open new service margins. (WRAP, 2026; Wu et al., 2024; Ellen MacArthur Foundation, 2021).
[bookmark: _Toc234507185]Element 3: Marketing Mix: 7Ps for M&S ReLoved Circular Wardrobe
[bookmark: _Toc234507186]3.1 Product
The product is not only a single garment, but the product-service system with the emphasis on prolonging the garment's life. The main offer includes repair, alterations, resale, take-back, occasionwear rental, guidance on care and QR-based product passports. Augmented product consists of M&S quality grading, Sparks rewards, repair warranties, style suggestions and environmental information clearly communicated. This system-wide approach is essential since the circularity of the capsule collection needs more than just a sustainable capsule collection: it demands coordination between design, customer behaviour, reverse logistics, repair capabilities and data systems(Abdelmeguid, Afy-Shararah and Salonitis, 2024; Ellen MacArthur Foundation, 2021; Kotler et al., 2024).
Product strategy needs to be directed at high displacement categories like coats, knitwear, formalwear, schoolwear, workwear and occasionwear. These products could be relatively durable, repairable and suitable for repeated usage, which makes them better suited for resale and rental than inexpensive, trendy pieces. Care needs to be taken that the environmental impacts of cleaning and the impacts of transport are not exaggerated by M&S, where displacement of the customer is low. This acknowledges the importance of utilisation, product quality and replacement of newly purchased products for circular models to offer real benefits for sustainability(Vogue, 2025; WRAP, 2025; CMA, 2021).
[bookmark: _Toc234507187]3.2 Price
The investment for the pilot would include up-front investment in digital integration, triage equipment, employee training, repair capabilities and reverse-logistics partners. Variable costs encompass the costs of collection, cleaning, inspection, repair, payment processing, and unsold stock. Some clothes might also be too small in value to be worthwhile, and therefore, the first range should be based on particular strength, higher-value items, with predictable demand. A staged budget would restrict exposure until the unit economics are proven (Abdelmeguid, Afy-Shararah and Salonitis, 2024; Deloitte, 2024).
Benefits are anticipated to be repair expenses, resale profits, rental income, reduced acquisition costs via Sparks and increased retention and protection of brand equity. Viability should be judged not only by circular gross revenue per item, but also by other metrics such as utilisation of repairs, conversion of sales to resale, stock turnover, repeat use and customer lifetime value. One weakness with cannibalisation is that these second-hand sales could take the place of new-garment sales. The pilot should only be conducted if the incremental margin and retention benefits are greater than the operating costs and estimated lost new-sales margin (Kotler et al., 2024; WRAP, 2025; M&S, 2026a).
[bookmark: _Toc234507188]3.3 Place
An omnichannel approach should be used to manage Place. Customers should be able to reserve repairs online, drop in at a store, use a courier service to collect, browse M&S ReLoved online, and collect/report in stores. The national store network can help to offer an edge to a pure online retailer, as circular fashion demands physical sorting, cleaning, repair and reassuring customers. Stores would thus be seen as circular-service hubs, not just places of sale (M&S, 2026a; M&S, 2026c; Abdelmeguid, Afy-Shararah and Salonitis, 2024).
 Implementation is to be rolled out in 6-10 major stores and have a central repair and grading hub. The first 3 months are for training, turnaround times and digital tracking; months 4-6 are for demand, unit cost, resale conversion and customer satisfaction. Challenges include inconsistent condition of garments, limited repair skills, hygiene assurances, integration, and returns fraud and partner dependence. Dedicated operations, compliance, procurement leads and technology are needed. National rollout should only occur if agreed goals for service, financial and displacement are met (M&S, 2025; Oxfam GB, 2026; CMA, 2021).
[bookmark: _Toc234507189]3.4 Promotion
Avoid using wide-ranging terms like ‘eco-friendly' or ‘sustainable fashion' without the backing of evidence. Among the CMA Green Claims Code principles, the lack of important information and the principle that environmental claims must be clear and unambiguous, substantiated, truthful and accurate are particularly highlighted. The CMA's intervention against ASOS, Boohoo and George at Asda is a case in point of the reputational and regulatory dangers associated with fashion green claims. ReLoved should include specific claims, including ‘professionally repaired’, ‘condition-graded ', ‘resold through verified channels' and ‘impact calculated using a WRAP-aligned methodology'.(CMA, 2021; CMA, 2024; Reuters, 2024).
The theme of the communication should be ‘Love your clothes for longer’. It should be backed up with before-and-after repair content, demonstrate customer savings, styling videos, local repair events and clear impact dashboards. This is a more convincing way of doing things than moralising, as it brings sustainability into the reality of how customers live their daily lives and what they value: value, quality, convenience and trust (Deloitte, 2024; Mintel, 2024; Pearson and Malthouse, 2024).
Promotion should therefore connect measurable proof with everyday customer benefits, using clear language that supports trust rather than broad environmental promises (CMA, 2021; Pearson and Malthouse, 2024).
[bookmark: _Toc234507190]3.5 People
People are central, as ReLoved is a service experience. Store associates need to be trained on the language of circularity, garment triage, green claims compliance and customer assurance. If a team of repair partners or customer service fails, it can impact confidence in the parent brand of M&S. This is consistent with services-marketing theory that holds that service employees influence perceived quality and alleviate service product uncertainty in service extensions. (Rohit, Ranjan and Shainesh, 2025; Kotler et al., 2024; Wu et al., 2024).
[bookmark: _Toc234507191]3.6 Process
The process should be easy: customers scan an item's QR code or enter the product information, choose a repair, resale, rental or take-back, get an estimate, arrange drop-off or pickup, track the process, and get the item repaired or the resale credit or impact summary. Sustainable behaviours are less likely when there is friction in the process, so process design should reduce the thought burden and normalise the process as a circular one. (Deloitte, 2024; Abdelmeguid, Afy-Shararah and Salonitis, 2024; Rohit, Ranjan and Shainesh, 2025).
Each transaction should be documented, including item type, weight, material, original purchase date (if known), type of repair, outcome of resale and use of the item for rental and likely displacement of a new purchase. This provides an asset of valuable data for M&S and ensures the credibility of reporting. The methodology, however, should include uncertainty as displacement rates are hard to verify and can differ by category or customers' intention and frequency of purchase. (Vogue, 2025; WRAP, 2025; CMA, 2021).
[bookmark: _Toc234507192]3.7 Physical evidence
The physical appearance of ReLoved should be backed up by evidence of its premium, hygienic and trustworthy nature. Stores should have clean ReLoved spaces, sample displays of items that can be repaired, garment grading tags, quick scanning labels, and simple impact cards and guides for care. Be minimal, recyclable and in line with the M&S brand (Rohit, Ranjan and Shainesh, 2025; M&S, 2026c; Oxfam GB, 2026).
Online listings should contain photos of what's actually being sold, condition grades, repair history, and fabric content and care. M&S should include a brief annual impact statement in a separate section of its ESG reporting, detailing the number of garments that have been repaired, resold, rented, donated, and recycled, and explaining methodological challenges (M&S, 2026b; CMA, 2021; Vogue, 2025).
[bookmark: _Toc234507193]3.8 Overall evaluation
In sum, the 7Ps are interdependent: the service proposition relies on affordable prices, a multi-channel retailing strategy, informed employees, streamlined processes, and evidence-based physical attributes. The principal risk is that the promotion might outpace operational capacity, so performance of pilots should be evaluated based on repair turnaround time, repeat usage, resale conversion, customer satisfaction and displacement-adjusted circular revenue before national expansion. (Rohit, Ranjan and Shainesh, 2025; CMA, 2021; WRAP, 2025).
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Figure 2: 7Ps alignment for M&S ReLoved. Source: adapted from Rohit, Ranjan and Shainesh (2025), Kotler et al. (2024) and M&S (2026c).
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I think with the beginning of this portfolio, I knew what I meant by sustainable fashion, in a way, as a result of the products, recycled fabrics and lower impact materials. But through research, I gained a more strategic understanding. I knew that the sustainability of fashion is as much about what is produced as it is about how long the products last, and whether the circular services decrease the need for more clothing. This changed my perspective about sustainability, from sending a positive brand message to whether or not the suggested business model could deliver measurable environmental value (WRAP, 2025; Ellen MacArthur Foundation, 2021; Gibbs, 1988).
STDP analysis helped augment skills in consumer behaviour and marketing theory. At first I was tempted to consider “sustainable consumers” as a single market. The analysis revealed that the motivations are different based on age, lifestyle, value expectation, and familiarity with resale. I found that barriers like price, convenience, trust and service quality need to be understood if we were to have effective targeting. I also realised that differentiation had to be doable. Promises of repair-before-resale and reliable condition grading and impact transparency are more trustworthy than general sustainability statements (Deloitte, 2024; Mintel, 2024; Wu et al., 2024).
It was helpful to use the poster to enhance communication skills. I found it challenging to present a complex circular-fashion strategy in a format that was clear, academically supported and suitable for a short presentation. I wanted to include too much to start with, but this made it less clear. I learned that by stripping away the message around “rewear, repair, resell and repeat,” we can make a strategy more compelling without eliminating the academic foundation. The practice presentation also helped me to become more conscious of the expectations of the audience, time constraints and the importance of clearly articulating evidence when responding to questions (Pearson and Malthouse, 2024; Schön, 1983; Gibbs, 1988).
The most important lesson that was learned was the distinction between circular activity and real sustainability performance. Repair and resale can make the environmental footprint look good, but this can be undermined if they result in more consumption rather than less. It led me to the conclusion that I wanted to use displacement-adjusted circular revenue as a successful criterion. If I expanded this project, I would further support it with customer surveys, competitor benchmarking, pilot data and financial forecasting. The methods would aid in determining the feasibility of making ReLoved commercially successful and in determining the credibility of the environmental benefits (Vogue, 2025; WRAP, 2025; Abdelmeguid, Afy-Shararah and Salonitis, 2024).
Overall, this portfolio has helped to enhance my research skills, critical thinking, presentation and evidence-based decision-making skills. I have come to find that there is a need to balance customer value, commercial feasibility, brand credibility and sustainability outcomes in a brand development process. In future projects I would use this critical approach at a much earlier stage in the project, testing the assumptions, establishing measurable criteria of success and anticipating unintended consequences before recommending project expansion (CMA, 2021; Kotler et al., 2024; Kolb, 1984).
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SUSTAINABLE BRAND EXTENSION POSTER

M&S RelLoved
Circular Wardrobe

Repair * Resale * Rental * Take-back

A formal, service-led brand extension that turns M&S clothing from a
linear purchase into a trusted circular wardrobe system for UK

customers.

1. Sustainable requirement 2. Purpose of extension

UK textiles need a model shift: WRAP reports Make circularity mainstream by combining
that brands placed +17% more textiles on the M&:S trust, stores and Sparks data with repair,
market in 2024 than in 2019, increasing total resale, rental and take-back in one customer

carbon and water impacts despite efficiency gains.  journey.

THE CIRCULAR WARDROBE LOOP

REWEAR — REPAIR — RESELL — RENT / RETURN

3. Why the UK market will respond 4. Alignment with sustainability goals
Customers: affordable quality, convenience and lower Supports M&S Plan A net zero by FY2040 and ‘ ; g N
waste. scales Another Life through verified claims, ! Al-generated visual: circular wardrobe boutque, 2026

Investors: circular service revenue, loyalty and lower roduct-life extension and displacement-adijusted
greenwashing risk. ipmpact KPIs. P ! POSITIONING Trusted circular style for everyday Britain
Planet: longer garment life and measurable textile-waste

. repair conversion * resale sell-through + tonnes diverted + displacement-adjusted
reduction. KPIs |

revenue

Commercial logic: grow circular service revenue while reducing dependency on new textile volume.

Sources: M&S Group plc (2026a, 2026b, 2026c); WRAP (2025); Deloitte (2026); CMA (2021); Kotler et al. (2024). Diagram: author, adapted from brand extension and circular economy concepts. Visual: Al-generated, 2026,
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1. Sustainable  requirement  2. Market appeal  3. Sustainability alignment  

Fashion growth cannot  depend only on selling more  new garments. UK textile  volumes have grown faster  than efficiency gains,  increasing total carbon and  water impacts.  UK shoppers want value,  convenience and trust.  ReLoved makes circular  fashion practical through  repair, resale, rental and  take - back across stores and  digital channels.  The extension supports  M&S Plan A and Another  Life by keeping clothing in  use for longer, reducing  textile waste and making  circular behaviour  measurable.  
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Variable  Relevant UK segment for  M&S ReLoved  Strategic implication  

Geographic  UK urban and suburban  shoppers near larger M&S  stores, especially  in  London,  Manchester, Birmingham,  Cardiff, Leeds, Bristol and  Edinburgh.  Use stores as repair, take - back and collection hubs  supported by courier  options.  

Demographic  Women and men aged 25 - 55; families; professionals;  students; and value - conscious middle - income  shoppers.  Offer accessible repairs,  family clothing alterations,  workwear refresh and  occasional - use rental.  

Psychographic  Practical sustainables who  want to reduce waste but  dislike inconvenience, plus  style - conscious shoppers  seeking quality without fast - fashion guilt.  Communicate trust,  convenience, savings,  quality control and credible  impact rather than guilt.  

Behavioural  Sparks members, repeat  Clothing & Home buyers,  Oxfam donors, pre - loved  shoppers, repair users and  occasionwear customers.  Use loyalty data, trade - in  credits, QR care prompts  and personalised circular  offers.  
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7P  How  does  it  support   the sustainable  brand extension  

Product  Repair, resale, rental, take - back and  product passports extend garment life.  

Price  Tiered repairs, resale grading and Sparks  incentives reduce adoption barriers.  

Place  Stores and digital channels act as circular  service hubs.  

Promotion  Evidence - based claims reduce  greenwashing risk and build trust.  

People  Trained colleagues and repair partners  deliver service credibility.  

Process  Simple scan - book - drop - track process  makes circular behaviour convenient.  

Physical evidence  ReLoved zones, grading tags and  transparent impact cards reassure  customers.  
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