[image: ]









Title: Assessment component 2:
Marketing Portfolio
Module code:  LCMB7024
Student Name:  Salah Mheidean
Student ID: 2109425
Module: LCMB70024 Marketing Management
Name of Lecturer: Dian Mayasari






Contents
1. Pistachio Eau de Perfume-Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis	1
1.1 Introduction to Floris London	1
1.2 New Brand Concept	1
1.3 Segmentation Analysis	2
1.4 Targeting Analysis	2
1.5 Differentiation Analysis	2
1.6 Positioning Analysis	3
2. The Marketing Mix (4Ps) Analysis	3
2.1 Product	3
2.2 Price	4
2.3 Place (Distribution)	5
2.4 Promotion	5
3. The Marketing Strategy Pitch	6
Appendix-I The Marketing Strategy Pitch	7
4. Reflection	8
5. Conclusion	8
References	10







7

[bookmark: _Toc213961432]1. Pistachio Eau de Perfume-Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
[bookmark: _Toc213961433]1.1 Introduction to Floris London
Founded in 1730, Floris London is a classic British perfumery that has a long tradition and Royal Warrants issued by consecutive kings and queens. In about three hundred years, the brand has gained popularity as a traditional, luxurious fragrance, which is usually floral, citrus, and woody (Floris London, 2025). Although this heritage is one of the strengths, the modern perfume industry is changing, requiring newness and uniqueness. Floris London is about to introduce a new free-standing line: Floris Curiositas, to connect its rich heritage with the current needs of the customers.
[bookmark: _Toc213961434]1.2 New Brand Concept
According to An, Y., (2025), Pistachio Eau de Perrier attracts consumers.  Pistachio Eau de Perrier is the flagship product in this line. This idea goes beyond the conventional scent profiles to provide a whiff of the unexpected (McMaria, 2025). The perfume is designed to provide a high-end and yet whimsical smell with a unique top note of creamy, faintly sweet and earthy pistachio, over an underlay of gentle woods and skin musks. This new agreement is based on an increasing consumer craving of unconventional, gourmand adjacent scents that are neither explicitly florally nor citrus-heavy. 
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[bookmark: _Toc213961435]1.3 Segmentation Analysis
In determining the best customer to sell the Pistachio fragrance, Floris London can divide the market on the basis of demographics, psychographics, and behavioural variables.
Demographic: Griggs (2025) reports that most of the pistachio fragrances are preferred by teens and the younger generation. The target market of the Pistachio Eau de Parfum is the adult group aged 18-35, and the second target market is adult Gen X (35-45). These persons are probably city residents and have a middle to high disposable income and have higher education. 
Psychographic: As Bhat, M.S. (n.a) claims, this segment is characterized by the values and lifestyle. The customers of 'Pistachio' Eau de Parfum are experience over things customers, fashion oriented, digitally savvy and culturally curious. They do not view fragrance as a luxury but as an identity accessory - a self-expression. They are first movers who take joy in learning and promoting niche products. 
[bookmark: _Toc213961436]1.4 Targeting Analysis
The key target audience of the perfume is the Aesthetic Connoisseur. This target will be aged 22-35 and enjoys the latest trends in fashion, beauty, and lifestyle on Instagram, Tik Tok, and specialized fragrance blogs ( Glebova, E. (2025). They do not need to put on a perfume to blend in but to be different and to narrate a story. They are well acquainted with notes and houses beyond the mainstream and they pride themselves on their taste. A smell of Pistachio will be a way of starting a conversation to them- an indicator of creativity and class. They are not exactly the target of a Floris classic; they are going to find the next Floris, and the brand extension that will address this need of intelligent novelty in a house of quality, which can be trusted.
[bookmark: _Toc213961437]1.5 Differentiation Analysis
The perfume under the line of Floris Curiositas, which is the Pistachio, will also be distinguished by a multi-faceted approach in a busy market:
1. Unique Scent Profile (Product Differentiation): The point of individuality is the pre-eminent one, that is, in the note. Although, brands like Kayali have already commercialised gourmands (e.g., Yum Pistachio Gelato) and DS & Durga have already experimented with nutty ideas (e.g., Pistachio) (Sesky.pk, 2025), Floris will treat it with its British taste. The sensitisation will not be too sweet but rather sophisticated and woody, and the experience in perfumery of Floris will be used to create a heavier and long-lasting interpretation of the note.
2. Heritage Meets Novelty (Brand Differentiation): The Curiositas line gives Floris the opportunity to place this innovation as a "cabinet of curiosities", by a master perfumer. It is not a fad hunt, but an intelligent experiment of a house that has almost 300 years of experience, a story that could not be found in new trend-based niche brands without a similar heritage foundation.
[bookmark: _Toc213961438]1.6 Positioning Analysis
The positioning statement can be used to summarize the desired positioning of the brand of 'Pistachio' 'Floris Curiositas' a brand: In the mind of the fashioned and style-conscious person who is seeking to express himself or herself in an unconventional way, the new perfume by Floris Curiositas, which is called Pistachio, is the first fragrance with a twist to enjoy an unconventional and elegant fragrance experience. Our scent has a touch of the playful and sophisticated, its curiousness as a historic British perfumery resulting in a touch of intimacy, a touch of nutty creaminess, and creaminess unlike a traditional sweet gourmands or classic florals (Bella Vita Organic, 2025).
This places the brand in the context of heritage and innovation, of playfulness and sophistication. Perceptually, the brand lives together with other innovative niche houses, but it is pegged on a unique tradition of Britain and as such, it provides a viable and desirable substitute to the consumers with the need to seek quintessential differentiation based on verifiable craftsmanship.
[bookmark: _Toc213961439]2. The Marketing Mix (4Ps) Analysis
The brand strategy that was explained in the STDP analysis is operationalised by the marketing mix. In the instance of the sub brand, Floris Curiositas: Pistachio every element of the 4ps has to be carefully designed so as to express a story of the high-end curious, to appeal to the Aesthetic Connoisseur and to position the brand by its fusion of tradition and modernity.
[bookmark: _Toc213961440]2.1 Product
Product is the most important part of the marketing mix that captures the promise of the brand. In the case of Pistachio, the product strategy is beyond the liquid in the bottle to provide a holistic sensory and experience product.
Core Product (Benefit): The core benefit is self-expression and olfactory discovery. The consumer is not merely purchasing a scent; they are buying a unique identity marker, a piece of conversational art, and an intimate sensory experience that satisfies their curiosity and sophisticated taste (Kotler et al., 2022).
Actual Product (Features and Design):
Scent Profile: The perfume will be an Eau de Perrier concentration, which will be long lasting and have a sense of value. The agreement is an advanced development of the gourmand subject. The highest note will be photorealistic and creamy pistachio, without an overabundance of sweetness. A faint, green (violet leaf) and a trace of heliotrope will be revealed in the heart to give a slight, powdery touch. A warm sandalwood, creamy musk and a bit of benzoin base will be used to create the dry down leaving behind a tail of a skin-like, intimate trail. This complicated composition places the fragrance as a grave gift to connoisseurs.
Augmented Product (Services and Experience): To make the value proposition more attractive, the brand will also provide:
Personalized Engraving: This can be done by etching the initials of the customer on the bottle and this increases its position of being a personal object of desire.
Digital Scent Profiling: On the Floris site would be an interactive tool to help the customer find their Curiositas profile, aiding fitting the user to be offered the scent that has preferences that are innovative, creamy and intimate, which in this case would be Pistachio.
Sample Subscription: Collaboration with luxury beauty boxes or a direct-to-consumer discovery box of the whole range of the line of the entire Curiositas would soften the entry barrier to trial by this adventurous customer group.
This multi-layered product plan guarantees the tangible and intangible characteristics to relay the same message of the brand voicing the positioning of heritage, innovation, and upscale playfulness.
[bookmark: _Toc213961441]2.2 Price
Mogaji (2025) asserts that pricing should be recognized on the basis of premium positioning of the brand, convey on quality and be based on the perception of value of the target audience.
Pricing Strategy: The most suitable pricing strategy is the combination of the premium pricing strategy with the value-based pricing, as stated by Shams, Brown, and Hardcastle (2025). The cost does not dictate the price but the perceived value created by the exclusive smell, the heritage of Floris and story of the sub-brand called Curiositas (Hinterhuber and Liozu, 2019). This is a strategy that enhances the superior and selective quality of the product.
Price Point: The suggested retail amount is £150-£180 per 75 ml of the bottle. This puts “Pistachio’ solidly in the luxury niche fragrance category, over mass-market prestige or below ultra-luxury or haute-parfumerie collections. 
Psychological Pricing: Charm pricing, e.g., PS 155 rather than PS 150 is less successful in the luxury market. The numbers in a round or the price ending in .00 or .50 (say PS 165.00) tend to represent more confidence and quality (Kotler et al., 2022).
This pricing system helps the brand in differentiating as it is viewed as an investment in unique and quality product of a historic house, but not an expendable fad.
[bookmark: _Toc213961442]2.3 Place (Distribution)
The marketing plan of Floris *Curiositas* gives priority to the selective use of the omnichannel to achieve exclusivity and accessibility regarding the Pistachio perfume (Kumar, 2024). The main channels are direct-to-consumer (D2C) through a dedicated microsite, where it will have complete control over the narrative and offer services tailored to each person (James, P.A.K., & Dutta, S., 2025). Its own Jermyn Street store, where immersive, consultative experiences are available, is also in operation by the brand. To broaden the outreach and maintain the prestige, the secondary channels are luxury department stores carefully selected, e.g., Liberty London, and exclusive online retailers, e.g., Bloom Perfumery. These collaborations are edited to fit the profile of the target audience, the Aesthetic Connoisseur, ensuring that the brand is found to support its high-tech and innovative branding. This selective distribution plan will help maintain the consistency, exclusivity, and matching of the product to the positioning of the Pistachio brand to avoid making the brand become a commodity and lose its high value.
[bookmark: _Toc213961443]2.4 Promotion
Htet (2025) proposes that the promotional plan should establish awareness, desire and trial, and continuously convey the central message of the brand, which is sophistication curiosity.
The promotional mix of Pistachio perfume manufactured by Floris Curiositas, is an integrated mix whose main agenda is the genuine approach to the target group termed as Aesthetic Connoisseur. Central to all this is Digital and Influencer Marketing, which is more than just providing placements of its products, but rather a joint content development with prominent fragrance experts and fashion connoisseurs. This allows the development of authentic advocacy using the high degree of trust influencers have (De Veirman et al., 2017). The plan is further enhanced through focused Public Relations which ensures that the brand gets featured in the high profile magazines like How To Spend It thus positioning the artistic progress of the brand. The embodiment of Experiential Marketing is providing physical, immersive experiences in separate isolated Scent Discovery Evenings, whereas the specific targeting of the Social Media Advertising on Instagram and Tik Tok ensures a narrowed target audience. Lastly, Authoritative Content Marketing published in the own media of the brand makes Floris a thought leader. This integrated strategy is to make sure that each consumer touch point will convey the unique promise of the brand as heritage-based innovation.
[bookmark: _Toc213961444]3. The Marketing Strategy Pitch
The marketing Strategy Pitch is in the appendix-I. The strategic promotional slogan of the new sub-brand, Floris Curiositas, offered by Floris London and the brand-building perfume, Pistachio, directly responds to one of the essential concerns of the modern perfume market saturation with homogenous scents and a lack of connection with style-conscious younger customers who want to select scents that reflect their personality (Waller, 2025). The suggested solution is a radical but plausible innovation that will use the history of the brand and its perfumery prowess to introduce a new, gourmand-proximate note, cashing in on the emerging trend of unconventional and intimate skin scents (Noble, 2024; Fragrantica, 2024). The plan specifically focuses on the Aesthetic Connoisseur -a segment that appreciates uniqueness, excellence, and exploration. The pitch uses the branding slogan of Heritage Unleashed to present the pistachio accord as not a passing fad but rather, a refined and stylish experience that is supported by the three-hundred-year-old history of Floris London (Floris London, 2025). The integrated marketing mix including the premium prices, exclusive distribution, and collaborating with the influencers is built in a way that creates an urge, justifies the price of the product, and, thus, secures the historic house in the future as it appeals to a new, profitable demographic and also solidifies its status as a masterful craftsmanship.













[bookmark: _Toc213961445]Appendix-I The Marketing Strategy Pitch
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[bookmark: _Toc213961446]4. Reflection 
The process of creation of the brand concept of Floris Curiositas since its emergence up to a detailed marketing plan and pitch was an exceptionally useful practice in a applied strategic thinking. First, the creation of an idea that could be accepted as valid one, a pistachio perfume, was the main obstacle. This assessment help me in doing research. In the case of the idea, I have visited a lot of websites and studied research articles to obtain a unique product idea. Finally, fashionmagazine.com was a useful website from which I got the new product development idea. The balance act in this endeavor was maintaining the elements of novelty and marketability, where the idea should not be quite creative, but it should also correspond to a real market need of unique, self-expressive perfumes. The main challenge was in the provision of coherence in all decisions whereby the STDP analysis had to rationally determine the Marketing Mix, which in turn had to be condensed into a story of a persuasive pitch. I got to know that a strong brand concept cannot be of much use without an evidence-based and strict strategy to support it.
One of the crucial competencies to be learned was to apply the analytical findings into action and integrated plans. The process of developing the STDP framework allowed me to learn how to narrow down on a specific target audience and go beyond demographics to the psychographics. The development of the Marketing Mix, in particular, the elements of the Marketing Mix, namely, the Place and Promotion, helped me to improve my perception of how channel strategy and messaging should work in sync to form a unified brand ecosystem. Probably the most revealing factor was the pitch preparation; it compelled to change the attitude of careful, analytical thinking into the attitude of persuasive narrative. I was forced to think critically about the one most interesting issue and define our brand as the one that cannot be refuted, which is necessary to play any strategic job. This assessment help me learn some designing skills like Canva while developing the poster. 
To improve the strategy in the future, it might be possible to involve more primary research initially. Although secondary sources were used in identifying the trends, surveys or focus groups conducted on the target demographic would give more in-depth and subtle findings to strengthen the strategic base. Additionally, basic financial modelling into the marketing plan like the expected customer acquisition cost and ROI of influencer campaigns would create an additional level of financial competency to the creative strategy.
This undertaking highlighted the fact that great marketing is at the cross road of creative imagination, analysis, and convincing messages, which I am now more capable of finding in my future endeavours.

[bookmark: _Toc213961447]5. Conclusion
This study has managed to demonstrate how a new commercially viable and strategically sound new brand was developed by the historic house of Floris London, namely Floris Curiositas. Using a comprehensive STDP analysis and a combination of a marketing mix, the Pistachio perfume will help fill the gap between the brand and the modern consumers, who are in need of unique and expressive scents. The plan provides a roadmap to seizing the lucrative 'Aesthetic Connoisseur' audience, future-proofing the brand, and causing it to grow by a compelling story of refined inquisitiveness, and without losing the high-end brand value of the master perfumer.
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FLORIS LONDON

~ PISTACHI0 .EAU DE PARFUM

Sn

FLORIS CURIOSITAS - “PISTACHIO™ EAU DE PARFUM

A bold new scent offering a “whiff of
the unexpected”—blending creamy,
earthy pistachio with soft woods and
skin musks. Sophisticated yet playful,
it captures the modern desire for
unconventional, gourmand-inspired
fragrances beyond traditional florals
or citrus notes.

MARKET SEGMENTATION

« Demographic: Adults
(secondary 35-45),
educated, mid-high income.

« Psychographic: Culturally curious,
fashion-forward, and  digitally
nafive  consumers who use
fragrance as self-expression.

« Behavioural: Seek unique, high-
quality scents for self-reward,
engage with beauty content, and

18-35
urban,

value authentic, identity-driven
brands.

MARKETING MIX
Product: A refined pistachio Eau de

Parfum combining creamy, woody notes
in elegant packaging; offers engraving
and scent profiling for a personalised
experience.

Price: Premium (£150-£180) to reflect
exclusivity, heritage, and artisanal
quality.

Place: Selective distribution via Floris
website, Jermyn Street boutique, and
elite retailers like Liberty and Selfridges.
Promotion: Digital storytelling, influencer
collaborations, PR in luxury media, and
boutique scent events to express
“sophisticated curiosity.”

KEY FEATURES

« Creamy, nutty
intimacy.

Fau de Parfum - Pistachio

“skin scent” offering subtle

« Modern gourmand twist beyond vanilla or

caramel.
« Distinctive and expressive,
younger consumers.

appealing to

« Balances innovation and heritage under the

Curiositas line.

TARGET AUDIANCE

Aged 22-35, trend-savvy and expressive,
seeking unique, story-driven scents that
reflect creativity and refined individuality.

DIFFERENTIATION

A refined, woody pistachio scent blending
Floris’ heritage and innovation, marketed
as “The Unexpected Note from England’s
Oldest Perfumer.”

POSITIONNING

A modern, refined scent blending heritage
and creativity, offering a unique pistachio
twist for individual self-expression.

CONCLUSION

‘Pistachio’ by Floris Curiositas fuses heritage with
modern artistry—offering a unique, sophisticated

scent for the
connoisseurs.

new generation of
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