STP Model DaLu Lingerie 

1. Segmentation 

· Demographics

Primarily female, although men also purchase for partners .
                           Relationship Status: Single, married and dating.

· Psychographics 
       Lifestyle: Trend-followers, comfort-seekers and fashion-conscious.
                           Values: affordability, luxury and sustainability.

· Behaviour 
                           Find partners: First time buyers versus returning customers.
                           Occasion-based: Wedding, especial events and daily wear.

· Geographic 

Region: Preferences for urban versus rural areas.

Climate: Lighter fabrics for warmer regions, thermal lingerie for colder climates.

2. Targeting

Women (18-55) : Who want stylishly yet comfortable lingerie for everyday use.

Bridal & occasion-based buyers: Women shopping for weddings, anniversaries, or romantic occasions.

Men buying gifts: Men buying lingerie as presents include husbands and boyfriends.





3. Positioning

Comfort & Empowerment: Crafted for designed for confidence, for buyers who value their bodies and wear it everyday.

Romantic and Sensual: Unforgettable moments, special occasions buyers and wedding.


4. Reaching Your Audience 

We will utilise a multi-channel marketing strategy that focuses brand aesthetics, promoting diversity, comfort, and confidence with the aim to effectively reach and engage those we want to reach.

Social Media Marketing 

Target Segments: Women (18-55), fashion-conscious shoppers, brides and gift-buyers.

       Promotion Strategy 
       Discounts & Special Offers 
· Welcome Discounts: 10-15% off for new subscribers.
· Seasonal Promotions: Valentine’s Day, Black Friday, and holiday sales.
· Bundle deals: Buy 2, get 1 promotions to increase cart value.
· Loyalty Rewards: A system that utilises points to reward customers                                    who remain consistent.
         


