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Element 1 – Sustainable Brand Extension Poster
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Figure 1: Montblanc Sustainable Brand Extension Poster
The offered Montblanc Refillable Smart Writing Instrument transfers the legacy of the luxury writing of the brand to a digitally connected, more sustainable model of ownership. The idea is to join a high-end fountain pen or rollerball to a refillable ink, metal durability, a substitutable sensor module and an equal application to record and manage handwritten notes. The extension maintains the tactile and symbolic importance of handwriting in response to the productive needs of the hybrid professionals. The trend is indicative of the rising focus on longevity, quality and renewed relevance in the luxury markets (Bain & Company, 2025) and the concept of sustainability is becoming progressively part of the luxury value, rather than acting as a differentiated claim category (Sai Reddy et al., 2026). The principle also helps in the circular consumption by enabling refillability and repairability and replacement of components. Agarwal et al. (2025) and Serra and Alfinito (2025) focus on the role of consumer involvement in transitions to the circular-economy, whereas Roskladka et al. (2025) appeal to repairable design as one of the methods of preventing premature obsolescence. As a result, the extension is closest to SDG 12: Responsible Consumption and Production, whereas its related functionality can be viewed as innovation related to SDG 9 (UN DESA, 2026).
Element 2: Segmentation, Targeting, Differentiation and Positioning Analysis
2.1 Segmentation
The extension suggested should be consumer-focused at the crosspoint at the luxury, professional note-taking, digital productivity and sustainability. The shift in luxury expectations, whereby these are experience-related and innovation-related of the company is noted by Deloitte (2026) and the relevance and meaningful value are highlighted by Bain and Company (2025). Geographically, the best opportunities lie in big metropolis luxury markets, comprised of affluent professionals and high digitalization. The targeted market, in demographic terms is professionals aged about 2850 years old, consisting of executives, and consultants, as well as entrepreneurs and creatives. On the psychographic front, they cherish craftsmanship, prestige, organisation, sustainability and meaningful technology (Agarwal et al., 2025). On behavioural front, they have those who take a lot of notes, people who use quality stationery, hybrid workers and customer who wish to refill, maintain and repair long lasting products. This dimension of behaviour is especially critical since refill, repair and retention benefits of the circular-economy rely on the ongoing consumer engagement in these types of practices (Serra and Alfinito, 2025).
Table 1: Segmentation Profile for the Brand Extension
	Segmentation basis
	Proposed characteristics
	Strategic relevance

	Geographic
	Major metropolitan luxury markets with developed digital infrastructure
	Access to affluent professionals and established premium retail

	Demographic
	Affluent professionals aged approximately 28–50
	Strong purchasing power and frequent professional use

	Psychographic
	Craftsmanship-, prestige-, sustainability- and productivity-oriented
	Strong alignment with Montblanc's premium proposition

	Behavioural
	Frequent writers, hybrid workers, refill/repair-positive consumers and gift buyers
	Supports repeated use and circular ownership


2.2 Targeting
The strategy of differentiated targeting is correct. The main audience must be high-earning hybrid-workers who use handwritten notes on a regular basis but who must have those notes to become an effective part of digital processes. This audience gives the best match between the functional need, compatibility with premium brand and willingness to pay. Another audience can be creative professionals, executive or post graduate students and corporate-gifting buyers of premium quality. Targeting should not be done too broadly as this can undermine exclusivity and establish a bad chord with premium pricing. According to Bain and Company (2025), the consumers of the luxury segment are becoming more discerning, and focusing on segments that have a definite need to spend, as opposed to engaging everyone en-masse. Selection of targets should also be impacted by sustainability. Li et al. (2026) discuss the impact of marketing green luxury on purchase intentions and discover that the related consumption of luxury through the aspect of sustainability can yield complex behavioural responses. Montblanc ought to focus therefore on the customers who have the durability, repairability and long time ownership as positive perceptions as opposed to customers who are captured by mere cosmetic environmental symbolism. This strategy is also more aligned with the overall sustainability course that is conveyed by Richemont (2026).
2.3 Differentiation
The proposed extension must stand out with the following offer: “Luxurious analogue writing and not to compromise the digital productivity”. The competitive advantage must not be based only on smart sensors as technological functionality can be copied. Rather than that, the set of actually writing the ink, high-quality craftsmanship, longevity, refillable, modular electronics, professional repair services, and digitally connected will differentiate. The developing significance of phygital luxury is illustrated by Henkin, Perez and Otterbring (2025) and the development of the concept of luxury experience superimposition amid interconnected physical and online interactions is further conceptualised in Klaus et al. (2026). Instead of reducing the traditional writing experience that Montblanc had, the smart technology should augment it. When differentiation is directly undertaken through sustainability, then it may be reinforced. The strategic significance of sustainability-specific extensions in luxurious settings is illustrated by Jing et al. (2026), whereas the design-for-repair approaches are used to offset the obsolescence of electronics (Roskladka et al., 2025). A replaceable smart module would then enable the luxurious pen body to be put into service again even when electronic parts need fixing or updating technology, and shift the value proposition of quick replacement to long-time ownership.
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Figure 2: Market Segmentation, Targeting, Differentiation and Positioning
(Source: Helmold, 2022)
2.4 Positioning
The extension must take a high-luxury, high-digital-integration role with a real analogue writing experience.
Table 2: Proposed Positioning Framework
	Positioning dimension
	Proposed position

	Frame of reference
	Premium writing instruments and professional productivity tools

	Point of difference
	Real-ink luxury writing with digital capture, refillability and modular repairability

	Functional benefit
	Handwriting combined with organised digital continuity

	Emotional benefit
	Prestige, craftsmanship and professional confidence

	Sustainability benefit
	Extended product life and reduced replacement

	Positioning statement
	For discerning professionals who value handwriting but require digital productivity, Montblanc offers a refillable smart writing instrument combining luxury craftsmanship, connected note capture and modular design for longer ownership.


This stance does not make some ambiguous environmentally claims. According to Daou et al. (2025), one of the obstacles to sustainable marketing and brand-consumer relations is greenwashing. Sustainability must be verified on design, repair mechanisms and quantifiable results as opposed to merely naming the extension as being “green”.
Element 3: Marketing Mix: 7Ps
3.1 Product
The extension must include premium fountain-pen and rollerball options that have refillable ink, metal construction, replaceable sensor module, companion app and lifetime repair coverage. The quality of writing must not be diminished, instead digital capabilities complement capturing, organising and synchronising notes. To enable the customer value and the sustainability, product design must incorporate repairability enabling the replacement of electronic components without dumping the high-end pen body (Roskladka et al., 2025). Matters, packaging and lifecycle planning ought to include wider sustainability commitments of Richemont, too (Richemont, 2026). Refillability, repairability and longevity make the highest SDG fit between SDG 12 because responsible consumption can be achieved (UN DESA, 2026). The SDG 13 claim must be based on the proven lifecycle evidence, not assumptions. 
3.2 Price
Premium value-based pricing strategy is suitable owing to the combination of craftsmanship, digital capability and specialised after sales services in the product. Cost must be used to enhance exclusivity, but can be justified by the quality of writing, smart functionality (useful), and the ability to be repaired and provide lifetime ownership. Bain & Company (2025) emphasizes the necessity of luxury businesses to enhance creativity, quality and customer value instead of focusing on increasing prices. Montblanc ought not to enforce an artificial green premium, however. Sustainability is required to add to the perceived value by duration and service life. A more affordable smart design might form part of the tiered approach, which would also include more polished editions and customised corporate-gifting designs. Servicing and optional, digital services could be a source of recurring revenue, even without creating the need to replace the main instrument unnecessarily.
3.3 Place
The distribution should continue to be selective and omnichannel to preserve exclusivity and offer convenient access. The extension must be offered via Montblanc boutiques, the official online store, selected carefully beforehand premium department stores and had control over corporate-gifting programmes. Physical boutiques hold special significance since consumers can feel the quality of writing, sensor functionality and application matching, prior to making a premium purchase commitment. Product configuration, engraving, refill ordering, repair enbooking and ownership can further be supported using digital channels. Dasmi, Nechaeva and Rovai (2026) reveal the importance of the omnichannel sustainability communication to the engagement with the luxury brand. Product, service and sustainability story that the same product represents must thus be reflected in stores, online outlets, the companion application and after sales messages. Lack of uniformity in the messages across the touchpoints may demoralize the customer.
3.4 Promotion
The message should be promoted with the focus on enjoyment of handwriting and demonstrate how the tool allows a person to be more productive in the professional setting. One such campaign can be the “Write for today. Keep it for years” campaign, which can tie craftsmanship, technology and longevity together via demonstrations in the boutique, professional, digital narrative and selective corporate trials (Klaus et al., 2026). The allegations of sustainability should not be hollow since greenwashing may bring in harm to trust and brand relationship (Daou et al., 2025). Montblanc ought to therefore inform about the particular features like refillability, maintenance access, replaced components and confirmed life cycle performance (Kozik-Kołodziej, 2026). The packaging must be as little as possible, reusable and high quality because recyclable and high quality packaging can impact the consumer perception and green brand image (Plotkina, Rabeson and Bambauer-Sachse, 2025). The phygital experience should also be reinforced with promotion, the companion app should support and provide care instruction, refill notifications, booking and ownership history of repair, and engagement with customers past purchase (Henkin, Perez and Otterbring, 2025).
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Figure 3: 7Ps marketing mix
(Source: Hindi et al., 2019)
3.5 People
The focus on people means that the extension will be a mix of conventional luxury retailing, online onboarding and support, and specialists after sales. Boutique advisers need to be familiar with the writing tool, application matching, data-management features, refill, maintenance, and sustainability features. The customer-service and repair staff should also possess adequate technical expertise to help correct issues without affecting the quality premium experience. The relevance of customer experience in the context of luxury markets is ongoing as Deloitte (2026) points out. The expertise of the staff, discretion and responsiveness should be thus a component of the brand-extension proposal and not just an operational support.
3.6 Process
Proposed customer process is Discovery and Demonstration, Purchase and Personalisation, App Pairing, Writing and Synchronisation, Replenishment and Refill, Maintenance and Repair, Module Replacement, and Responsible End of Life Management. The inconvenience during each stage should be reduced. Request for repairs should be digitally submitted and recorded in boutiques with clear estimates and the status of service. Few studies have highlighted the importance of consumers' involvement in the success of the circular economy, such as those of Agarwal et al., 2025 and Serra and Alfinito, 2025. High cost, lack of access, and time-consuming services cannot reasonably be expected to motivate customers to refill or repair products. Montblanc needs to therefore make circulating ownership easy, with the provision of spare parts, accessible servicing and clear costs of repairs. A transition from a 'do what you will' intention to a 'do what you can' practical service system - Sustainability.
3.7 Physical Evidence
Physical evidence should convey both a sense of luxury and a sense of technological sophistication and sustainability at the same time. Perceived value is formed by the weight, finish, quality of nib or rollerball in pen, including the package, the presentation in the boutique, the interface provided on the application, warranty and repair forms as well. Kozik-Kołodziej (2026) and Plotkina, Rabeson and Bambauer-Sachse (2025) show the significance of packaging when it comes to shaping sustainability perceptions. Recyclable packaging must consequently strive to uphold a quality unboxing experience rather than seem low-cost or too pragmatic. Physical evidence must not be an aesthetic but a verifying aspect. It might be that a digital ownership log is able to supply details of materials, servicing, completed replaced modules and service history. Dasmi, Nechaeva and Rovai (2026) solidify the importance of coherent sustainability communication across touchpoints, and Sai Reddy et al. (2026) emphasize that the careful planning of sustainability into the modern luxury marketing context is a more whole-hearted idea. This would enable such transparency to render sustainability observable in product longevity and service quality and not the service of pictures of the environment alone.

Element 4 – Critical Reflection
Kolb’s reflective model provides a useful framework for evaluating the development of the Montblanc refillable smart writing concept through four stages: Concrete Experience, Reflective Observation, Abstract Conceptualisation and Active Experimentation.
4.1 Concrete Experience
The overarching experience entailed creating a sustainable brand extension of Montblanc and converting the concept to a poster, STDP analysis and marketing mix. When I first encountered innovation, I knew it primarily as a way of providing digital functionality to an upmarket writing tool. The project however revealed that effective brand extension necessitates that there is systematization of needs of the customers, the brand heritage, sustainability and competitive differentiation. Bain and Company (2025) and Deloitte (2026) supported the significance of unique value and valuable customer experiences in the modern luxury market. This prompted me to focus the main target on the wealthy hybrid professionals and not various narrow groups.
4.2 Reflective Observation
The reflection of the process led to a trace of weaknesses in my original sustainability approach. Initially, I did not pay much attention to the refillable ink and recyclable packaging. Nevertheless, Roskladka et al. (2025) placed significance on repairability, and Agarwal et al. (2025) and Serra and Alfinito (2025) proved that consumer involvement is also important in the context of the circular consumption. This motivated me to reinforce the idea by providing a renewable smart module and service. Visual communication weaknesses were also displayed in the poster. Despite conveying the idea, the elements of market appeal and sustainability objectives, parts of it had excessive text and the market was initially too general. This proved the value of precise and succinct marketing communications.
4.3 Abstract Conceptualisation
The experience enhanced my perception that the key elements required to achieve sustainable luxury are integration of craftsmanship, digital innovation, customer value and credible environmental responsibility. Daou et al. (2025) noted the dangers of greenwashing, and Li et al. (2026) demonstrated that promotional messages related to green luxuries do not necessarily generate positive effects on the consumer. Consequently, sustainability must be reinforced by evidences that are quantifiable as opposed to vague environmental declarations. My comprehension of phygital luxury was also enhanced by Henkin, Perez and Otterbring (2025) and Klaus et al. (2026). One thing I acquired is that technology must augment the physical luxury experience, as opposed to take up its dominance.
4.4 Active Experimentation
I would also undertake competitor analysis and research with customers earlier on, such as professional interviews, willingness-to-pay tests and prototype testing in future projects. I also would experiment with the packaging since Plotkina, Rabeson and Bambauer-Sachse (2025) and Kozik-Kołodziej (2026) show its impact on sustainability perceptions. One would also collect lifecycle evidence prior to asserting substantial environmental claims. All in all, this project helped me to become more proficient at tying the luxury positioning, sustainability, and digital innovation into a consistent marketing approach.
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