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[bookmark: _Toc216360796]Element 1: Targeting, Segmentation, Differentiation and Positioning (STDP) Market Analysis for the New Brand Concept
A well-known UK high-street fashion store, Next Plc offers shoes, clothes, and specific home items. Next is noted for its high quality, contemporary designs, and low prices practices. The company keeps competitive in a fashion industry that changes quickly by having a large online shop and more than 450 outlets in the UK (Next, 2025). High rate of UK buyers cares about circular consumption, low-waste fashion, and sustainability. Young professionals who specifically care about the certain environment, high-quality clothes and want trendy are making this particular change. Next Plc has launched a circular fashion brand to meet market expectations and behavioural shifts (Elf et al., 2022).
Next Thread, a circular economy extension of Next Plc, is proposed in this study wherein customers can rent, resell, or buy pre-owned Next apparel from this new brand. It will capitalise on the sharing economy and customer interest in sustainable consumerism. This proposal shall ensure Next Plc to be suitable across the fashion industry, which is moving away from rapid fashion and toward reuse and longevity. The brand shall appeal to various people those want eco-friendly, affordable and high-street apparel. As claimed by Gyde and McNeill (2021), renting dresses despite purchasing them once or twice has emerged as a popular trend in current times. Customers are now preferring monthly wardrobe subscriptions with rotating workwear.
Targeting, Segmentation, Differentiation and Positioning
Next Thread will emerge to be appealing across markets which value digital ease, sustainability and environmental responsibility. Customers will enjoy experiencing fashion that prioritises reuse, rental, and wardrobe rotation. Demographic, behavioural, psychographic and geographic characteristics are used to segment. The most relevant demographic group is 25–50-year-old professionals with disposable income who are comfortable using digital media. This demographic is found to strongly use fashion resale platforms and online rental models (Adegeest, 2025). This segment will, therefore, prefer subscription models and short-term rentals since they offer convenience, savings, and high-end apparel without full-price purchases.
Targeting this market will help Next Thread create a brand identity that fits current professionals' lifestyles. Many of these people work long hours and attend formal occasions that require occasional dress. Renting high-quality clothes for short periods will be preferable to buying them. Jiang and Macintyre (2025) stated that there are many professionals who want regular wardrobe modifications for work, yet do not want to overspend or waste fabric. A subscription plan that lets you rent three to five products monthly serves this purpose. Customers with high digital literacy, value sustainability, prefer affordable wardrobe solutions, and care about brand trust and consistency will be the target market. This group will also appreciate in-store drop-off and pick-up services, which decrease shipping delays and allow product exchanges.
Next Thread must differentiate to succeed in the UK's circular fashion sector. Many alternative rental platforms and resale markets exist, yet, none have Next Plc's scale, brand trust, logistics competence, and product quality. Next Plc's logistics network will enable fast delivery, quick returns, and seamless product rotation for the new brand and customers have more flexibility with a 4-day and 8-day rental scheme than with independent fashion rental companies (Mkansi and Nsakanda, 2021). The subscription approach will also offer monthly wardrobe refreshes without long-term ownership, delighting modern consumers who want style coherence without environmental guilt. Customers who get attached to rented things would also like the option to buy them at a discount.
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Figure 1: Next Plc. physical outlets
(Source: Next, 2025)
Next Thread will distinguish itself through combining digital platform elements with in-store services. Customers may explore, rent, and swap things online or in stores with this seamless combination, combining flexibility and accessibility (Kapoor and Vij, 2021). Since Next Plc has a large high-street presence, the plan will build customer trust and connect digital and physical encounters. Next will become a trusted source for inexpensive, sustainable fashion by including high-quality pre-owned items that keep its original standard. The platform will eventually have a closed-loop system for reselling and renting returned clothing. The Next Thread marketing approach will position the company as a quality, affordable circular fashion solution for ecologically conscious consumers. It will be a pioneer of high-street sustainable design, giving affordable alternatives to traditional clothes. Customers will see Next Thread as a smart, inventive, and responsible fashion brand that gives customers fashionable clothing without wasting. Sustainable and affordable, the portal will target people who want to shop for trendy clothes while making responsible purchases. Digital innovation, high-street integration, and logistical power will help the new brand lead the sustainable fashion change.
[bookmark: _Toc216360797]Element 2: Marketing Mix (7Ps Framework) for Next Thread
Any company or management can utilise the 7Ps of Marketing to develop marketing activities and strategy, as it helps to consider each element together and how they may be related (skillsyouneed, 2025).
[image: ]
Figure 2: 7Ps Marketing Mix
(Source: skillsyouneed, 2025)
[bookmark: _Toc216360798]Product
Next Thread will create a circular fashion platform including apparel rental, pre-owned resales, wardrobe subscriptions, and in-store drop-off and pick-up. High-quality Next clothes will be recycled as the primary product. Periodically, the platform will rent signature outfits for future events. Consumers who require particular clothing for weddings, corporate celebrations, parties or formal gatherings might rent such garments for either 8- or 12-days’ scheme. A workwear subscription service (monthly) shall allow professionals for borrowing 3 to 5 pieces from the company. Customer preferences will determine which items are cycled or discounted if kept. This will maintain wardrobe renewal without overconsumption. Online platform will have a nice layout that shows information about the items, size details, cleaning directions for clothes, and rental times (Kim, 2025). Using advanced filters, customers can choose goods based on size, category, color, length, style, and renting time. Every Next product will be quality-checked to maintain its premium status. The brand will emphasise garment durability, cleanliness, sanitation, and upkeep. Before being given to new users, apparel will be checked for quality. As per Tidhar et al. (2025), backend cleaning and restoration will make products look almost new when returned to the rental system. For supporting the brand's sustainability, subscription boxes shall be supplied in the procedure of reusable packaging.
[bookmark: _Toc216360799]Price
Prices shall showcase from reasonable to premium, ensuring value and accessibility. Basic dresses shall rent about $5, whereas, luxury signature gowns shall cost more referring on style and original value of retail. Dresses cost ranges $40 and $80, which depends on fabric quality, condition and demand. Basic subscriptions enable three products each month, while premium subscriptions allow five with potential upgrades, if a buyer wants a particular outfit, each tier will provide discounts (Chen, 2024). This concept promotes client retention and garment circularity. As per Lysenko-Ryba and Zimon (2021), a straightforward pricing policy will reduce consumer unhappiness by managing late returns, clothing damage, and loss. A tiny damage protection fee may be applied to rental costs to reduce penalties for minor wear and tear. Customer convenience and item restoration costs will be balanced by this technique. To promote long-term use and affordability, the brand will use value-based pricing. Promotional pricing during product debuts or seasons boosts trial acceptance. Profitability and appropriate usage will be the pricing strategy.
[bookmark: _Toc216360800]Place
A Next Plc ecosystem-integrated digital platform will offer Next Thread. The brand will also benefit from Next's high-street shop network. Customers can order rentals or subscriptions online for home delivery or in-store pickup. Existing Next stores will have drop-off and pick-up sites for easy item exchange. This reduces courier use and clothes circulation time. Next Plc's warehouses and logistics hubs will also help transfer rental products around the UK (Harris et al., 2021). It will assure prompt fulfilment and quick return handling. Omnichannel distribution will mix digital and physical ease and online platforms will offer detailed browsing and booking, while actual stores will be operational touchpoints (Saghiri and Mirzabeiki, 2021). The brand will gradually expand its collection and exchange stations in major UK cities to serve urban and suburban customers. Micro-hubs might be added for expediating turnaround and decrease shipping emissions. Consumers could start interaction with the brand as per their preferences with the strategy of hybrid placement, boosting engagement and accessibility.
[bookmark: _Toc216360801]Promotion
The advertising shall stress on circular consumption, sustainable fashion and the financial advantages of renting compared to buying. The brand’s marketing shall prioritise cost, focus, ease and environmental value. As per Ritch and Siddiqui (2023), the process of marketing will emphasise that renting offers stylish attire at a fraction of the cost of ownership and the digital advertising, influencer collaborations, and social media will increase clothing circulation. Collaborations with environmental, fashion, and lifestyle content makers will improve target market credibility. Next Thread will be promoted via email, loyalty programs, and the Next mobile app to Next Plc's existing customers. Personal suggestions will encourage frequent special occasion apparel buyers to try rentals. Offers like discounted first-month memberships or free returns during the first rental will boost trial involvement (Guo and Liu, 2023). In-store promotional displays will explain how to rent, subscribe, and return clothing for the circular scheme. Promotional content will reflect Next's high-street vibe and showcase the brand's sustainability.
[bookmark: _Toc216360802]People
Next Thread will use skilled workers to manage rental, subscription, customer service, and clothing repair, store staff will help consumers choose things, understand rental terms, and return items quickly. Customer service will handle subscription changes, rental length, garment availability, and delivery concerns. Quality checks, packaging, and garment cleaning will be done back-end. Before distribution, they will confirm each item fulfills Next Plc quality standards. Employee training will cover circular fashion, sustainability communication, and customer experience improvement. As many clients are new to rental fashion, supportive and informative service is crucial. High service standards boost brand trust and encourages repeat use.
[bookmark: _Toc216360803]Process
As per Nguyen (2021), rental and subscription services will be organised in businesses for consumer convenience. Users will choose things and rental durations on the digital platform. Items will be prepared at the local logistics hub and delivered or available for store collection when an order is verified. Completing renting, consumers return things by home picking or drop-off at store. Before recirculating, every garment shall be inspected, cleaned and quality assured. Subscription-based clients will receive monthly boxes to refresh, rotate, or buy. Stock availability, cleaning, delivery, and return coordination will be automated. Wasilewski and Kolaczek (2024) declared that a simplified online interface will let users track orders, set exchange dates, and adjust preferences and its efficiency, speed, and environmental effect will guide the procedure. Inventory management solutions that use technology will keep products available and maintained. The method will be improved depending on user feedback and operational performance.
[bookmark: _Toc216360804]Physical Evidence
Physical evidence will boost client trust and brand prestige. Recycling-friendly rental packaging will be clean and simple. Protective covers will preserve clothing quality and promote sustainability. Next Thread's rental and subscription spaces will stand out in Next stores. The digital interface will be physical evidence. Visually beautiful, intuitive platforms convey trustworthiness and convenience. Confidence comes from beautiful garment photos, thorough product descriptions, and easy customer support and therefore, strengthening its digital and physical cues would help the brand establish itself as Next Plc's trustworthy, sustainable, and service-oriented extension (Sesa and Hasnawati, 2023).
[bookmark: _Toc216360805]Element 3: Marketing Strategy Pitch
High-street fashion brand Next Plc is expected to support the sustainability cause to satisfy the larger consumer group. The growing sharing economy idea of reselling and renting clothing items is boosting the idea of sustainability (Henninger et al., 2022). Hence, the brand is supposed to source sustainable materials to improve product durability while diverting waste from landfills. The organisational effort for value enhancement through the circular economy model can be boosted by developing a digital platform with in-store drop-off and pick-up services of exchanging, such as buying, selling or renting pre-owned high-quality fashion with prudent use of high-quality supply chain management of Next Plc's logistics network (Solomon and Mrad, 2022). 
As the focus of Next Thread's circular business model is determined, the future course of action should also be decided. It can design "The Occasional Renting" idea of signature Next dresses for a 4, 8 or 12-day period. It can also offer a subscription box column in its digital application, where professional customers can rent up to 3 to 5 items monthly as formal workwear. It can either be rotated or purchased at a discount rate. The target audience for Next Thread is mostly young and adult professionals between 25 and 50 years old who have a strong sense of sustainability and the latest high-street fashion. Ethically-sourced, high-quality yet affordable and fashionable clothing range attracts this group. For pricing, Next has mostly an affordable to premium range. However, in this scenario, the pre-owned dresses are sold according to their secondary market pricing, which varies mostly from $40 to $80. For rent, dresses are available for $5. If the procedure is successful, it can generate a stream of revenue and contribute to the sustainability goal of Next Plc. 
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The new brand concept, Next Thread, has illuminated branding, sustainability, and modern marketing approach. First, current customers' changing habits, particularly their interest in circular fashion and the sharing economy is examined. One of the biggest conclusions from this approach was that sustainability can no longer be an optional company goal. Sundelin and Johansson (2023) stated that if companies want to stay relevant in a fast-changing sector, they must integrate it into their brand identity and therefore, creating a rental and resale brand concept underlined the need to balance environmental responsibility with consumer convenience and price.
Conceptual brand design involves market understanding, as shown during development. Understanding consumer psychology by identifying market segmentation, understanding their motivations, and how the brand may meet their demands was valuable (Naim, 2023). Seeing that young workers desire flexible clothing solutions showed how generational and lifestyle changes affect consumption. I learned how segmentation and targeting ideas are employed to produce precise and effective brand strategies from this experience. I had to analyse the competition landscape and figure out how a brand could stand out while meeting market expectations when creating the differentiation and positioning pieces.
Creating the marketing mix part improved my strategic thinking. Thinking about how the seven elements must fit together drove me to be structured and analytical. I know that marketing decisions are interdependent. Product decisions affect pricing, distribution channels affect promotions, and process design affects customer experience (Ningtyas and Elpanso, 2024). This work helped me understand how marketing strategy must balance client needs, operational capabilities, and competitive dynamics.
Also learned was the value of future-focused thinking. Because the brand concept demanded future-tense descriptions, I had to imagine how the service would work rather than describe existing systems. This boosted inventiveness and foresight. It showed how futuristic branding demands creativity and pragmatism. As per Toha and Supriyanto (2023), it is important to evaluate both current and future consumer needs. This forward-thinking technique will help strategic positions that require market evolution prediction.
Strategy preparation helped me identify personal strengths and development areas. I could synthesise and write coherent tales from enormous volumes of material. Future strategic communication, marketing planning, and consulting jobs will benefit from this competence. However, I saw opportunities for improvement. Time management was difficult when juggling different parts with word requirements. To complete each part systematically, I would schedule more planning time in future projects.
This strategic pitch requires confidence, verbal abilities, and the ability to clarify difficult topics. After creating pitch content, I realised the value of clarity, visual structure, and convincing messaging. I would work on storytelling, data visualisation, and brief speech to improve my pitch performance. I want to improve my ability to emotionally engage the audience while giving an analytical plan. I learned a lot about brand creation, circular fashion, customer behaviour, and integrated marketing planning from this project. It has inspired me to consider business concepts and sustainability holistically. Next Thread has to balance environmental goals with business viability, a difficulty many modern brands encounter., this experience will inspire me to think long-term, ethically, and creatively about marketing campaigns. I will improve my strategic thinking, communication, and market analysis to provide more effective marketing solutions in the future.
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