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[bookmark: _Toc40444270]Executive Summary
Superdry mainly deals in middle and high-end garments. After more than ten years of development, it has accumulated certain market share and has certain advantages in brand value and price, for example, some young people think that the brand is very suitable for their unique fashion taste, and the pricing is also very friendly to young people. However, in recent years, Superdry, as a traditional garment company, has encountered many problems in the garment retail market, such as the decline of sales growth, and the lack of market competitiveness. In the face of these problems, Superdry has also taken some measures for transformation and upgrading. However, in the process of operation, there are many difficulties, especially in the formulation of product marketing strategy. Influenced by the management factors and some high-level ideologies, Superdry has not formed a perfect product marketing strategy. Therefore, it is necessary to make a comprehensive analysis of its marketing environment and operation status, so as to provide a reference for optimizing product marketing strategies and promoting the transformation and upgrading of the company (Blut, Teller & Floh, 2018).

In this paper, the STP theory is used to analyze the market segmentation, target market selection and market positioning, and then the advanced marketing theory is used to make a comprehensive diagnosis and analysis of the market positioning of Superdry products. Next, combined with the SOSTAC model, and the 7Ps (Booms & Bitner, 1980) marketing theory and the actual business problems of the enterprise, I’ll analysis the Superdry’s marketing plan.

[bookmark: _Toc40439122][bookmark: _Toc40444271]1. Introduction
The “Internet plus” related products emerge with the advent of the mobile Internet era. With the improvement of the level of globalization, more and more foreign first-line and second-line brands have gradually entered the UK market, providing consumers with more and more choices. The competition faced by garment brands has suddenly intensified, which is directly reflected in the result of reduced revenue. The garment industry, which is rigid demand for everyone, is also a highly market-oriented industry. How to meet the changes of the times, adapt to the development of the times and economic environment, and develop steadily and healthily in the new environment has become a problem that all garment enterprises must face. The gradual recovery of consumption and the increasing income of consumer groups benefit the traditional garment industry a lot (Giri, Thomassey&Zeng,2019). Facing the new environment of continuous upgrading of consumption and diversification of demand, the traditional garment industry has entered the stage of transformation and adjustment.

Superdry was established in 2003. Its main business is the production and marketing of garment. It has its own R&D brand. The company's garment products include garment and accessories and other products(https://en.wikipedia.org/wiki/Superdry).

Superdry focuses on the design and marketing of middle and high-end garment products. In recent years, the company is following the latest fashion trend, taking fashion and elegance as the core design concept of the product. At present, the company's garment products market positioning in the 20-35 years old fashion urban youth group.

Superdry’s garment products have a certain influence. Because of the emphasis on product quality and the adoption of fashionable design concept, it is deeply loved by some new and old customers. The long-term brand positioning and development mode provide guarantee for the sustainable development of the company, but in the new situation, the company also faces new problems and challenges. How to adapt to the new situation of transformation and upgrading is an important problem that currently plagues Superdry and Superdry’s marketing.



[bookmark: _Toc36927256][bookmark: _Toc40439123][bookmark: _Toc40444272]2. SOSTAC Model
SOSTAC is a marketing model developed by PR Smith in the 1990s and later formalized in his 2004 book, Strategic Marketing Communications. It is an acronym for Smith's six fundamental facets of marketing: situation, objectives, strategy, tactics, action and control (Fidm& David, 2014).

[bookmark: _Toc36927258][bookmark: _Toc40439124][bookmark: _Toc40444273]2.1 Situation Analysis
[bookmark: _Toc36927259][bookmark: _Toc40439125][bookmark: _Toc40444274]2.1.1 SWOT analysis
SWOT analysis refers to the analysis of the advantages, disadvantages, opportunities and threats of the internal marketing environment (Hill&Westbrook,1997).

Strength
· Brand strength. Superdry is mainly aimed at young people aged 20-35, and has become a famous brand. The company also promotes its brand image through advertising with famous stars, such as Beckham. Brand value become one of the important competitiveness of the company.
· Channel strength. Superdry has physical stores all over the UK.
· Product design and development strength. The company's garment design team has been building and studying the youth garment market, combined with international popular fashion elements, under the principle of cost control, and designed a variety of garment, which has been favored by consumers.

Weakness
· The following weakness exist in the marketing process: product persistence is weak and market quick response ability is weak (Include garment design cycle is long and the latest product demand information acquisition is slow). 
· Price weakness. The pricing is not scientific and reasonable.
· Channel weakness include weak online marketing channels and chaotic channel marketing management.

Opportunity
Opportunities to help Superdry expand the market include: increased purchasing power of residents will increase consumer spending on high-end garment (Bell, et.al. 2014). Consumers' online shopping preferences, the development of logistics technology, and the enhancement of Internet big data mining ability (Turban et.al. 2017).

The increase of consumers' online shopping preferences and the development of logistics technology are conducive to the development of Superdry online garment retail business (Colovic & Gordana, 2011). And the enhancement of Internet big data mining ability is conducive for Superdry to collect data, analyze consumers' preferences for garment consumption, so that it can accurately position the market, improve its performance and enhance its brand competitiveness.

Threat
· Consumers' awareness of rights protection has increased (Othman, et. al, 2017). People tend to use all kinds of ways to deal with unfair consumption, quality problems and other things that are harmful to their own rights and interests, such as legal proceedings, complaints from regulators, platform appeals, etc. With the enhancement of consumers' awareness of safeguarding rights, the requirements for honest business operation and product quality management are enhanced.
· Competition within the industry is fierce (Gefeller, 2018). There are many enterprises in the garment industry, and there are many low, medium and high brands (Bide, 2019). The Superdry brand belongs to the middle and high-end brand. Compared with many high-end brands, it has no competitive advantage, but faces the competition of the same middle end brand.
· Original design is easy to imitate. The original design may be imitated by other businesses as soon as it goes on the market (Koszewska& Małgorzata, 2019）. This is a threat to any garment enterprise that insists on independent design. Competitors can imitate the designs that the original makers spend a lot of money to produce at almost no cost.

[bookmark: _Toc40439126][bookmark: _Toc40444275]2.1.2 PEST analysis
PEST analysis is a method for marketing macro environment analysis, which includes political and economic environment analysis, economic environment analysis, social environment analysis and technical environment analysis (Klimaviciute & Pestieau, 2018).


Political environment: 
From the perspective of international political environment, the trend of garment industry globalization is becoming stronger and stronger. In this context, the political events, new laws, regulations and policies around the world will more or less affect the production and operation of many domestic garment enterprises, including Superdry. Since 2005, the British government has accelerated the pace of restrictive trade in garment imports to protect its local garment enterprises (Gefeller, 2018). Such a political environment will be conducive to Superdry's garment product market, since in the case of constant market capacity, the reduction of imported products will undoubtedly enable consumers to choose more domestic products.

Brexit: the British Chamber of Commerce (BCC) said that according to a survey of 5600 British enterprises, the difficulty of recruiting employees for service enterprises was the highest since the survey began in 1989 (Simon & Hollingbery, 2016), and the growth of factory exports was the lowest since the end of 2016 (Figus,et.al., 2018). This may be bad news for Superdry to expand its European market.

Economic environment: 
In recent years, the disposable income of British residents continues to increase. As the world's leading developed country, the British middle class is growing and the consumption level is increasing (Martin & Gardiner,2018). This has brought broad development space for the British garment market, and will certainly bring the consumption upgrading of garment products.

Social environment: 
With the development of global economy and the popularization of Internet, the social and cultural environment is more open. With the rapid spread of new technologies and new ideas abroad, especially in the context of economic globalization, cross-border e-commerce and other emerging forces, people can buy goods from other countries with the help of cross-border e-commerce, and consumers face more diversified choices (José Anson, Boffa & Helble, 2019). In recent years, with the improvement of people's material living standards, people's pursuit of fashion, brand and quality of life has also changed significantly, especially for the younger generation of consumers, who have their own personality in online shopping (Dai, Teo& Wang, 2017).
Technical environment: 
The technological environment factors of garment enterprises mainly refer to information technology and textile technology, especially for independent R&D and design companies such as Superdry, mastering high-end information technology and textile technology helps to improve the core competitiveness of their products. At present, information technology is mainly reflected in the innovation of marketing means and the expansion of marketing channels, especially in Internet marketing (Mu & Li, 2014). If information technology can be innovated to provide consumers with better service experience, such as three-dimensional network fitting technology (Wei, Hangbo & Gaopeng, 2016), etc., it can make a positive contribution to improving the competitiveness of enterprises.

In terms of garment and textile technology, due to the more diversified needs of current consumers, enterprises should take consumers as the center to design marketing programs and optimize the design of garment products, such as enriching the fabrics and styles of garment and so on (Yan, et.al., 2020). In the process of research and development and production, textile technology can be used to highlight product characteristics (Rienzo,et.al, 2010).

[bookmark: _Toc40439127][bookmark: _Toc40444276]2.2 Objective
[bookmark: _Toc40439128][bookmark: _Toc40444277]2.2.1 STP strategy
The STP theory put forward by Philip Kotler is a kind of marketing tactics. It includes market segmentation: market segmentation, target market, market positioning (Kotler, 1973).

[bookmark: _Toc40439129][bookmark: _Toc40444278]2.2.2 Marketing Segmentation
Market segmentation is a kind of behavior activity that enterprises choose their own target market. According to the market demand and the individual behavior difference of consumers, enterprises divide the consumers in the market into roughly similar customer groups according to the similar characteristics, and finally choose to determine the behavior of their own target customer market (Raulerson, Malraison& Leboyer, 2009).

First, age structure. Superdry's target customers are young people aged 20-35, who have strong fashion awareness and strong consumption ability.
Second, income level. Middle income class: this class is mainly dominated by middle and senior white-collar workers. At the same time, they need middle and high-end garment more often. They are the first choice for Superdry market segmentation and selection.

[bookmark: _Toc40439130][bookmark: _Toc40444279]2.2.3 Marketing Positioning
The consumers of Superdry garment products are positioned at the young people in modern cities aged 25-35 with middle and high income. This group of consumers has a good education, a certain economic foundation and cultural literacy, mature consumer psychology and aesthetic outlook, strong desire to buy, and higher demand for fashionable, personalized and high-quality products. Moreover, they pay more attention to consumer experience and expect to be able to purchase in a comfortable shopping.

The goal of marketing plan is to improve the image and popularity of products, and ultimately improve the sales volume of products (Brohi, et.al., 2016).

[bookmark: _Toc36927264][bookmark: _Toc40439131][bookmark: _Toc40444280]2.3 Strategy, Tactic and Actions
[bookmark: _Toc40439132][bookmark: _Toc40444281]2.3.1 7Ps Theory
In the 1960s, McCarthy, an American scholar with rapid economic development, put forward 4Ps marketing mix theory (Waterschoot & Christophe,1992). On the basis of 4Ps marketing mix, booms and Bitner added three ‘P’s to form 7Ps marketing mix strategy: Product, Price, Place, Promotion, People, Physical evidence, Process(service).

[bookmark: _Toc36927265][bookmark: _Toc40439133][bookmark: _Toc40444282]2.3.2 Product
(1) Clarify product positioning and expand product mix composition
First of all, determine the "proportion of commodity composition": According to the degree of coincidence with the seasonal theme, the class of cloth can be divided into three categories: theme commodity, best-selling commodity and long-selling commodity. The proportion of the three categories should be set according to the characteristics of the brand and the target consumer group. Finally, the proportion of each category and the commodity type of each category should be determined. To optimize the product extension line, the proportion chart of the commonly used products should be made, which is divided into the proportion of the best-selling products 40%-50%, the proportion of the best-selling products 30%-40%, and the proportion of the theme products 20%-25%. Through product data analysis to make a planned product extension.

Superdry can cooperate with foreign fashion cutting-edge information service companies, so that the internal designers of the company can refer to the external trends and current popular elements at any time, so as to increase the designer's professionalism and international vision, and on the basis of the above, they can follow their own brand characteristics to carry out independent design and build brand influence. For example, learn the fashion design elements of Zara, HM and UR to create the exquisite and mature style of products.

(2) Independent innovation products to meet market demand. The senior leaders and design teams of Superdry should change the way of obtaining customer demand information from the feedback of the market layer by layer. The company's design team should change from passively accepting information to actively obtaining the first-hand latest fashion information and guiding the development and design of the industry trend. Because consumers themselves can't express their needs accurately, and sometimes they don't know their real needs clearly. The design team should, based on the external information and combined with the comprehensive analysis of the data from the first-line survey, grasp the current trend, and finally guide and educate consumers to grasp the trend styles they have launched.

[bookmark: _Toc36927266][bookmark: _Toc40439134][bookmark: _Toc40444283]2.3.3 Price
(1) Make price marketing strategy according to market demand and consumers' acceptance ability.
Before pricing products, we should first consider the benefits of products, and at the same time, we should also consider the satisfaction of consumers. Reasonable pricing is to ensure the long-term stable development of garment products in the market and make them competitive. Before pricing, we need to do market research first. We need to refer to the market share of similar products and their pricing range. Then we need to combine the situation of the Superdry and the position of other brands in the hearts of consumers for reference. In this way, the price can not only be competitive in the market, but also be profitable. Finally, according to the market sales reaction, the sales price of the product can be adjusted continuously, and a variety of promotion means can be used to cope with the highly competitive market (Narendra & Bhor, 2014).
(2) Optimize reasonable pricing and strengthen flexibility of price adjustment
At present, the gross profit margin of Superdry's garment is maintained at about 50%, which is not high compared with the gross profit margin of more than 80% of the industry's head garment products, but compared with other brands at the same price, the price of Superdry is still about 15% higher. In response to this problem, the following measures should be taken:

First, adjust the pricing structure. For the seasonal change of the whole year and the change of the market, we need to cooperate with the corresponding pricing strategy. In winter, the added value of garment is high, the target population is the family consumers, and the price can be flexible; in spring, summer and autumn, the design of garment is simple, and the unit price is low, most of the consumers are young people in the workplace, so pricing needs to be more cautious.

Second, make reasonable compromise on product quality and price. Compared with other brands at the same price, the material requirements of Superdry garment are higher, and its price is also about 15% higher than the price of competitors. Therefore, Superdry should make great efforts in fabric and technology, use new technology or similar quality but lower cost materials, and strive to reduce costs; on the other hand, strengthen supply chain negotiation, and strive to get more concessions and discounts from suppliers. In this way, after two-way adjustment, the garment price of Superdry can not only meet the consumer psychological price, but also maintain the overall gross profit rate level.

[bookmark: _Toc36927267][bookmark: _Toc40439135][bookmark: _Toc40444284]2.3.4 Place (Channel)
Although the channel strategy of Superdry has added Internet channel to the traditional model, it still has shortcomings in channel management due to the rapid changes in the new era. It is the main task to optimize the sales channel strategy as soon as possible, from the traditional channel as the main channel, supplemented by the Internet channel. 

The optimization principles are as follows:
1) Strengthen the construction of online marketing channels
From the perspective of long-term development in the future, Superdry need to invest resources in the construction of online sales channels, which is an important part of the total revenue of Superdry, and would even be the core part in the future. Therefore, Superdry needs to reduce the cost and resource investment of traditional advertising information, save the cost of offline communication, focus on online new media advertising, spread brand information through multiple platforms in diversified forms, and achieve the conversion rate of products. The final effect is that consumers can complete the transaction process at anytime and anywhere without the limitation of time and space.

2) Optimize online and offline marketing management
Superdry should make a unified marketing plan from the company level to avoid the conflict between online and offline channels. For example, in the case of joint promotion, the price difference caused by the different activities of different channels is too large.

First of all, Superdry needs to adjust the product categories online and offline, so that only a few products overlap, most products differentiate online and offline, formulate different price strategies strictly according to different channels, and ensure the complementary advantages of online and offline channels. Avoid disrupting the company's price system due to the overlap of online and offline products and inconsistent prices.

Secondly, it is necessary to regularly upgrade the visual advertising of the network channel, update offline product advertising and the network simultaneously, strengthen the stickiness of the two channels in line with the brand promotion and promotion of the whole year's holidays, and complete the marketing task with the most scientific and reasonable cost according to the corresponding effective strategies adopted by different channels (Yan , Myers& Wang, 2012).

3) Broaden customer information exchange channels
Superdry shall establish perfect system and process, arrange full-time staff to communicate with consumers continuously, conduct market survey regularly, and summarize customer demand information and report to decision-making level in the first time. At the same time, regular brand theme activities shall be established offline, and brand communities shall be established online to encourage consumers to put forward improvement.



[bookmark: _Toc36927268][bookmark: _Toc40439136][bookmark: _Toc40444285]2.3.5 Promotion
(1) Add new product try on activities
In the off-line stores, customers can get a customized gift of the activity brand no matter whether they buy products or not, as long as they try on and take photos and upload them to the new media platform. This is a new media publicity mode accepted and liked by consumers today.

(2) Targeted promotion in combination with holidays throughout the year
Superdry should make a comprehensive plan for the whole year's domestic and foreign holidays, formulate a year-round promotion plan, seize the huge purchasing power opportunity of the festival, and make appropriate and attractive activities.

(3) Strengthen advertising promotion
According to the positioning and analysis of the target population, invite powerful and influential advertising and marketing companies to shoot creative advertisements that can reflect the connotation of the company's products and have positive significance for the promotion of the brand image in combination with the connotation and temperament of Superdry products.

Dynamic video production, short video and micro film are all optional (Bereznoy, 2019). It is necessary to pay attention to the visibility and the artistic aesthetics in line with the consumer group, as well as the visual impact, so that the advertising audience can be impressed, and finally converted into the recognition and purchasing power of Superdry garment products.

[bookmark: _Toc36927269][bookmark: _Toc40439137][bookmark: _Toc40444286]2.3.6 People
(1) Establish a highly incentive salary performance system
The specific operation is to change the current "base salary + commission" salary system of front-line sales personnel to "base salary + commission + dividend" system. In this way, it can not only urge employees to do their best to achieve the sales goals, but also ensure the realization of the company's goals. For the part exceeding the sales target, the first-line sales team will be given a certain proportion of dividends, and the first-line employees will be deeply bound with the company (Anna Bykova, & Dennis Coates, 2019). On the one hand, it can reduce the turnover rate of the first-line sales staff (Rubel, et.al., 2017), and on the other hand, it can motivate them to achieve the sales target.
(2) Adjust organizational structure and manpower allocation
Superdry needs to refer to the benchmarking enterprises in the industry, reorganize the organizational structure in combination with the company's strategic objectives, optimize department settings, improve efficiency and streamline personnel.

For example, the market planning and brand department should be allocated from the original sales management center, a unified brand planning center should be established; the position of the market planning department should be improved; the online and offline promotion department should be integrated and placed under the unified management of the company.

[bookmark: _Toc36927270][bookmark: _Toc40439138][bookmark: _Toc40444287]2.3.7 Physical evidence
(1) Offline rationalized display
First of all, starting from the needs of consumers, terminal stores should pay attention to displaying the advantages of brands and products when planning the display of product, so that every piece of garment and accessories in the store can be fully displayed, and customers can easily choose cloth when shopping. 

(2) Online innovative display
Add video or virtual reality display media. Sometimes, the conversion rate of an effective online live broadcast is higher than that of a normal store in a week. Superdry needs to follow up the latest Internet marketing methods, make visible display of short live video products, and promote the company's performance and brand communication.

[bookmark: _Toc36927271][bookmark: _Toc40439139][bookmark: _Toc40444288]2.3.8 Process (service)
(1) Increase Corporate social responsibility and public welfare activities
Participating in charity and public welfare activities is a good choice for enterprises in market promotion. On the one hand, it can promote brand culture and establish a classic brand image, on the other hand, it can also obtain the reputation of enterprises. Superdry can take out some inventory to care for low-income people, or go to local communities or the government to jointly hold some charity donation activities. On the other hand, Superdry can donate garment schools, equipment, materials and funds to build a good reputation in the garment design circle. Through such a combination of strategies to create a good corporate public image(Carroll et.al.,2015).

(2) Carry out pan-entertainment marketing and build brand influence
Popular IP around pan-entertainment marketing has become the focus of the market, not only the choice of some growth companies, but also many mature large companies or super large companies are actively engaged in pan-entertainment marketing. These companies are actively engaged in online games, mobile games, E-sports competitions, sports events, variety shows, music works and other pan entertainment industries, use highly creative forms of expression, fully integrate product brand and presentation content, form a positive interaction with market consumers especially young consumers, and obtain the best result of improving brand influence or sales(Sarkar& Ponnam,2015).

[bookmark: _Toc36927272][bookmark: _Toc40439140][bookmark: _Toc40444289]2.4 Control
In order to ensure the effective implementation of the 7Ps market plan, the principle of 3W1H is used to make a semiannual action plan for the completion time of the event. The completion of the action plan will be included in the department performance evaluation index, and the completion of the action plan of each department will be strictly evaluated. For details, please refer to the table in Appendix 1.
Each month in the table in Appendix 1 is divided into the first ten days, the second ten days and the last ten days. The lined squares represent the implementation time of the plan.


[bookmark: _Toc36927273][bookmark: _Toc40439141][bookmark: _Toc40444290]3. Conclusion & Recommendation
Clothing product provides customers not only with the product itself, but also with a sense of value, an attitude towards life and a symbol of taste. Clothing companies should combine their own status and characteristics, fully learn from the marketing strategies of other garment companies, display brand personality and unique cultural concepts, break through innovation, so as to establish marketing strategies suitable for their own products. In this paper, Superdry garment product marketing is the main research content, combined with the actual research and analysis of the macro environment of garment product marketing, the market plan for Superdry is made. It is found that at present, there are some problems in Superdry garment product marketing, such as urgent need to improve the visual image design of garment products, single form of garment product promotion, poor online channels, and insufficient customer relationship management. The main reason for these problems lies in the imperfection of management concept and system. Therefore, it should be further clarified to ensure the market positioning of Superdry garment products, optimize the marketing channels, promotion strategies, customer relationship management and other aspects.

Based on the reality, this paper puts forward the plan to promote the product marketing of the company. I hope that the implementation of these marketing plans can effectively improve the current difficult situation of enterprises and improve sales performance. Of course, an enterprise's marketing strategy is very complex, there may be many limitations in this study, with the development and change of the environment faced by the enterprise, it still needs to be improved and adjusted.
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[bookmark: _Toc40439143][bookmark: _Toc40444292]Appendix 1: Department Performance Evaluation Form
	Responsible department
	Event
	April
	May
	June
	July
	August
	September

	Human resources department
	1.Organizational structure adjustment
	
	-
	-
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	

	
	2.clearify of post responsibilities
	
	
	
	
	
	
	-
	-
	-
	
	
	
	
	
	
	
	
	

	
	3.Establishment of performance system
	
	
	
	
	
	
	
	
	
	-
	-
	-
	-
	-
	-
	
	
	

	Brand department
	1.Annual activity plan
	
	
	
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	

	
	2.Annual store activity theme plan
	
	
	
	
	
	
	-
	-
	-
	-
	-
	-
	
	
	
	
	
	

	
	3.Online annual promotion plan
	
	
	
	
	
	
	
	
	
	
	
	
	-
	-
	-
	-
	-
	-

	Sales management department
	1. Formulate price strategy
	
	
	
	-
	
	
	-
	
	
	-
	
	
	-
	
	
	-
	
	

	
	2. Develop e-commerce operation plan
	
	
	
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	

	
	3. Formulation of sales performance indicators
	
	
	
	
	
	
	-
	-
	-
	
	
	
	
	
	
	
	
	

	
	4. Develop channel and store expansion plan
	
	
	
	
	
	
	
	
	
	-
	-
	-
	
	
	
	
	
	

	
	5. Optimize the after-sales service process
	
	
	
	
	
	
	
	
	
	
	
	
	-
	-
	-
	
	
	

	R&D department
	Develop annual product strategy
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Manufacturing department
	Make annual production plan
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Develop cost reduction plan
	
	
	
	-
	-
	-
	
	
	
	
	
	
	
	
	
	
	
	

	
	Participate in ERP construction
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
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