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[bookmark: _Toc233596750][image: ]Element 1: Sustainable Brand Extension — M&S Plant Kitchen Pro 
[bookmark: _Toc233596751]Sustainable Brand Extension Poster Presentation
Established in 1884, Marks & Spencer is one of the most popular retailers in Britain, achieving a turnover of £13 billion per year, of which more than 60% comes from its Food division. M&S has always been a strong supporter of sustainability with its Plan A 2025 ambition to achieve net zero by 2040 and 100% sustainable sourcing (Marks & Spencer, 2024).
To go with this, I propose an international brand extension called Plant Kitchen Pro, a premium performance nutrition line of high protein vegan meals, recovery drinks and energy snack bars, developed by registered sports dieticists.
This extension is much-needed. UK sports nutrition revenues total £588m and are set to increase 8.2% per year. Consumers today are more demanding of products that offer them both functionality and ecological benefits. Plant Kitchen Pro is a solution to that, a protein supplement that aims to be nutritious, yet less carbon-intensive, than a whey-based protein supplement.
Friede, Busch and Bassen's research for investors is solid that brands that align with ESG always generate higher long term shareholder value. It provides authentic sustainability and M&S quality for customers.
Plant Kitchen Pro is both commercially motivating and ethically sound – the extension aligns with SDG 3, 12 and 13 and will include all packaging made from 100% recyclable materials by 2026. 


[bookmark: _Toc233596752]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
[bookmark: _Toc233596753]2.1 Market Segmentation
Market segmentation involves breaking down a large consumer market into smaller, more homogeneous segments, allowing organizations to allocate marketing resources more efficiently and effectively to address the specific needs and characteristics of each segment (Kotler et al., 2024). M&S Plant Kitchen Pro has used segmentation analysis on four predefined sets of variables.
[bookmark: _Toc233596754]2.1.1 Geographic Segmentation
Selling happens primarily across England, Scotland and Wales, with a focus mainly on metropolitan areas - Greater London, Manchester, Birmingham, Edinburgh and Bristol - with high densities of health-conscious consumers and M&S Food Hall infrastructure (Euromonitor International, 2024). 
[bookmark: _Toc233596755]2.1.2 Demographic Segmentation
The main demographic group consists of adults between the ages of 22 and 45, whose household incomes are above £35,000 annually and who live in urban or suburban areas. This segment has the greatest intention to buy premium plant-based foods and sports nutrition (Mintel, 2024). In this overall category, there are two noteworthy sub-groups to note: working professionals who fit fitness into busy lives, and university educated millennial parents who use key notions of performance nutrition to plan meals for their families. Secondary targeting refers to consumers in the age group from 18 to 24 – Generation Z – who are onboard with plant based eating earlier than all other age groups, at 25% in the UK (Ipsos, 2024).
[bookmark: _Toc233596756]2.1.3 Psychographic Segmentation
According to psychographic profiling by the VALS (Values, Attitudes and Lifestyles) framework, Plant Kitchen Pro has two core psychographic segments: 'Achievers' — goal-driven consumers who seek to be physically fit as a means to personal success; and 'Thinkers' — deliberate, principled consumers who engage in intellectual rigour when making dietary choices and are highly sensitive to nutrition transparency and scientific credibility (Mitchell, 1983, cited in Solomon et al., 2022). The Deloitte study (2024) also reveals that ‘purposeful practitioners' represent a rapidly expanding psychographic, with their values resonance with Plant Kitchen Pro's dual performance and sustainability offering being almost perfect.
[bookmark: _Toc233596757]2.1.4 Behavioural Segmentation
Behaviourally, the target consumer has a high level of brand loyalty within the M&S ecosystem, is regularly using health and fitness content across digital platforms and willing to pay a premium for clinically proven nutritional products. 73% of the UK's Millennials are willing to pay a premium price of 15-20% for sustainable food and beverages products (Nielsen, 2023). 
[bookmark: _Toc233596758]2.2 Targeting Strategy
In order to fulfil this, M&S Plant Kitchen Pro will follow a differentiated targeting strategy (Kotler et al., 2024) by offering targeted marketing communications to two different target groups but keeping the brand name consistent.
· Primary Target: Health-conscious, active professionals (25-44), already within the M&S customer ecosystem, looking for top-quality plant-based sports nutrition that is both effective in delivering performance benefits and the right plant to choose due to its sustainability attributes.
· Secondary Target: Gen Z plant-based adopters (18-24) who are new adopters of M&S but very engaged with sustainability narrative and are ready to discover brands through influencers on digital platforms.
According to Smith (2021), differentiated targeting is strategically ideal when the established brand is moving into new complementary product categories because it allows the brand to maintain premium status whilst gradually expanding the market of current customers without compromising on the brand's value.
[bookmark: _Toc233596759]2.3 Differentiation Strategy
Plant Kitchen Pro's differentiation strategy is based on three aspects of the competitive advantage framework by Porter (1985). These are summarised in the table below:
	Pillar
	Description
	Competitive Advantage

	Scientific Credibility
	All products co-developed with registered sports dietitians; macro and micronutrient profiles independently verified by the British Nutrition Foundation
	Bridges the gap between M&S premium food heritage and performance nutrition science

	Sustainability Integration
	100% recyclable or compostable packaging by 2026; carbon footprint labelling on every SKU; aligned with M&S Plan A 2025 net zero targets
	Enables consumers to demonstrate environmental values through everyday nutrition choices

	Brand Heritage
	Extends the 5-year Plant Kitchen brand equity into performance nutrition; leverages M&S's 140-year premium retail reputation
	Significantly reduces consumer risk perception of entering performance nutrition market


Table 1: Plant Kitchen Pro — Differentiation Pillars (Source: Author, adapted from Porter, 1985)
[bookmark: _Toc233596760]2.4 Positioning Statement
For the health-conscious, environmentally conscious adult who wants to perform at their best and feels responsible for the planet, M&S Plant Kitchen Pro is the only plant-based performance nutrition range to offer both sports dietitian verified nutritional efficacy and the rigour of M&S Plan A — because exceptional performance and a healthier planet should never come at the cost of each other.
This positioning statement is based on the principle of "singular, memorable brand positioning" as put forward by Ries and Trout in 2001, using this principle to gain a unique and protectable space in the mind of the consumer that no competitor currently captures.
 


[bookmark: _Toc233596761]Element 3: Marketing Mix — The 7Ps of M&S Plant Kitchen Pro
The marketing mix extended by Booms and Bitner (1981) (the 7Ps) is suitable to be the lens for analysing Plant Kitchen Pro because of the product-service hybridity of its offering (Plant Kitchen app with a values-aligned nutritional coaching service) and the prominence of people and process in creating such a consumer experience.
[bookmark: _Toc233596762]3.1 Product
Plant Kitchen Pro is an ‘augmented product' as Kotler et al. (2024) describe it, one that extends beyond the functional nutritional claims to include experiential, symbolic and service layers. At product level, it includes six SKUs at launch, including a High-Protein Vegan Ready Meal range (five variants, minimum 30g protein per serving), a Post-Workout Recovery Shake (three flavours) and an All-Day Energy Bar range (four variants), a Complete Protein Snack Pack, a Cook-at-Home High-Protein Meal Kit and a Performance Breakfast Pot.
. Charter and Tischner (2017) argue that "digital service augmentation" is an important factor contributing to the sustainable competitive advantage in premium food sector, as it allows for the generation of continuous customer engagement beyond the moment of purchase. The market first for UK performance nutrition, carbon footprint labelling delivers the radical nutritional and environmental transparency cited by Edelman (2024) as the one, big thing consumers trust premium food brands with.
[bookmark: _Toc233596763]3.2 Price
Plant Kitchen Pro will be priced to offer a premium on the range of 25 – 40 per cent over the mass-market alternatives to performance plant-based nutrition, still while keeping the price point accessible for the main target audience. Indicative retail prices are between £2.50 (snack bars) and £7.99 (high protein ready meal) and £24.99 (performance shake – 20 serving pack). This pricing structure is similar to the 'price-quality inference' pricing model introduced by Monroe (2003), where high priced products are used to infer better nutritional and ethical characteristics, and consumers are high risk averse for a particular product category.
A Plant Kitchen Pro Subscription Club, a monthly subscription to a curated nutrition box at 15% discount, is geared towards creating loyal customers and minimizing churn— in line with Nagle and Müller's (2018) research that subscription pricing structures cultivate habit forming consumer patterns that vastly enhance the economic value of a brand over time. 
[bookmark: _Toc233596764]3.3 Place
Plant Kitchen Pro will be released via a three-channel omnichannel approach (Verhoef et al., 2015) that aims at achieving maximum access to the main target group while maintaining brand premium via channel selectivity:
M&S Food Halls (primary): The range aims to become the premium ready meal and health food choice and will be installed in dedicated M&S Food Hall chillers and ambient bays throughout M&S Food Hall network (320 outlets across the UK).
M&S.com (primary) and the M&S App (secondary): Direct-to-consumer e-commerce; the flagship digital product offering is the Plant Kitchen Pro Subscription Club, which will serve as a channel for product discovery amongst the Gen Z secondary target, and allow for the digital nutrition coaching service layer.
Selected gymnasium and leisure centre channels (tertiary): A curated wholesale partnership with the three biggest gym chains in the UK – PureGym, Nuffield Health and David Lloyd Leisure - will give access to the heaviest users of performance nutrition at the point of consumption motivation, with over 3 million people across the UK using gyms and leisure centres as their chosen workout destination.
In fact, it is crucial to exclude the channels of discount grocery stores and online platforms (e.g., Aldi, Amazon) to continue the premium positioning architecture as Kapferer and Bastien (2012) point out that selective distribution is a non-negotiable requirement for maintaining premium brand equity.
[bookmark: _Toc233596765]3.4 Promotion
It follows Heath and Heath's (2007) ‘sticky ideas' framework which is: Concrete, Credible, Emotionally Resonant and Tells a story – the architecture for persuasive communication in the consumer sceptical market of greenwashing claims.
Digital channels will make up 65% of the promotional budget with a specific focus on Instagram, TikTok and YouTube, where sports nutrition and healthy lifestyle content has a particularly high organic reach amongst the key target audience (Hootsuite, 2024). The micro-influencer partnership strategy, which involves a partnership with certified personal trainers, sports dietitians and sustainability advocates with 10,000 to 80,000 followers, will go the extras above the reach that Hudders, De Jans and De Veirman (2021) found, as micro-influencers can make engagement rates 60% higher than macro-influencers and are far more trusted by audience members who are actively researching purchasing decisions.
[bookmark: _Toc233596766]3.5 People
People is a major competitive advantage for Plant Kitchen Pro's delivery of services in M&S. M&S have put significant effort into training staff on their 'Food to Order' initiative, which equips staff with knowledge of the range of fresh and prepared food products (Marks & Spencer, 2023). For Plant Kitchen Pro, this training programme will be expanded to include sports nutrition knowledge so that staff can make credible personalised product recommendations to the customer looking for advice on how to use Plant Kitchen Pro in their fitness programs.
This philosophy of value co-creation is consistent with the service-dominant logic framework proposed by Vargo and Lusch (2016) which understand that every encounter with a customer is an opportunity to strengthen brand equity, foster loyalty and collect feedback which can be used to drive product innovation.
[bookmark: _Toc233596767]3.6 Process
The Plant Kitchen Pro App feature will provide subscription management, custom nutrition plans, workout integrated product reminders, and a Subscription Club account management all within one, easy-to-use app. Logistics processes will align with M&S' current Plan A carbon-neutral delivery network and support the brand's sustainability story instead of detracting from it, when it comes to Direct-to-Consumer fulfilment. In service-augmented product categories, quality of the processes is as determining of consumer satisfaction and brand loyalty as quality of the product itself, as argued by Grönroos (2007) and reflected in all steps of the Plant Kitchen Pro consumer journey design process.
[bookmark: _Toc233596768]3.7 Physical Evidence
Physical evidence is an important tool for gaining consumer trust in a category where there is scepticism and is a vital tool for a premium sustainable brand (Edelman, 2024). The brand's commitment to sustainability is put into practice by compostable meal kit containers, recyclable protein shakes pouches and 100% recycled board snack bar wrappers.
The independent validation of the brand's claims is crucial to gaining consumer trust and is provided by third party symbols prominently displayed on all packaging and marketing materials: Soil Association Organic, Vegan Society trademark, British Nutrition Foundation Healthy Eating logo and Carbon Trust Standard certification for the brand's carbon footprint measurement (British Nutrition Foundation, 2024).


[bookmark: _Toc233596769]Element 4: Reflection
[bookmark: _Toc233596770]4.1 Developing the Plant Kitchen Pro Marketing Strategy
This portfolio is one of the most challenging and enriching intellectual experiences and professionally motivating to date in my post-graduate studies. Building a full-scale brand extension strategy for M&S involved multiple aspects of both marketing theory and practice; consumer behaviour, competitive strategy, sustainability science, financial modelling and brand management, which I was required to work with simultaneously and combine with a solid evidence-based strategic proposal. 
Positioning statements initially written were too vague and often included general statements of 'sustainability' or 'quality' that could be easily copied by any competitor without a sense of brand differentiation. Sustained interaction with Ries and Trout's (2001) Positioning theory and with Kapferer and Bastien's (2012) Premium brand management led me to look at what is the niche that Plant Kitchen Pro could occupy and claim with a certain right, between science and certified sustainability.
[bookmark: _Toc233596771]4.2 Prepare and Present the Poster Presentation
The discipline of constraint, the five-minute presentation time, was useful to me, as it forced me to be very clear on which points of the Plant Kitchen Pro strategy were essential and which were a nice extra, but were not necessary for communicative clarity.
When I look back at my presentation delivery, I see two things that were not up to my desired level. I first thought to start with facts and figures — a trait I'm familiar with from my time in the finance and sales world, where numbers and statistics are king. Feedback from fellow students and reflection on Heath and Heath's sticky ideas model showed that an emotional approach that began the story with the person (the individual consumer who wants to do more and be more sustainable, but has no current product that addresses both) was much more successful in capturing the audience's attention. 
[bookmark: _Toc233596772]4.3 Key Skills, Knowledge and Professional Development 
With the use of the 7Ps framework with a real-world brand extension, my understanding of People, Process and Physical Evidence as simply operational marketing variables has changed into a strategic one, and I believe I will utilize throughout my career, based on the service-dominant logic of Vargo and Lusch (2016).
According to Kotler, Kartajaya and Setiawan (2021), the brands of the next decade are going to be the ones that can truly combine technological innovation with human values and environmental care. That will be a key concept in my commercial thinking, for the rest of my career.
[bookmark: _Toc233596773]4.4 Areas for Future Development
First of all, I could use some practice in quantitative modelling of markets, especially in forecasting consumer demand, and in projecting revenues. Second, I am aware of the importance of building up more expertise in digital marketing analytics, especially how to leverage attribution modelling and A/B testing to more effectively optimise marketing spend. Thirdly, I will be systematically investing in presentation and public speaking development. Not all the time my verbal presentation of the content of the poster was a reflection of the quality of analysis that I had prepared — something I think may be related to a lack of practice in presenting complex strategic concepts in a timely fashion to a diverse audience.
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