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[bookmark: _Toc237339024]Element 1: Sustainable brand extension poster
[bookmark: _Toc237339025]Introduction
This presentation aims to propose a sustainable brand extension for Marks & Spencer (M&S), a leading retailer in the UK, known for its quality and responsible business practices (Marksandspencer, 2026).
[bookmark: _Toc237339026]Brand extension
Brand extension refers to applying a strategy to the existing brand to introduce a new product or service category, extending its offer to customers (Gray et al., 2022). As an example, Nike is a sports retail company, and if it introduces a new product category like “smart fitness tracker”, then this can be considered a brand extension. 
[bookmark: _Toc237339027]Sustainable requirement 
The proposed extension for M&S is M&S Circular Living, with the goal of offering a new and innovative premium range of clothing, along with different home essentials manufactured from responsibly sourced or recycled materials. This strategic goal incorporates a nationwide take-back, encouraging customers to return used products for resale or recycling (Morgan, 2022). 
[bookmark: _Toc237339028]M&S specific extension
In this case, Marks & Spencer is a well-known clothing retail brand. Here, M&S is introducing M&S circular living strategy to introduce sustainable clothing and home essentials, extending its offerings and product ranges. Hence, M&S circular living will is an appropriate strategic brand extension into a new sustainable product range.
[bookmark: _Toc237339029]Brand extension would appeal to the current market
This extension strategy aligns with M&S's sustainability commitments by introducing the circular economy, reducing waste, and most importantly lowering carbon emissions (Watson et al., 2024). The sustainable packaging is also a part of the brand extension goal, focusing on using only biodegradable materials that will minimise environmental impact. This Circular Living strategy will directly align with “United Nations Sustainable Development Goals”, specifically SDG 12 and SDG 13.
[bookmark: _Toc237339030]Brand extension with sustainability goals
For M&S Circular Living brand extension strategy, the target market is environmentally conscious consumers, specially gen Z and millennials, for whom ethical purchasing is highly values (Theocharis and Tsekouropoulos, 2025). Moreover, high-quality products in combination with sustainability services will strengthen customer loyalty for M&S, creating long-term advantages in the retail business of UK.
[bookmark: _Toc237339031]Poster
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(Source: Author’s creation)
[bookmark: _Toc237339032]Element 2: SDTP analysis for brand extension 
The proposed brand extension strategy with M&S Circular Living would help expand the product portfolio from recycled, responsibly sourced materials to offer premium clothing and homeware, along with repair and take-back services. This initiative will strengthen the company's strategy while meeting the need for increased consumer demand for sustainable products. Therefore, to analyse the market suitability and effectiveness of the strategy, SDTP analysis has been conducted here to show how M&S will gain competitive advantages. 
STP analysis
	STP Element
	Application to M&S

	Segmentation 
	Geographic: UK urban and suburban regions
Demographic: Adults aged 25 to 45 with middle-to-high income.
Behavioural: Loyal customers and consumers interested in recycling and sustainable product use.
Psychographic: Environmentally conscious consumers 

	Targeting 
	Primary: Millennials and Generation Z of ages 25 to 45 years, having demand for premium sustainable products
Secondary: Existing M&S customers of any age who value quality and durability.

	Positioning 
	M&S Circular Living offers premium sustainable homeware and fashion, maintaining quality with circular innovation, to make environmentally responsible lifestyle choice easier for customers



Table 1: STP analysis
(Source: Author's creation)
Table 1 presents the STP analysis for M&S's proposed strategy, with specific characteristics in which segmentation is a heterogeneous market-orientation process. Here, four segmentation variables are shown that are particularly relevant to M&S’s brand extension strategy, with similar or different characteristics, thereby demonstrating effective marketing strategies (Li et al., 2023). Primary market under segmentation comprises urban and suburban regions in the UK such as London, Bristol, Birmingham, Glasgow and so on. The demographic and behavioural segmentation showed target customers as 25 to 45-year-old loyal customers with middle-to-high income and who are interested in recycling and sustainable product use. On the other hand, the psychographic segmentation implied specifically environmentally conscious consumers. 
Marks & Spencer should adopt a differentiated targeting strategy, particularly focusing on environmentally conscious Gen Z and Millennials, appealing to existing loyal customers. According to Tran et al., (2022), the primary targeted customers should be within the age range of 25 to 45 who can combine strong environmental values with their purchasing power, as active research shows that they support sustainability credentials and product origin from sustainable sources. They are willing to pay more for sustainable initiatives as their purchasing decisions move beyond price, prioritising ethical production and a circular business model (Helinski et al., 2025). On the other hand, they also must encourage existing customers to make repeat purchases, proposing new offers like take-back and refurbishment services for extending product life with sustainability.
The positioning strategy will determine how consumers perceive a brand and therefore, to gain successful extension, M&S Circular Living strategy will prioritise offering Premium sustainable products that are a blend of trusted British quality with circular innovation. It will help M&S to stay ahead among its competitors, specifically when customer will receive products and services from M&S without compromising quality or style (Li et al., 2023). Figure 1 presents a positioning map of M&S with different fashion-retail competitors across the UK, indicating a good position in sustainability, but it also involves high costs. This might demote buyers, as there are other companies, such as Patagonia and H&M, that offer sustainable products at lower prices, creating a likelihood of customer switching (Wang and Walker, 2023). Hence, a more specific differentiation strategy is necessary for the H&M fashion retailer to make the circular Living extension successful.
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Figure 1: Positioning map
(Author's creation)

Differentiation Strategy 
Unlike fast-fashion competitors, M&S should focus on integrating a circular ecosystem in tits proposedextensionstrategy rather than only an eco-friendly products offering. According to Gray et al., (2022), customers can purchase sustainably sourced products and clothing, return used garments, and access repair services within the same retail environment. This will assist the brand in achieving a good positioning among other competitors. Secondly, for M&S, trusted Value is not only a slogan or a short-term decision, but it is in their DNA from the beginning (Drapersonline, 2025). It is a well-known brand for its product quality across the world, and consumer trust has been developed over decades. According to Shafiq et al., (2023), this reputation increases confidence among customers and reduces purchasing risk related to sustainability claims. However, Sun and Yin (2026) identified a concern that may be raised regarding greenwashing within the retail industry. Ethical sustainable initiatives can address this issue, for which responsible decision-making is necessary.
Third, and most important decision for the brand extension strategy of M&S, followed by sustainability, is price differentiation. One of the largest retailers of UK, Mark & Spencer, should adopt this price differentiation approach to deliver a premium value offering supported by circular living (Chen, 2025). This should not only consider low-cost fashion product delivery to the customer, such as Primark or H&M, but also must reflect their capability with a sustainability approach. This strategy will help to encourage all customers to evaluate lifetime value instead of focusing on purchasing price. It will help the brand to make a premium pricing strategy economically stable and effective, strengthening its position among its competitors. Figure 2 highlights how a differentiation strategy enhances customer satisfaction and influences purchasing behaviour, which will benefit M&S to increase its revenue as well as customer acquisition.
[image: ]
Figure 2: Price differentiation
(Author's creation)
[bookmark: _Toc237339033]Element 3: Marketing Mix (7Ps)
To understand the marketing suitability of the proposed brand extension strategy, M&S Circular Living, a sustainability approach, a marketing mix analysis has been undertaken with a 7P analysis to reinforce company long term objectives.
Product:
M&S focused on their core product strategy with the premium collection of fashion lines and essential home products from responsible source materials recycle fibres, or biodegradable products. According to Fabro Cardoso and Spagnoli (2025), the extension strategy should incorporate clothing take-back schemes and repair services to enhance reselling opportunities, extending their product life cycle. This will reduce textile waste and reflect the principle of circular economy model application within their circular living practices. This advocates designing products through reuse, recycling and repair to maintain them in use for the long term. Again, from a strategic perspective, a related brand extension will allow Mark and Spencer to apply its established reputation in quality management while reducing passive risk from consumers (Chen, 2025). In this case, integration of sustainable materials with maintaining transparency for product design is essential to enhance both functional as well as emotional values. Trending brand trust and customer loyalty will be gained more effectively, which will help the company to receive competitive advantages besides supporting SDG12.
Price:
value-based premium pricing strategy will help in their pricing decision-making, which will reflect ethical sourcing and superior quality, helping to boost environmental benefits within their circular living collection. According to Bastos Rudolph et al., (2023), M&S should adopt a fixed and reasonable pricing strategy to compete strongly among other fast-fashion retailers. However, Kazakova and Lee (2022) argued that sustainable materials usage in production or sustainable sourcing is costly, making the investment difficult for the brand. In contrast, research showed that environmentally conscious consumers, specially gen-Z, are willing to pay more for premium sustainable products when transparency is evident (Gomes et al., 2023). Hence, M&S should complement the strategy with loyalty rewards to retain customers, which will reduce perceived financial risk.  
Place:
The distribution strategy should be an integration of physical as well as digital channels while minimising environmental impact to enhance customer convenience and buying decisions. The Circular Living range must be available in all physical c retail stores across the UK and specific partner collection points. According to De Giovanni (2022), an omnichannel distribution strategy can be applied here to improve customer accessibility, supporting reverse logistics mechanisms. On the contrary, Li et al., (2023) investigated that using the digital channel could be difficult for the staff of M&S while focusing on the extension approach. This required highly skilled employees and adequate training on running the business through the online platform, which is time-consuming. Therefore, it can be stated that the place strategy is not only about boosting customer convenience but also maintaining internal operational efficiency.
Promotion:
Promotion should emphasise authenticity and transparency embedded with sustainability instead of only depending on generic environmental claims. Therefore, influencer partnerships, social media campaigns, and sustainability storytelling are required to be integrated, developing interactive digital content (Katoch, 2026). In this case, the Triple Bottom Line framework will support the promotional strategy, shedding light on the interconnected benefits. M&S should meet its commitment towards carbon emissions, recycled material usage and landfill and must present this through transparent reporting (Helinski et al., 2025). Moreover, traditional promotional methods through billboards and leaflets will also help M&S's Circular Living extension strategy, connecting it with customers.
People:
Specialised sustainability training must be provided to the Sales advisers covering ethical sourcing, repair services and recycling programmes to enhance their knowledge regarding the extent of predict life cycle with the aim of waste minimisation (Tran et al., 2022). In contrast, Shen et al., (2024) showed that the training could be expensive and time-consuming, delaying in achieve the strategic goal. However, leveraging the Service-Profit Chain Model, M&S will positively influence service quality, boosting its capability in investment to satisfy customer demands while ensuring profitability. Therefore, investing in staff development will benefit customer trust and operational performance. 
Process 
Process element of M&S Circular Living is based on the production of a simple customer experience, which is transparent and sustainable and stimulates engagement with the idea of taking part in circular fashion. Clothing that customers have outgrown can also be recycled via the Shwopping programme, and they can also have selected products recycled, as well as receive advice on repairing or taking care of their clothes online and in-store (M&S, 2022). Convenience and trust are enhanced by use of digital tracking and transparent services processes. M&S extends the customer experience by incorporating product reuse, repair, and recycling in the buying process, compared to the traditional fast-fashion retailer, where the process ends after the purchase (Connor-Crabb et al., 2025). The process is closed loop and enhances customer interaction, minimizes waste of textiles and contributes to long-term sustainability goals. In turn, M&S is distinguished by the fact that it includes cycling in all phases of the customer journey instead of considering sustainability a discrete project.
Physical Evidence  
The Physical Evidence of M&S Circular Living supports its own sustainability agenda with physical and visible clues in the way in which it interacts with customers. The brand communicates the circular values through dedicated Shwopping donation boxes, clothing recycling centers, environmentally friendly packaging, sustainability labels, and information in-store displays (Ozanne et al., 2021). Evidence can also be found on digital platforms, in the form of repair guides, recycling information, and sustainability impact updates. Conversely, Begum et al. (2022) argue that most traditional fashion outlets use only promotional displays and standard packaging without being very concerned about environmental responsibility. M&S integrates both physical and electronic facts to prove the actual sustainability activity and increase customer trust and brand loyalty. 
[bookmark: _Toc237339034]Element 4: Reflection
I proposed a sustainable brand extension strategy for Marks & Spencer through this assessment, known as M&S Circular Living.  For this purpose, I rsearched in M&S company’s sustainable reports and SDG goals, identifying current environmental challenges. Based on the information on their circular economy, proposing a circular business model, including recycled products, repair services, a take-back programme and many such initiatives (Awan and Sroufe, 2022).  It was important to consider all the facts all together and set the plan for a parenting professional poster presentation, creating the content visually attractive and relevant. 
During the proposal development and poster creation, I felt uncertain about selecting a suitable UK company, specifically focusing on the sustainability orientation. This time, I faced difficulties in finding a realistic brand, so I became more concerned about balancing creativity for the poster with a strategic proposal. According to de Waal et al., (2023), time and in-depth research with continuous perseverance can help an individual become more confident and enhance efficiency. So with research progression, my confidence increased as I received deep knowledge on the situation and selected M&S, which is already committed towards sustainability. I experienced a sense of achievement after completing the poster and presented a practical solution through STP and Marketing analysis. 
With this experience, I believe the project was successful when I delivered the poster, which effectively communicated all the concepts about sustainability benefits, target market and strategic value for Mark and Spencer, demonstrating a well-interconnected presentation. This also strengthens my research skills, analytical approach and decision-making skills with researched information. Yadav et al., (2023) stated that time management is an important factor in researching and proposing a strategy, which has created some difficulties in my assessment development. Due to time constraint, I prioritised less attention on financial factors for strategic implementation. With time and progress, I focused on the profitability factor and included appropriate justification addressing the gap, explaining through my knowledge that I gained from the research.
This assessment demonstrated an essential factor of aligning innovation with M&S’s strategic decision-making towards sustainable brand extension. Proposing M&S circular living highlighted my understanding of sustainable brand extension and customer-supported business to achieve long-term objectives (Awan and Sroufe, 2022). It also enhanced my critical thinking from an environmental and marketing perspective while I recognised the need for customer acquisition along with internal operation improvement for strategic success.
Reflecting on this assessment, I can say that it improved my ability to research, evaluate, and make strategic decisions. I was also encouraged to communicate complex ideas professionally without exaggerating unnecessary factors. The proposed brand extension was well aligned with the sustainability objectives of M&S. However, I recognised some of my limitations, which need immediate action to improve my future success in my career.  Therefore, in terms of an action plan, I will start my research earlier for time management, which will help me to meet deadlines in future projects in my professional career.  I will also take part in online brainstorming courses to strengthen my knowledge of financial evaluation techniques and sustainability, which will boost my problem-solving ability and make me more confident in making comprehensive recommendations. Finally, I will also focus on improving my communication and presentation skills by taking part in public speaking so that I can prepare myself for future roles in sustainable business marketing.
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