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[bookmark: _qyaizth6739u][bookmark: _Toc195797526]1. Introduction
Rixo is a modern British fashion label established in 2015, which is famous for its mixes of vintage with fashionable and bold, expressive prints. Rixo is a mid-luxury fashion brand that offers timeless but modern designs for the confident, style-conscious women in the UK. The brand is best positioned in the market for occasion wear such as dresses, skirts, tops, and bridal collections while focusing on inclusive sizing and individuality of design. Rixo has a loyal customer base and a big presence in physical boutiques as well as e commerce; it is an ever-growing voice globally.
This report’s purpose is to create a strategic brand extension for Rixo that is consistent with its current identity and ventures into an opportunity in an emerging market. Commenting on the proposed extension announced as “Rixo Steps,” an addition to the premium designer footwear collection, the same bold aesthetic and vintage essence the brand is known for, is captured. Having this extension will help Rixo provide a complete fashion experience of clothing and footwear, hence increasing brand loyalty and consumer lifestyle adoption. To ensure that the new product reaches the targeted audience, the report will delve into the segmentation, targeting, and positioning (STP) approach. This will also elaborate on a detailed customer persona for the target market and give out a detailed 7Ps in marketing mix strategies to support a successful launch. The bigger goal is to show the brand can add products to the line and stay true to what it stands for, and add more ammunition to its competitive edge.
[bookmark: _dy7ikz9y6k][bookmark: _Toc195797527]2. Brand extension: Rixo steps (Designer footwear collection)
[bookmark: _po1od7w7z1ux][bookmark: _Toc195797528]2.1 Description of the product
Rixo Steps is a premium designer footwear collection for all the newcomers in the existing fashion line of Rixo. In the collection, consumers will find statement heels, retro flats, elegant bridal shoes, chic ankle boots, as well as strappy sandals. All of the pairs are produced using Rixo's signature hand-painted prints, luxurious materials, and vintage-inspired silhouettes (Rixolondon, 2025). The footwear will be a similar mix of classic and modern, a rare thing in women’s shoes, aimed at women who want that slight difference in what they choose to wear. To remain exclusive, Rixo Steps will be dropped in limited editions, and each season will be told through seasonal designs and created around the brand’s storytelling approach to fashion. To deliver beauty with wearability, the products will be made with comfort, craftsmanship, and high-quality finishing.
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Figure 1: Shoes of Rixo
(Source: Rixolondon, 2025)
[bookmark: _drbl5kqi5h00][bookmark: _Toc195797529]2.2 Alignment with brand identity
Rixo Steps fits perfectly within what is already established on the brand’s values and visual identity. Rixo is a brand that has always stood up to self-expression, individuality, and vintage fashion. Expanding the brand into footwear does not deviate from its DNA, but deepens it. Rixo Steps extends the brand’s philosophy in apparel, bold, feminine, and timeless, through pieces that allow customers to complete their look (Sarma et al. 2022). Rixo's clothing collections will be reflected in the floral patterns, polka dots, and retro shapes found in the footwear designs.
[bookmark: _ii4f9r5b9bd3][bookmark: _Toc195797530]2.3 Market relevance and value addition
As the footwear market grows, though, there is great demand for product that caters to the balance of aesthetic uniqueness, comfort, and quality. Although most high street brands mass produce shoes, very little is made to fit into the niche of upper-end statement boots with a vintage edge. To fill this gap, Rixo Steps brings forward fashion-forward designs to the sophisticated, creative, conscious consumer. Entering the growing mid-luxury footwear space helps this extension to enhance Rixo’s market share and also posits Rixo as a lifestyle name, not just a clothing label. It also provides potential for cross-selling and styling agility so that customers can shop for coordinated outfits (Steven et al. 2021). Finally, Rixo Steps is a brand extension that is not only strategic but also allows Rixo to showcase the brand as progressive and evolving.
[bookmark: _wzbhx557hxb][bookmark: _Toc195797531]3. STP for Rixo steps
[bookmark: _bxeukcxzvu8c][bookmark: _Toc195797532]3.1 Segmentation
	Segmentation Type
	Details
	Relevance to Rixo Steps

	Demographic
	Women aged 25-45; mid-to-high income; urban professionals (like marketing, media, design); university-educated.
	This group aligns with Rixo's current customer base- fashion-conscious women with disposable income and a taste for designer yet expressive fashion (Vock, 2022).

	Geographic
	Primarily urban areas in the UK (London, Manchester, Edinburgh); international buyers through online channels.
	Urban locations are hubs for fashion trends and are home to Rixo’s physical boutiques and largest customer segments.

	Psychographic
	Values self-expression, creativity, sustainability, and individuality; follows fashion trends but prefers exclusivity.
	These customers seek meaningful fashion and enjoy standing out, ideal for bold, limited-edition footwear collections like Rixo Steps (Ha, 2021).

	Behavioural
	Purchases limited-edition pieces; loyal to boutique-style brands; shops online and in luxury retail spaces; interested in seasonal collections.
	This segment shows brand loyalty and is driven by design, uniqueness, and ethical choices, traits that Rixo promotes through its collections.


Table 1: Segmentation for Rixo
(Source: Created by the author)
[bookmark: _foiof22e5tju][bookmark: _Toc195797533]3.2 Targeting
To target this segment of the female fashion market, urban women between the ages of 25 to 40, Rixo Steps will adopt a differentiated targeting strategy. Usually, these people dwell in metropolitan cities like London, Manchester, and other cities, typical examples of fashion. These are professionals working in the creative industry of media, marketing, fashion, arts, and design, and so on (Rahmawan and Suwitho, 2023). This demographic is renowned for looking for the clothing and accessories that highlight their character and improve their way of life, and in this way are ideal for a planner footwear assortment with courageous, old-fashioned ideas.
Moreover, they prefer pieces that come in limited editions, and they are aware that those pieces reflect their individuality, unlike mass-produced fashion items. They are environmentally aware and support brands that practice sustainability or some level of ethical practices. They may not necessarily shop high-end luxury, but are more than willing to pay a premium where craftsmanship meets style and distinction is the order of the day (Rixolondon, 2025a). Due to the brand’s strong brand identity and mid-luxury positioning, Rixo Steps would be an appealing option for this group. While people generally associate Rixo with a clothing brand, the idea behind the brand extension is to improve customer loyalty and attract new customers who already adore Rixo’s clothing and would love to associate with Rixo’s clothing when shopping at any store.
[bookmark: _wr45mofea8uu][bookmark: _Toc195797534]3.3 Positioning
As a premium designer footwear line, Rixo Steps aims to deliver on bold, expressive fashion with shoes that are high on quality and inspired from old world designs. The core idea behind Rixo Steps is to give the women the chance to stand out from head to toe in line of Rixo’s overall brand philosophy (Rodríguez et al. 2024). The collection complements Rixo’s existing collection of clothing with new styling possibilities for existing and new customers.
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Figure 2: Positioning map of Rixo
(Source: Created by the author)
Rixo Steps sets itself apart from the crowd in the competitive landscape. Although Rixo Steps can’t compete with Zara on the price and trendy aspect, it has a certain sense of exclusivity and artistry not found in mass market brands. On the other hand, Jimmy Choo signifies high-end luxury and glamour, however, about timeless elegance rather than a statement fashion (Rixolondon, 2025a). Mid luxury footwear that stands out in terms of design, and at the same time is wearable, is what Rixo Steps fills the gap.
[bookmark: _ez7hud351n8][bookmark: _Toc195797535]4. Customer persona/profile
	Attribute
	Details

	Name
	Olivia Spencer

	Age
	32

	Gender
	Female

	Location
	London, United Kingdom

	Occupation
	Creative Director at a boutique design agency

	Income
	£60,000 per year

	Education
	University Graduate

	Marital Status
	Single

	Values
	Creativity, sustainability, and individuality

	Lifestyle
	Lives in an urban flat; attends fashion, arts, and cultural events; travels regularly

	Fashion Preferences
	Vintage-inspired, bold prints, limited editions, designer-quality footwear

	Shopping Behaviour
	Shops both online and in boutique stores; follows fashion influencers; prefers unique over mainstream fashion

	Media Usage
	Instagram, Pinterest, online fashion blogs

	Pain Points
	Difficulty finding statement shoes that combine comfort and uniqueness

	Goals
	To express her identity through fashion and support brands that align with her personal values


Table 2: Consumer persona
(Source: Created by the author)
Rixo Steps are perfectly targeted at a young, urban professional female with a keen interest in unique yet expressive fashion, this is Olivia. So because her lifestyle is fast, culturally rich, it interests her a lot in fashion that can be used to go between professional, social, and creative environments. Olivia demands more of her products- she wants design, meaning, and authenticity. She is fully responsive to digital storytelling and influencer marketing as she is one of those who follow fashion trends via social media and blogs. She occupies the mid to high income level, enabling her to spend on premium items, those that speak to her individuality and sustainability (Kalantari et al. 2021). Rixo Steps caters to exclusive, artistically designed footwear that works along with Rixo’s collections, which is why Olivia’s preference for limited edition and boutique fashion makes sense.
[bookmark: _smv8vgdqc2nl][bookmark: _Toc195797536]5. Marketing mix strategy (7Ps)
Product
Rixo Steps is a line of premium footwear, selling unique designer shoes that feature Rixo’s renowned prints and some of its iconic vintage styles. The shoes are beautiful, heeled sandals, flats, boots, and bridal shoes with artistic details and quality workmanship. Every pair is intended to go well with Rixo clothing, allowing customers to have a whole styling experience (Kalashi et al. 2021). Using high-quality materials such as leather, satin, and velvet, these shoes will be comfortable. They’ll improve the exclusivity of the brand and keep its boutique identity going. Rixo’s aesthetic will be reflected in the packaging as collectible boxes with custom artwork, tissue paper, and dust bags.
Price
Rixo Steps will be priced between £180 and £350, depending on its complexity, design, and material. With this pricing, the brand is above the high street store, but below the luxury level of Jimmy Choo and the other top-tier luxury brands (Sutopo et al. 2023). The price shows the quality, uniqueness, and the exclusive design of the collection. Collaboration editions or bridal exclusives may be priced higher if the goods are deemed to be rare. In such a case, the brand’s sustainability efforts and ethical sourcing can also be highlighted in the marketing materials to support the notion of transparent pricing.
Promotion
Digital-first strategies will be used for promotion. Fashion influencers and stylists who already engage with the brand will partner with Rixo to show off Rixo Steps on Instagram, TikTok, and fashion blogs. Here in London, the collection will launch with a launch event, with selected media and influencers given the invite to the preview (Rashid et al. 2024). Storytelling content, such as “Behind the Design” and “How to Style Rixo Steps”, will be on Instagram Reels and Pinterest. Existing Rixo customers will be targeted by email marketing; editorial exposure will be gained through fashion publications such as Vogue and Elle (partnerships) (Heyde et al. 2022). In the UK and global cities, we will target paid social campaigns on urban fashion-forward women.
Place
Rixo Steps will be available to purchase at Rixo’s official e-commerce site as well as its official flagship store in London and other premium locations. Selected styles will also be distributed through luxury retail partners such as Selfridges, Harvey Nichols, and Net-a-Porter (Andries, 2021). On the other hand, an omnichannel approach will also be taken for the blend of in-store and digital conveniences in terms of click and collect, virtual try on and online pre-orders, and so on. However, pop-up shops in the fashion capitals, such as Paris or New York, can create some buzz and can serve as a good test for international expansion (Sarma et al. 2022). It is necessary to apply exclusivity, without interrupting accessibility to the adequate market.
Process
From online browsing to the delivery of the product, the customer journey will be seamless. A user-friendly website with carefully taken, detailed product visuals, sizing guides, and styling suggestions will be available from Rixo’s website. Accessibility will come from being mobile-optimized, and there will be customer support via live chat and email to build trust. Sustainable packaging and trackable delivery will be available with prompt order processing and shipping (Manjare et al. 2023). Pre-order and personalized styling sessions will be among in in-store experiences. Hassle-free returns and exchanges will be made and will reinforce Rixo’s reputation for customer care. Continual improvement of processes will be done from the customer feedback and through tech-enabled insights.
People
The team that will determine brand value will be Rixo. Customers will also be served in store, where staff will be trained to work as fashion consultants to style complete Rixo looks with specified footwear. They will also reflect the brand’s friendly, creative, and premium image within the brand’s social media managers, customer service agents, and the design team. External extensions to the team in the form of influencers and brand ambassadors will be ambassadors for Rixo Steps; however will represent this in line with the brand tone and values (Gozali et al. 2022). Staff training, product knowledge, and delivering a personalised customer experience, both online and offline, will be emphasised.
Physical Evidence
These physical elements will reinforce Rixo’s boutique identity. The beautifully designed, branded box in which each pair of shoes will arrive will include limited edition artwork, silk-like tissue, and dust bags for storage. Vintage-style décor will be used in all Rixo Steps flagship stores to showcase the brand's personality through bold visual merchandising. Online, Rixo’s visual branding will follow the theme of the existing Rixo lookbook, using high-quality imagery, professional fashion editorials, and customer testimonials. These brand cues, tangible and intangible, build credibility, contribute to a buying decision, and contribute to the luxury feel of the entire experience.
[bookmark: _b3no9w9diqx3][bookmark: _Toc195797537]6. Conclusion
Rixo Steps' proposed brand extension is strategic and timely for Rixo to diversify its product offering and to remain closely linked to its existing brand identity. On its part, Rixo is a company whose designs are characterized by vintage-inspired, expressive, and feminine designs, and by launching a premium footwear line, it can provide its fashion-forward customer base with a complete styling experience. The Rixo Steps complement the brand’s clothing collections with bolder prints and the same storytelling approach, to the same high quality that comes with the brand. In expanding its venture into designer footwear, Rixo is not only responding to an increasing consumer demand for statement shoes that marry design with comfort, but it is also broadening the company’s market presence with the mid-luxury fashion segment. Brand extension is very much in tune with customers’ lifestyle and value set, who want to stand apart individually and creatively, and buy fashion that fits the ethically produced criteria. Starting from the segmentation, targeting, and through a marketing mix unique to this target and loyal audience, Rixo Steps deploys almost seamlessly.
Recommendations
Rixo Steps should be offered as a limited-edition Collection initially to help test acceptability from customers as well as gather valuable feedback for the brand to build anticipation. Successfully, the brand can scale the range, explore new design directions, and might even hit international markets (Rixolondon, 2025a). An extension that adds commercial value to this thoughtful, brand-consistent brand will not only enrich the engagement of customers and fuel their expression of their creativity, but ultimately ensure that Rixo remains one of the top names in contemporary, expressive fashion.
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