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Figure 1: STDP: The Four Steps of a Customer-Driven Marketing Strategy (Ansari, 2025)
[bookmark: _Toc228138125]Segmentation 
Geographic, demographic, psychographic and behavioural segmentation are effective ways to target the potential market for the solar-powered Suzuki Gixxer SF 2025. The product's ideal geographical market is urban and peri-urban areas in developing nations where motorbikes are a major mode of transport and there is ample sunlight. Metropolitan areas in South Asia and Southeast Asia are well suited because of densely populated areas and the tendency to park their motor vehicles outside, making it easy for solar cells to generate electricity. Demographically, the product appeals to people between 18 to 35 years of age, typically middle-income professionals such as students, young workers and food-delivery workers who are in need of affordable transportation. Psychographically, the market is made up of eco-friendly and tech-literate consumers who are interested in innovation, sustainability and future cost savings (Andrei, 2024). They are more likely to be open to embracing technologies that resonate with their values. Instead, in terms of behaviour, the product aims at frequent motorcycle users who ride their bikes every day for commuting or employment purposes, like for ride sharing and delivery services. They value durability, affordability and ease-of-use. The market segmentation allows the brand to focus its marketing efforts and deliver its product to the right target audience, according to their requirements.
[bookmark: _Toc228138126]Targeting
According to the segmentation study, the main market for the solar-powered Suzuki Gixxer SF 2025 is inner-city delivery riders and ride sharing drivers. This is a very promising segment, as these riders use their bikes for extended periods, making them more attention towards fuel and operational expenses (charging). In particular, delivery riders have extensive riding time and typically leave their motorbikes in public spaces, making the solar panels charge the battery (Sitapura, 2022). This feature is an added value for the potential customer as the system could minimise charging costs in the long run. Furthermore, this market is generally part of the middle-class society and is always looking for energy-efficient and economic transportation options. The other potential market comprises eco-conscious young adults and students who are keen on alternative modes of transport but do not use motorcycles for business. They are eco-sensible and open to embracing new technologies that minimise environmental impact. By targeting these segments, Suzuki Motor Corporation can successfully position the product as both practical and innovative, ensuring it's relevant and likely to be adopted by the market.
[bookmark: _Toc228138127]Differentiation
The Suzuki Gixxer SF 2025's solar-powered motorcycle stands out by seamlessly incorporating solar power into a traditional motorcycle structure. This vehicle combines aspects of conventional internal combustion engines, but now with higher efficiency brought in by the electrification. The solar panels are seamlessly incorporated into the motorcycle's design, enabling the bike to draw additional power from the sun's energy rather than fuel or other energy sources (Tiwari et al., 2025). This offers a distinctive point of differentiation (USP) in response to increasing fuel prices and environmental issues. Moreover, the new product retains the appearance and handling characteristics of the Gixxer's sporty image, avoiding an adverse impact on the consumer's experience. Unlike all electric bikes, which typically rely on extensive charging infrastructure, the solar-powered bike provides more flexibility and convenience, especially in areas without adequate charging infrastructure. Also, the solar panel's robustness and seamlessly integrated design contribute to product aesthetics and ruggedness. By offering a sustainable, economical and convenient mobility solution, Suzuki Motor Corporation can gain a competitive edge in the growing mobility sector.
[bookmark: _Toc228138128]Positioning
The positioning strategy of Suzuki Gixxer SF 2025 with solar assistance, aims to provide an innovative, sustainable, and cost-efficient mode of transport for urban commuters. This motorcycle is promoted as a viable solution that combines the benefits of a conventional internally combustion engine motorcycle with those of a fully electric one, while being cost effective and environmentally friendly. The added feature of potential PV charging can then be highlighted to convey a strong value proposition by offering lower cost of ownership and Eco-friendliness. The product positioning can also capitalise on Suzuki Motor Corporation's reputation for quality and affordability, instilling confidence in the emerging technology (Rai, 2025). The product is designed to be seen in the eyes of the consumer as a wise and innovative option in line with the current trends towards green living and energy savings. Promotional messages can be focused on features such as "charge while you park" and "ride towards a sustainable future", adding a compelling emotional and practical value proposition. In summary, the goal of the positioning is to position the brand extension as a champion of sustainable transportation that combines economic benefits with environmental responsibility.
[bookmark: _Toc228138129]Element 3: Marketing Mix 
The marketing mix plays a vital role in conceptualising a brand extension. In the case of the solar bike, the Suzuki Gixxer SF 2025, the 4Ps (Product, Price, Place and Promotion) are used to determine how the concept will address consumer needs, while contributing to business goals. 
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Figure 2: The 4 Ps of Marketing: Definition, Role, and Questions to Consider (Nguyen, 2024)
This hybrid motorbike is a green solution for urban commute, and thereby needs a fine-tuned marketing strategy. The marketing mix elements are tailored to highlight the product's unique selling proposition, resonate with the target audience, and complement the brand's positioning as a sustainable and cost-effective travel option (Mogaji, 2025).
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The product involves offering a novel and innovative solution that addresses functional and emotional needs of consumers. The hybrid model Suzuki Gixxer SF 2025 is a motorbike that incorporates solar panels in its design, allowing it to be partly solar-powered. This improves energy sustainability and eliminates reliance on fuel or charging. This product retains the sporty styling, performance and quality standards of the Gixxer brand, aligning with consumers' expectations. Moreover, the bike features a hybrid energy storage mechanism (battery) to store this energy and enable longer use, especially for commuting and delivery purposes. Reliability is also a significant aspect, with the solar panels being robust and able to handle exposure to the elements and usage (Patil et al., 2024). In terms of marketing, the product positions itself as innovative and environmentally friendly, in line with global trends towards sustainable mobility. In addition, the product provides functional benefits such as reduced cost and time savings and emotional benefits of protecting the environment. Through integrating cutting-edge technology with functionality, Suzuki Motor Corporation can develop a product that not only stands out from the crowd but also addresses the needs of today's consumers.
[bookmark: _Toc228138131]Price
The pricing of Suzuki Gixxer SF 2025 motorcycle with solar panels will be based on value-based pricing model, which considers the value of the product for the customer, not just the cost of production. While the use of solar-powered battery and hybrid electric technologies may increase the initial cost of the motorcycle compared to other motorcycles, the long-term cost reductions justify the extra expenses. The product offers long-term cost savings to customers in terms of fuel and charging costs. This will be highly attractive to the core customer of the product - drivers and food or goods deliverers - due to their cost sensitivity. Furthermore, the product pricing strategy can be complemented with financing options, such as instalment payments, to enable customers from middle-income households to afford it. Similarly, being competitively priced will also be crucial to ensure the product is value for money relative to both conventional bikes as well as entirely electric bikes (Laukkarinen, 2024). Effectively promoting the long-term benefits and cost savings will help Suzuki Motor Corporation rationalise the price and drive sales. In summary, the pricing approach seeks to provide an innovative product at a price that customers can afford, offering both economic and environmental value.
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Place relates to the product's distribution and availability. The Suzuki Gixxer SF 2025, with its solar panel power source will be made available via the existing network of Suzuki motor corporation dealerships, which are well established in many emerging markets. This makes it accessible to customers and capitalises on brand recognition. Furthermore, the product can also be sold online, enabling potential buyers to browse features, specifications, and configurations and purchase products via the web. This multi-channel strategy provides added convenience and caters to tech-driven consumers (Asif, 2025). This product is ideal for cities and suburban regions where two-wheelers are prevalent, and where sunlight is abundant. Positioning in areas where demand is high, such as cities with active parcel delivery and ride-hailing services can also help drive sales. Collaborations with delivery fleets and fleet operators can also boost sales. Additionally, after-sales service must also be robust, and existing service networks can be tapped for servicing. The place strategy makes the product easy to access and adopt for customers and establishes the brand extension's presence in the market (Sulaj and Pfoertsch, 2024).
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The promotion strategy for the solar-powered Suzuki Gixxer SF 2025 involves raising awareness, providing information and showcasing the benefits of the new product. Digital and offline marketing can be tailored to target the tech-savvy and traditional consumers. Facebook, Instagram and YouTube are essential in reaching a younger audience, and demonstrating the unique aspects of the product through videos and clips. Partnering with influencers, such as motorcyclists and food-delivery riders, can also improve brand trust and exposure. Marketing will focus on benefits such as money and time savings, sustainability and convenience by promoting using phrases such as "charge while you park". Furthermore, test rides and product demonstrations at dealerships can help increase consumer trust in the product as they can physically experience it. Co-operating with delivery companies can also showcase the product as a competitive option for business applications. Public relations strategies, such as media relations and sustainability campaigns, can enhance brand positioning and promote sustainability (Mialkovska et al., 2024). By leveraging a multi-faceted promotion plan, Suzuki Motor Corporation can successfully promote the product as an innovative and practical choice.
Finally, the marketing mix for the solar-powered Suzuki Gixxer SF 2025 is an example of an integrated, coherent approach in line with the brand extension goals. The product development strategy offers innovation, sustainability and value, with the value-based pricing approach making it cost effective. Suzuki Motor Corporation's capitalisation on existing distribution channels maximises market reach and consumer confidence, especially in high-density markets. Also, the promotion plan effectively highlights the product's benefits to consumers, appealing to economic and environmental concerns alike. To build on a unified strategy for market entry and positioning in this dynamic environment, marketing activities are integrated. Through proper integration of the marketing mix elements, the brand extension will be able to offer the right product for the right consumer, encourage its use, and help to propel a shift towards sustainable mobility in the ever-changing mobility landscape (Sudirjo, 2023).
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This project in developing the brand extension for the solar-powered Suzuki Gixxer SF has provided an enriching experience where my creativity and marketing knowledge have been broadened. Initially, it was difficult for me to come up with a new and feasible idea. But by taking into account current marketplace trends such as environmental concerns and renewable energy, I was able to come up with a design that would appeal to today's consumers. This allowed me to discover the need to connect creative ideas to the needs of the market. Furthermore, I learnt how multinational companies such as Suzuki Motor Corporation continually develop and celebrate innovation to stay ahead of the competition.
A major take-out from this project is being able to effectively use theoretical marketing concepts for a given scenario. For instance, applying segmentation, targeting, differentiation and positioning (the so-called STDP model) enabled me to define the target market for the product and support my choices (Karlstedt, 2025). At first, it was hard to discern the differences between broader principles - such as segmentation and targeting - but, through research and practice, I have been able to grasp the importance of each element of a marketing plan. This has enhanced my analytical skills and reasoning ability, and improved my organisational skills in presenting coherent, coherent and persuasive arguments.
Further, applying the marketing mix (4Ps) concept reinforced the need for various components of a strategy to work in tandem to support branding strategies. I understood that it is not sufficient to develop a good product; pricing, distribution and promotion also need to be well thought out to effectively capture the market. For example, I understood that the pricing strategy must consider consumability and the value derived from innovation, and promotion must convey how the product adds value to the consumer. Such a comprehensive view has taught me the interrelation between marketing actions and its impact on consumers.
Creating the poster presentation also helped me to build on my communication and presentation skills. I needed to condense and present the information in a visually appealing and coherent manner, which involved prioritising information. One of the difficulties was to limit the content in a way that is convincing and informative. This project also helped me to develop my skills in time-limited presentations, which is a valuable skill for academic and professional presentations.
While this was a success, there are things I could do differently in the future. One such area is research, in which I could include more scholarly sources and use data to back my points. I could also improve my design skills to incorporate more attractive designs. Improving my time management skills would also enable me to spend more time on my project, and develop more sophisticated ideas.
As a whole, this project has enhanced my skills and confidence as an individual. It has also deepened my knowledge of marketing concepts, honed my analytical skills, and boosted my presentation skills. In future projects, I will enhance these skills by researching into the topic further, using more complex theories and thoughts and continue to come up with creative and effective solutions to problems.
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