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[bookmark: _Toc213866355]Introduction and company overview
The primary objectives of this portfolio are to construct a marketing strategy for M&S, focusing on the brand development of a new product category. Marks and Spencer (M&S) is a leading British multinational retailer established in 1884 that offers exceptional quality in food and clothing and serves millions of customers around the world (M&S, 2025).  M&S offers a wide range of options for customers, selling clothing items, and UK consumers are the main source of income for the company, generating revenue of 13 billion GBP in 2025 (Statista, 2025). The high level of revenue generated and the brand reputation are the main concepts behind launching the new proposed product, “Eco Activewear” smart performance jackets for all genders. 
[bookmark: _Toc213866356]Element 1: STDP Analysis for a New Brand Concept
The new brands appeal to the current market based on emerging trends and changes.
“Ecoactivewear”, which is the proposed motion smart performance jacket, will resonate with the needs and motivations of the modern consumer group who focuses greatly on Sustainable fashion yet provides a functional and seamless Technology. Based on the UK government's target for net zero carbon emissions to reduce emissions by 78% by 2035, and the growing awareness of sustainable fashion among the Gen Z and Y consumers in the UK, is driving the Fashion brands to introduce clothing which have a positive impact on the environment (Hur and Faragher-Siddall, 2022). “EcoActivewear” comes under the product category of sustainable activewear clothing, and this smart performance unisex jacket will be made from recycled performance fabrics based on the growing environmental concerns among consumers, mostly young professionals. It also has a special feature with the temperature-regulating organic fabric, which adjusts the body temperature based on the atmospheric pressure. The consumer group prefers fashion bands that generate low amounts of waste and have ethical sourcing of raw materials. From a survey regarding the attitude toward sustainable fashion, it has been found that 53% of the customers, mostly within the age range of 18 to 34, express concern regarding sustainability (Don-Alvin Adegeest, 2025). The unisex jackets are lightweight and made up of weather-resistant materials, which are favorable for the young urban professionals who require versatile clothing, especially for gym or office meetings. 
Secondly, the Smart wear unisex jacket resonates with the trend of fashionable athleisure as people in the country purchase clothes that are fit for daily wear and for all occasions. The young consumers purchase clothes that look fashionable and upgraded, and yet can be utilized for their daily activities. The minimalist design of the jacket and basic styling with vibrant colour options match the frequency of the customers of the UK and the trend of Sustainable consumption. The jacket will be built with discrete smart sensors, which will make a rising interest make a rising interest for those at least and professionals who have a keen interest in technology without compromising style. The removable sensor provides data regarding that activity, posture correction, and training insights through a mobile application and appeals to the consumers who are fitness motivated and value self-improvement.
[image: ]
Figure 1: Survey on UK consumers regarding their decision-making for sustainable fashion
(Source: McKinsey, 2023)
 Considering behavioural segmentation, the new unisex smart wear jackets target the urban professional of 20 to 40 years who are looking for fashion and multipurpose fashion options. This Target audience purchases products to save money and get fashionable, highlighting their status in society.  Moreover, this target group is the section of fitness enthusiasts who appreciate performance matrices and durable materials. 
The key market segments relevant to your brand 
The target audience for this smart wear “ECOACTIVEWEAR” Unisex jacket is young professionals and fitness enthusiasts who are driven by sustainability and responsible purchases. The particular group represents individuals who are heavily focused on environmental sustainability without compromising on fashion and functionality. The primary target audience for this motion jacket is young consumers between the ages of 20 to 40 years living in the urban cities of the UK. These consumers are mostly busy professionals and fitness enthusiasts who have pain points and motion for fashionable and sustainable activewear. A survey of consumers mostly the young generation of 18 to 27 years in the UK and are termed as Gen Z reported an increasing Association with sustainable fast fashion Positive attitude toward fashion companies with generate lower levels of waste and make clothing to recycling process (Zhang et al.  2021)The target audience is leading a life Which is fast forward and we have to commute at different locations and opt for a parallel that can transit easily between the gym, office of casual outing. The target audience is technology upgraded and is willing to pay for fashionable products that are sustainable yet innovative and durable, that meet their convenience and modernised life. The proposed brand and product, the Smartwear jacket of M&S, is a blend of comfort and sophistication as it is adopted with smart sensor Technology and recycled materials. 
How the brand will differentiate itself from competitors in the market 
The proposed product of M&S, namely the motion smart performance unisex “EcoActivewear” jackets, will differentiate in the market grounded on smart Technology through the motion sensors and body temperature regulating organic fabric, along with a minimalistic design based on sustainability. The main competitors of the proposed product of M&S are Nike and Adidas in the UK market, as the former Nike “Tech Pack” range and the latest “Made to be Remade” collection offer mostly similar products. But the proposed jacket of M&S Positions itself as the first truly hybrid active brand, which is sustainable materials with comfort and style, along with integrated wellness technology that can be worn every day. Nike is a top-selling athletic brand that is globally recognized, offering various products targeting professionals and sports enthusiasts, and has a great brand development strategy, giving tough competition to the other brands in the market (Chen, 2024).  
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Figure 2: Positioning Map
(Source: Self-Created)
The brands, namely Adidas and Nike, have integrated circular economic principles within the operations “Future craft Loop” running shoes of the company with exactly 5 circular design innovations which are engineered with 100% recycling materials (Hu, 2025). The brand message of M&S regarding the product “Smart Motion, sustainable living” reflects a purpose-driven innovation with daily adaptability and pollution, the new jackets other sustainable brand for the modern and active consumer. Nike and Adidas produce similar products, but the jacket stands out from the crowd due to the future-ready alternative in the UK. 
[bookmark: _Toc213866357]Element 2: 4Ps Marketing Mix 
Product
The new brand of M&S which is EcoActive Wear will be introducing “Motion” which is a smart performance jacket as its main product. The concerned organization would be following the Kotler’s model of three levels of a product in order to develop the product strategy. This proposed product is a new sustainable active wear line which provides the intangible benefit of active and sustainable living and satisfies consumers' psychological and functional needs that are related to environmental responsibility, comfort as well as confidence. Therefore this develops as a core product because it provides the benefit to the customers in the form of performance, convenience and sustainable lifestyle. The smart performance jacket also embodies the aspects that are related to an actual product by providing a smart technology jacket which is made up of weather resistant and recycled materials along with technology updated sensors. Furthermore it well aligns with the values of M&S which is related to clothing craftsmanship and material innovation along with shifting towards the direction of technology driven fashion. The design features and quality of the product are well aligned with the organization’s branding which makes it an actual product (Rachmad, 2024). Furthermore its smart temperature control app connectivity and sleek unisex design would attract the targeted customers. At the augmented level of product development this new product would enhance customer value by added services and sustainability initiatives in the form of garment recycling and repair programs along with extended warranty and Eco transparency. In this way the overall product strategy would be contributing to the broader brand strategy of the concerned organization by refreshing M&S brand image with aspects of innovation and sustainability. Furthermore it would also be contributing to the brand strategy by retaining trust based brand equity by attracting tech savvy and younger customer segments.
Price
Acknowledging the key features and design of this newly innovative product which would be launched by M&S the key pricing strategy that would be adopted is the premium pricing strategy because it would be representing the concerned organizations emphasis on innovation sustainability and superior quality. Instead of competing on the price the smart performance jacket will be sold at a price range of €90 to €120. The reason why this particular pricing strategy would be suitable is because it prominently justify the advanced features of this new product which has recycled high performance fabrics temperature regulating textiles and smart sensors which provides both comfort as well as functionality. In order to further attract the targeted consumers the company will also be implementing minimal discounting procedures to maintain prestige with loyalty based rewards and recycling incentives. This particular pricing strategy would contribute effectively to the organization’s brand strategy because it would be transforming the traditional retailer to a modern lifestyle brand which is driven by the concepts of sustainability as well as innovation (Subrahmanyam and Arif, 2022). Consumers' trust and loyalty would be strengthened by this high pricing strategy because it represents quality and environmental responsibility. On an overall scale it can be determined that the premium pricing strategy helps the organization to compete with other active wear brands by representing itself as a symbol of progressive and sustainable luxury.
Place
In order to extend the availability of this new product so that it is accessible to most of the targeted consumers the concerned organization will be following the omnichannel distribution approach. Under this particular strategic approach the stated company will be integrating both digital as well as physical retail channels which would allow the consumers to have a seamless and premium shopping experience (Cai and Choi, 2023). Acknowledging the brand value of M&S, Motion will be made available on the official website of the company so that it could retain high traffic and consumer trust. Furthermore social media platforms such as Instagram and YouTube would also be utilized for advertising Motion and its key features. These platforms would also be developed as a shoppable platform which would enable direct purchase through integrated links and influencer collaborations. On the physical front, the company will be displaying the smart performance jacket in exclusive concept zones within the flagship stores. In this way the Omni channel strategy would contribute to the broader brand strategy because it would be positioning the firm as a digitally advanced and customer centric retailer.
Promotion
Considering the fact that it is a new product from a new brand name of the concerned organization the promotion strategy that it would be following will be a mix of influencer marketing, digital advertising and experiential events. Under this particular strategy the company will be utilizing the concept of influencer marketing which is quite common nowadays for the purpose of creating a significant impact on the purchasing decisions of young fashion consumers in the UK. By the support of social media influencers and fitness enthusiast M& S will be trying to demonstrate the product values which are related to health, style and sustainability. The influences by the help of their authentic content would be showcasing the product features in real life contact such as using the product during workouts or outdoor activities (Leung et al. 2022). Furthermore the concerned company will also be utilising Instagram and YouTube for visually compelling campaigns in order to strengthen the community participation. Considering the high brand value of the company it could also host small marketing events and pop up experiences in shopping malls and selected retail stores so that the customers are able to have a physical interaction with the product and experience its technology and sustainability features. This particular integrated promotional approach contributes to the overall brand strategy of the company because it demonstrates the product as an innovative, consumer focused and socially responsible product. In this way the company will be able to enhance its brand equity and market competitiveness.
[bookmark: _Toc213866358]Element 3: Marketing Strategy Pitch
New Brand and New product category 
The New Product Category for Marks and Spencer’s (M&S) is the sustainable active wear smart Performance Jacket (Unisex). MOTION Smart Performance Jacket is made from recycled performance fabric with smart textile technology. The product is Lightweight and weather-resistant recycled polyester, which also has a Temperature-regulating fabric that adjusts to body heat and It has a smart sensor that tracks movement and posture connected to a mobile app. 
STP
Demographically, MOTION Smart Performance Jacket targets the audience of both genders within the age of 20 to 40 years who are mostly fitness enthusiasts and busy urban professionals with middle to high disposable income.  Behaviourally, this target audience is the group of consumers who see convenience and innovation within the clothing, and also for a lifestyle that balances work and fitness, along with social commitments. Concerning the fast fashion industry of the UK, the consumer, especially the young ones, has a proclivity towards sustainable clothing (Zhang et al.  2021).  They look for clothing that is sustainable and fashionable. MOTION Smart Performance Jacket, namely “ECOACTIVEWEAR” has a minimalist and versatile design that young professionals and fitness enthusiasts who can wear the apparel at the gym and work, and they can balance their focus on fitness and sustainability.
MOTION Smart Performance Jacket positions itself as a sustainable premium active that blends technology, sustainability, and style. The USP of the product is “Smart Motion and Sustainable Living,” which creates a brand message focusing on the eco-consciousness and innovative nature of the consumers of the UK. The proposed product of M&S is different from the traditional sportswear brands like Nike and Adidas as it balances functionality with a smart and minimalistic design, along with ethically sourced fabrics. 
Marketing strategy 
Product
MOTION Smart Performance Jacket is mainly made up of weather-resistant and recycled materials with technology updated sensors, which will allow consumers to check their motion and movement through a mobile application. The jackets follow innovative detail and craftsmanship with a transparent sourcing of the ingredients.
Pricing
The unisex jackets will follow up premium pricing strategy as they target customers with high and medium disposable incomes who are willing to pay for fashion apparel that mixes sustainability and quality. It will face competition from the other activewear brands but attract the tech-conscious customers. 
Place
M&S will sell the products through an omnichannel approach, especially on their personal website and social media platforms like Instagram and YouTube advertisements.  They will collaborate with influencers to display the features and validity of the product. The product will also be sold in the lifestyle and fitness stores in the UK, where customers can try the clothing through virtual try-ons.
Promotion 
Influencer marketing has a great impact on the purchase regions in the minds of young fashion consumers in the UK (Ge, 2024). M&S to promote the product will be collaborating with social media influencers and fitness enthusiasts who will provide referrals and discount coupons to increase the reach of the product to the consumers.  The organisation will also create small marketing events at different shopping malls and retail stores, creating a tangible experience of the product.  
[bookmark: _Toc213866359]Element 4: Reflection
Reflection on your experience developing a new brand concept 
While developing the motion smart performance jacket for M&S and developing the market strategy was really a transformative experience, due to which I utilized a deep level of creativity and strategic thinking for the development of a new product for the brand. Creativity has a significant impact on the designing process as it is, and functionality at the key characteristics of products (Han et al.  2021). The process of extensive research required identifying the gaps in the market and the computers that provide similar products, focusing on innovation. The main analysis obtained from the research was the increasing trend towards sustainability and the shifting consumer behaviour towards wellness and technology-adapted fashion products. Researching and analysing the trends in the market and the increasing awareness among the consumers of the UK towards sustainable consumption, and even the initiative from the government to reduce the net carbon emissions from the landfills, was the main idea for the development of the product. While creating the marketing strategy for the particular product personally applied theoretical frameworks like STP, which will highlight an innovative brand message and communication strategy. I learn about the importance of developing a product that resonates with the emotional connection of the customers. 
Reflect on your experience preparing and delivering the marketing strategy pitch
While preparing and delivering the market pitch, I utilize my Communication and presentation skills. The pitch called for clarity and creativity, for which I utilised an innovative approach to translate the complex ideas of marketing persuasively. I utilized high-quality visuals and infographics, which blended a storytelling nature backed with evidence for the arguments, to engage the target audience of “EcoActivewear” Motion Smartwear unisex jackets. 
The key skills and insights 
Throughout this project, I gained a large number of skills, especially those of extensive research and creative thinking, which allowed me to tell an innovative brand of storytelling. I  also developed an immense understanding regarding the choice of fashion materials and Technology, which will resonate with the target audience, involving continuous testing and feedback. 
Further enhance the approach and performance of future projects
For enhancing personal approach for future projects, extensive focus is required on co-creation and prototype testing in the initial phases for creating products that are user-centric. I will increase my knowledge regarding digital analytical skills, which will enable me to gain deeper insights from the market and create a campaign that is more effective. I need to refine my time management and teamwork skills, especially during research and presentations. Overall, this portfolio and pitch developed my creative ability to deliver upgraded work in the future. 
[bookmark: _Toc213866360]Conclusion
In the conclusion of the portfolio, a new product has been proposed for M&S, which will tap into the consumer segment and stand out from the crowd of competitors, namely Nike and Adidas, through the innovative design and technologically integrated fashion materials. 
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MARKETING  STRATEGY 

PITCH 

New Brand and Product 

Category

The New Product Category for Marks

and Spencer’s (M&S) is the

sustainable activewear smart

Performance Jacket (Unisex).

MOTION Smart Performance Jacket

is made from recycled performance

fabric with smart textile technology.

The product is Lightweight and

weather-resistant recycled polyester,

which also has a Temperature-

regulating fabric that adjusts to body

heat and It has a smart sensor that

tracks movement and posture

connected to a mobile app

Marketing Stratergy

Demographically, MOTION Smart

Performance Jacket targets the audience of

both genders within the age of 20 to 40 years

who are mostly fitness enthusiasts and busy

urban professionals with middle to high

disposable income. Behaviourally, this target

audience is the group of consumers who see

convenience and innovation within the

clothing, and also for a lifestyle that balances

work and fitness, along with social

commitments. Concerning the fast fashion

industry of the UK, the consumer, especially

the young ones, has a proclivity towards

sustainable clothing (Zhang et al. 2021).

They look for clothing that is sustainable and

fashionable. MOTION Smart Performance

Jacket, namely “ECOACTIVEWEAR” has a

minimalist and versatile design that young

professionals and fitness enthusiasts who can

wear the apparel at the gym and work, and

they can balance their focus on fitness and

sustainability.

MOTION Smart Performance Jacket positions

itself as a sustainable premium active that

blends technology, sustainability, and style.

The USP of the product is “Smart Motion and

Sustainable Living,” which creates a brand

message focusing on the eco-consciousness

and innovative nature of the consumers of the

UK. The proposed product of M&S is different

from the traditional sportswear brands like

Nike and Adidas as it balances functionality

with a smart and minimalistic design, along

with ethically sourced fabrics

STP

References

Product

MOTION Smart Performance Jacket is mainly

made up of weather-resistant and recycled

materials with technology updated sensors,

which will allow consumers to check their

motion and movement through a mobile

application. The jackets follow innovative

detail and craftsmanship with a transparent

sourcing of the ingredients.

Pricing

The unisex jackets will follow up premium

pricing strategy as they target customers with

high and medium disposable incomes who

are willing to pay for fashion apparel that

mixes sustainability and quality. It will face

competition from the other activewear brands

but attract the tech-conscious customers.

Place

M&S will sell the products through an

omnichannel approach, especially on their

personal website and social media platforms

like Instagram and YouTube advertisements.

They will collaborate with influencers to

display the features and validity of the

product. The product will also be sold in the

lifestyle and fitness stores in the UK, where

customers can try the clothing through virtual

try-ons.

Promotion

Influencer marketing has a great impact on

the purchase regions in the minds of young

fashion consumers in the UK (Ge, 2024).

M&S to promote the product will be

collaborating with social media influencers

and fitness enthusiasts who will provide

referrals and discount coupons to increase

the reach of the product to the consumers.

The organisation will also create small

marketing events at different shopping malls

and retail stores, creating a tangible

experience of the product.

Marketing Strategy Pitch 
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p.1646.https://www.mdpi.com/2071-1050/13/4/1646

Ge, J., 2024. Influencers marketing and its impacts 

on sustainable fashion consumption among 

Generation Z. Journal of Soft Computing and 

Decision Analytics, 2(1), pp.118-

143.http://www.jscda-

journal.org/index.php/jscda/article/view/38. 


Microsoft_PowerPoint_Slide.sldx
MARKETING  STRATEGY PITCH 

New Brand and Product Category

The New Product Category for Marks and Spencer’s (M&S) is the sustainable activewear smart Performance Jacket (Unisex). MOTION Smart Performance Jacket is made from recycled performance fabric with smart textile technology. The product is Lightweight and weather-resistant recycled polyester, which also has a Temperature-regulating fabric that adjusts to body heat and It has a smart sensor that tracks movement and posture connected to a mobile app

Marketing Stratergy

Demographically, MOTION Smart Performance Jacket targets the audience of both genders within the age of 20 to 40 years who are mostly fitness enthusiasts and busy urban professionals with middle to high disposable income.  Behaviourally, this target audience is the group of consumers who see convenience and innovation within the clothing, and also for a lifestyle that balances work and fitness, along with social commitments. Concerning the fast fashion industry of the UK, the consumer, especially the young ones, has a proclivity towards sustainable clothing (Zhang et al.  2021).  They look for clothing that is sustainable and fashionable. MOTION Smart Performance Jacket, namely “ECOACTIVEWEAR” has a minimalist and versatile design that young professionals and fitness enthusiasts who can wear the apparel at the gym and work, and they can balance their focus on fitness and sustainability.

MOTION Smart Performance Jacket positions itself as a sustainable premium active that blends technology, sustainability, and style. The USP of the product is “Smart Motion and Sustainable Living,” which creates a brand message focusing on the eco-consciousness and innovative nature of the consumers of the UK. The proposed product of M&S is different from the traditional sportswear brands like Nike and Adidas as it balances functionality with a smart and minimalistic design, along with ethically sourced fabrics

STP

References

Product

MOTION Smart Performance Jacket is mainly made up of weather-resistant and recycled materials with technology updated sensors, which will allow consumers to check their motion and movement through a mobile application. The jackets follow innovative detail and craftsmanship with a transparent sourcing of the ingredients.

Pricing

The unisex jackets will follow up premium pricing strategy as they target customers with high and medium disposable incomes who are willing to pay for fashion apparel that mixes sustainability and quality. It will face competition from the other activewear brands but attract the tech-conscious customers. 

Place

M&S will sell the products through an omnichannel approach, especially on their personal website and social media platforms like Instagram and YouTube advertisements.  They will collaborate with influencers to display the features and validity of the product. The product will also be sold in the lifestyle and fitness stores in the UK, where customers can try the clothing through virtual try-ons.

Promotion 

Influencer marketing has a great impact on the purchase regions in the minds of young fashion consumers in the UK (Ge, 2024). M&S to promote the product will be collaborating with social media influencers and fitness enthusiasts who will provide referrals and discount coupons to increase the reach of the product to the consumers.  The organisation will also create small marketing events at different shopping malls and retail stores, creating a tangible experience of the product.  





Marketing Strategy Pitch 

Zhang, B., Zhang, Y. and Zhou, P., 2021. Consumer attitude towards sustainability of fast fashion products in the UK. Sustainability, 13(4), p.1646.https://www.mdpi.com/2071-1050/13/4/1646 
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Exhibit 1
Our recent UK consumer survey suggests that about one-quarter of consumers
make purchase decisions that are actively driven by sustainability.

Consumers claiming their purchasing decisions are driven by Netintent,?
sustainability considerations,’ % of respondents top 2 - bottom 2

Disagree or strongly disagree Neutral Agree or strongly agree

1 Question: “Please indicate how strongly you agree or disagree with either of the following statements when it comes to selecting clothes/footwear/accessories
brands.” Average of responses to the following: | go out of my way to buy clothes, footwear, or accessories from sustainable brands and eco-brands; | seek out
clothes, footwear, or accessories made with sustainable and environmentally friendly materials.

2 Agree o strongly agree minus disagree or strongly disagree.

Source: McKinsey UK Sustainability Survey, October 2021 (n = 889; men = 389, women = 500; 18-24 years old = 139, 25-34 years old = 281,

35-44 years old = 217, 45+ years old = 252)
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