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[bookmark: _Toc131000339]INTRODUCTION
Marketing is a combination of strategies, processes and tactics used by brands to promote their goods and services to the end users. Everything from market research to releasing advertisement falls under the marketing fundamentals and help businesses sustain a recognised image in the marketplace (Grewal and Levy, 2021). The report is based on understanding the marketing fundamental concept by examining and evaluating the marketing strategies adopted by the River Island Company. Segmentation, targeting and positioning strategies adopted by the River Island Company are explored and critically analysed in the report. Also, the current marketing mix strategies and tactics of the company are discussed in the report.   
ABOUT RIVER ISLAND 
River Island is a popular high-street fashion brand established in the year 1948 by Bernard Lewis and brothers. The company operates in the fashion industry and offers a range of products including Women's, men's and children's clothing, footwear and accessories (River Island, 2023). The company has around 300 stores around the globe committed to delivering fashion products and services. The company is an icon of the British high street representing the strong brand image of the company in the marketplace (River Island, 2023).    


[bookmark: _Toc131000340]SEGMENTATION, TARGETING AND POSITIONING STRATEGIES OF RIVER ISLAND COMPANY
River Island is one of the popular fashion brands on the British high street and is inspired by trendy and heritage-style archives. The aim of the company is to bring unique and new fashion to individuals, with attractive designs (Rashid, 2022). Footwear, accessories and clothing for women, men and children are some main products of River Island that contribute to the company generating an annual revenue of around £879.5 million (Rashid, 2022). The Segmentation, targeting and positioning strategies of the company are as follows-  
[bookmark: _Toc131000341]STP MODEL 
The STP model is a marketing model that helps businesses target a specific audience base as well as strategies to promote the products. The model plays a major role in making marketing communication more relevant, effective, focused and personalized for the customers (Huang and Rust, 2021). The STP model application by the River Island Company is as follows- 
[bookmark: _Toc131000342]SEGMENTATION 
Segmentation in marketing terms is the process that uses well-defined specifications to separate a brand’s overall addressable market share into small sections. In simple terms, it is the process of dividing the brand’s marketing target into small groups of consumers with similar behaviours and requirements (Huang and Rust, 2021). Demographic and geographic area are the two segmentation strategies adopted by the River Island Company to upsurge sales, business revenues and profit. The company mainly emphasises the consumers with different age groups, income levels and gender which helps in attracting more and more audiences towards the brand (Zhang et al., 2019). Also, River Island offers clothing and accessories for men, women, and children, and also has specific lines for petite, plus size, and tall customers.  Focusing on the geographic segmentation, River Island Company operates in different regions of the world including the UK, Europe, Asia, and the Middle East and has a strong global presence (Zhang et al., 2019). The company mainly focuses on individuals from these regions by offering them online and offline services. In short, River Island's segmentation tactics mainly focus on providing a wide range of fashion products and services to the audience across different geographic and demographic segments (Zhang et al., 2019).     
[bookmark: _Toc131000343]TARGETING 
Targeting in marketing is the process of selecting the potential customers to whom the company wishes to sell the goods and services. The strategy includes segmenting the marketing, segment selection and predicting the goods that will be presented to each segment.  River Island Company targets the audience or customers based on demographic and geographic segments (Similarweb, 2023). Considering the demographic segments, the company majorly targets the audience between the age group of 25 - 34 years. Also, the company’s customers are 32.10% male and 67.90% female representing targeting based on gender (Similarweb, 2023). The graphical representation of the demographic targeting of the company is presented below- 
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Figure 1: Audience Demographics
Source: (Similarweb, 2023)
Focusing on the geographic segments, the River Island Company mainly targets the individuals from UK region. Around 68.50% of the customer base of the company is from the UK reflecting a strong presence and positioning in the UK market. Other regions mainly targeted by the company are the US, Ireland, Canada, France etc. (Similarweb, 2023).  
[bookmark: _Toc131000344]POSITIONING 
Positioning is the place where a brand aims to promote or introduce the products or services to have within the specific target market. In simple terms, it is a marketing strategy that emphasises differentiating the brand from other competitors and mainly influences the consumer's perception through effective communication. In the UK fashion market, River Island ranked 18th with US$300m in 2021 reflecting strong and effective brand positioning (Statista, 2023).  To maintain a strong and reputed brand image, the company mainly focuses on offering trend and unique clothing along with consideration of the sustainability factor that makes the company unique from others. The company eliminated the use of single use plastic from the packaging along with offering 100% traceability and auditing of the tier 1 supply chain that enhanced the trust and faith of the audience towards the brand (Statista, 2023). Apart from this, the company is operating on both online and offline platforms to maintain a strong business presence in the global marketplace. River Island has around 300 offline strong in different locations as well as a strong presence on the digital platform (Statista, 2023).        
[bookmark: _Toc131000345]CURRENT MARKETING MIX STRATEGIES OF RIVER ISLAND COMPANY 
The marketing mix, also known as the 4Ps of marketing involves the four key elements of the marketing strategy that are product, place, price and promotion (Lahtinen et al., 2020). The core purpose of the model is to create a comprehensive plan to differentiate the brand image and positioning in the competitive world. The marketing mix integrates the chief marketing strategies that develop customer loyalty, brand awareness and product sales (Lahtinen et al., 2020). The current marketing mix strategies adopted by the River Island Company are as follows- 
[bookmark: _Toc131000346]PRODUCT 
Product is the goods or services any business is offering to the audience base in order to fulfil their needs. In simple terms, it is any service or item a company sells to serve customers. River Island Company offers a wide range and variety of goods and services including clothing, footwear, and accessories for men, women, and children (Rashid and Barnes, 2021). The company mainly focuses on offering fashionable, trendy, high-quality products that fulfil the customer's wants. To maintain a recognised brand image, the company also updates the product range and collection to keep up with modern and updated fashion trends (Rashid and Barnes, 2021). Also, the adaptation of the sustainability concept in product manufacturing and delivery helps the company in attracting an audience towards the brand. Elimination of single use plastic from the packaging, and offering 100% pure clothing’s contributed to River Island maintaining a strong business position in the local and global marketplace (Rashid and Barnes, 2021).   
[bookmark: _Toc131000347]PRICE
Pricing in the marketing context is the process of setting the value of the product at which the consumer can buy particular products or services. The method is applied with the intention to adjust the cost of the specific product which is affordable to the consumers as well as profitable to the manufacturer or seller.  The aim of the River Island Company is to offer consumers good value for their money and so, the company uses the mid-range pricing strategy (Sampaio et al., 2020). Mid-range pricing strategy is a method in which the range of the products is considered middle of the street or average priced. River Island’s products are not much expensive and are affordable to the customer base as well as beneficial to the company. Costs versus revenues, quality versus value, and demand versus competition are some factors considered by the company while setting the price of the products and services. The strategy is one of the most common types of pricing strategy as it mainly attracts the audience with medium and high-income levels and upsurges business sales (Sampaio et al., 2020).     
[bookmark: _Toc131000348]PLACE
Place in the marketing mix embedded with the entire process of taking the products or services from the producer to the consumers and may include distributors and intermediaries. In simple terms, it is the location from where the consumers can buy or purchase the products and services. To make the products accessible to consumers, River Island Company operates online as well as offline platforms. The company has around 300 offline stores in the UK and beyond as well as an award-winning online store. The first store of the company was established in the year 1948 in East London and by the end of 2006 the company successfully achieved its global presence over the offline platform (RI, 2023). The headquarter of the Company is in London and the products are offered in different regions across the globe. The company has stores in around 250+ locations in the UK only which reflects the strong and popular image of the company in the UK marketplace. By the end of 2008, the company initiated its presence on the online platform which is gradually increasing day by day. Consumers can purchase products from the company website which is "https://www.riverisland.com/” (RI, 2023). The website offers 24/7 assistance and is regularly updated regarding the new trends and collections added.  Apart from this, the company also offers a mobile application in order to make the shopping experience convenient for customers. The mobile application is accessible to android as well as IoS users and helps in sales upsurge. Audiences can easily download the mobile application from the Apple store or Google Play (RI, 2023).
[bookmark: _Toc131000349]PROMOTION 
Promotion is a marketing tool majorly used to communicate with the audience base with the intention to make them aware of the brand and services offered. In simple terms, it is the set of actions through which a company interacts with customers to introduce products, services and brand reputation (Ananda et al., 2019). Advertising, digital selling, public relations and sales promotion are some most common types of promotional strategies used in the business area. To maintain brand recognition and reputation, River Island Company adopts a social media marketing strategy for brand and product promotion. The company advertises itself mainly through social media platform including Facebook, Pinterest, YouTube and other Social media platforms (Ananda et al., 2019). The below image shows the traffic River Island Company is gaining over different social media platforms- 
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Figure 2: Social Media Traffic
Source: (Similarweb, 2023)
River Island Company collaborate with bloggers to maintain a unique and attractive image in the audience's mind. The Company has a strong presence on social media that add to the company attracting more and more audience base as well as building a loyal and trustworthy image in the global marketplace (Similarweb, 2023). The company uses Sprout Social to publish a consistent stream of high-quality content along with social listening to tailor content to maintain a recognised and popular brand image. Apart from this, regular updates to the websites and offering personalised ads and content also contribute to the brand maintaining a respectful and competitive positioning in the market (Ananda et al., 2019).    


[bookmark: _Toc131000350]CONCLUSION 
In conclusion, adaptation and consideration of the marketing fundamentals in the business operations are essential to develop and sustain a strong, competitive and recognised brand image. River Island is one of the popular high-street fashion brands in the UK. The company adopts the marketing mix and STP model to maintain its competitive positioning.  The company targets the audience on basis of demographic and geographic segments. River Island mainly targets the youth generation by offering unique, trendy and high-quality clothing, fashion and accessories. Online and offline presence also helps the brand sustain a strong, recognised and popular brand image. The social medial platform is used by River Island Company for brand promotion.   
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