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Sustainable Brand Extension- BHP Sustainable Metals Collection 
(Explanation of poster)

BHP Group is among the leaders in global resource business. Being aware of the growing importance of sustainability in business and life of consumers, BHP needs innovative solutions for environmental responsibility and growth. This brand extension – BHP Circular Collection – will provide BHP with an opportunity to use the recycled mining metals and by-products for the creation of jewelry products.
The aim of the extension is to show how mining waste can be used as valuable consumer goods within the framework of circular economy approach. It includes necklaces, rings, bracelets, and earrings made of recycled copper, platinum and other metals. 
The brand extension meets the trends of the contemporary market.
The demand for sustainable luxury products is still growing, and people continue looking for ethical and environmentally friendly alternatives. According to the poster, the market for sustainable luxury products will be estimated at around $276.5 billion by 2030. The target audience will consist of environmentally conscious Millennials and Generation Z, modern professionals and luxury consumers interested in products with a purpose.
The BHP Circular Collection corresponds well to the goals of sustainability due to its contribution to the decrease in wastes, reduction in the ecological footprint as a result of using recycled materials, development of responsible consumption and creation of a circular economy
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SEGMENTATION, TARGETING, DIFFERENTIATION AND POSITIONING
STDP offers a framework for identifying relevant customers and creating a competitive marketing proposition. Kotler, Keller & Chernev (2024) note that in order to be an effective marketer, one needs to know what customers want, segment the market appropriately and deliver superior value to selected customers. The 16th edition of the book "Marketing Management" was published by Pearson in 2024.
STDP becomes very important for BHP Circular Collection since the extension is not just a natural one; it is a significant move of BHP from its traditional resource-based business to a consumer premium jewellery business. Hence, the extension should have a clear connection between the brand strength of BHP and requirements of the target jewellery consumers.
In their research, Peng et al. (2023), conducted a meta-analysis of 2,134 effect sizes and found out that parent-brand equity and extension fit play a crucial role in the success of brand extensions. BHP Circular Collection relies on BHP's resource, metal, innovative and sustainable associations in the jewellery business.

Market Segmentation
Geographic Segmentation:
The first geographical market will be in the form of major urban centres within the UK such as London, Manchester, Birmingham, and Edinburgh. These urban centres provide easy access to consumers with purchasing power, well-developed luxury retail environment, and intensive online shoppers.
London will be an ideal choice for starting from since it provides luxury retail, international shoppers, businesses focusing on sustainability, and fashion culture. Collection may thereafter be extended to other cities within the UK and some chosen countries of Europe.
This geographic segmentation strategy helps to minimize risk by enabling BHP to assess consumer acceptance before committing itself to costly internationalization. If proven successful, the concept may be modified to suit international markets with sustainability in luxury and ethical sourcing as important purchasing factors.
Demographic Segmentation:
The target demographic segment is consumers in the age group of approximately 25-45 years, who have a medium-high disposable income. This group comprises of professionals, managers, entrepreneurs, and consumers purchasing jewellery for personal use, gift purposes, and occasions.
It is aimed at being gender-neutral as sustainability and conscious consumption apply to any gender. Hence, the products that can be offered can differ in design and price, targeting a larger group of customers.
Corporate clients might form a second group of potential consumers. 

Psychographic Segmentation:
Psychographic segmentation is especially important because the proposed product is based on values as well as functional characteristics.
The main psychographic group consists of environmentally conscious, quality-oriented and purpose-driven consumers. These consumers value:
· Sustainability 
· Ethical sourcing 
· Transparency 
· Innovation 
· High-quality design 
 
The poster identifies three important customer groups: Eco-Conscious Millennials & Gen Z, Modern Professionals & Minimalists, and Conscious Luxury Consumers.
Eco-aware younger consumers are drawn towards sustainability and transparency. Modern professionals might want minimalist and meaningful jewelry which they can wear on a daily basis rather than very traditional luxurious items. Conscious luxury consumers seek high-quality products but nowadays they require brands to take responsibility for their impact on society and the environment.

Nevertheless, the strategy should not assume that every eco-aware consumer is going to buy the product.
Hence, BHP Circular Collection has to provide emotional and functional value, together with sustainability.

Behavioural Segmentation:
Behaviourally, the target customer is likely to research products before purchasing and pay attention to product origin, brand reputation and sustainability claims.
These consumers may:
· Research brands online before purchase 
· Follow ethical and sustainable fashion accounts 
· Purchase premium accessories occasionally 
· Prefer durable products 
· Value repair and recycling schemes 
· Share brand experiences through social media 
· Look for evidence behind sustainability claims 
· Be willing to pay a moderate premium for products with meaningful additional value 
The strategy also recognises different purchasing occasions. Jewellery can be purchased for birthdays, anniversaries, professional achievements, weddings, Christmas and self-reward.
The limited-edition collection shown on the poster is particularly relevant for behavioural segmentation because scarcity can encourage purchase among consumers who value uniqueness and exclusivity.


Target Market:
The primary target audience can therefore be defined as:
Urban, digitally engaged professionals aged 25–45 with medium-to-high disposable income who value contemporary premium jewellery and increasingly consider sustainability, transparency, responsible sourcing and personal meaning when making purchasing decisions.
The current segment has been chosen as it maintains a balance between purchasing power and sustainability.
The target market doesn’t just need an eco-friendly product; they need a product which makes them look high-end and conveys some information to them about their own self worth.
This is the reason for positioning the product line as sustainable luxury rather than just recycled jewelry.

Differentiation
There will be five factors that set the BHP Circular Collection apart from its competitors.
1. Recovered and Recycled Metals:
One of the clearest ways in which BHP will set its jewellery apart will be via the use of recovered and recycled metals, thus bridging BHP's expertise in resources and the jewellery product.

2. Traceability:
Every piece of jewellery could carry a QR code or other digital product record, detailing information on material composition, sourcing, and sustainability attributes.
This is important due to the growing need among consumers for evidence as opposed to general environmental rhetoric.

3. Circular Aftercare:
A circular care programme for the brand could encompass repair, restoration, and take-back schemes, extending the lifecycle of each piece of jewellery while at the same time supporting the circular economy.

4. Premium Design:
The jewellery collection should not only focus on sustainability but also compete on quality and design since research suggests that aesthetics play an important role in purchasing decisions.

Equity for BHP:
BHP possesses well-established corporate reputation and resources expertise along with sustainability reporting capabilities. The above mentioned aspects present a possible source of differentiation for BHP.
But at the same time it represents a problem.
The consumers may wonder why a mining company produces jewelry. Therefore, it is crucial to show that BHP knows about materials and this is shown by the Circular Collection.

Competitive Differentiation
The poster draws comparisons between BHP Circular Collection and the conventional jewellery, as well as fast fashion jewellery.
Conventional jewellery brands might have rich history, artisanal and luxurious connotations, but they lack communication regarding their circular material message.
Fast fashion jewellery may be more affordable and trendy, but it does not have a premium positioning that is focused on the circular material.

The unique position of BHP is created due to the following:
High sustainability + high quality + strong purpose.
Positioning
The proposed positioning statement is:
For environmentally conscious consumers seeking contemporary premium jewellery with meaning, BHP Circular Collection provides beautifully designed jewellery made using recovered and recycled metals, supported by transparent sourcing and circular aftercare. Unlike conventional or fast-fashion jewellery, BHP Circular Collection combines premium design with a second-life approach to materials.
The core brand promise is as follows:
“From Mine to Meaning. From Waste to Worth.”
This directly connects the poster with the STDP concept.
The consumer impression will be that BHP Circular Collection is contemporary, premium, responsible, innovative and meaningful.
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Introduction
Marketing mix is the tool which is used for executing the STDP approach. According to Kotler, Keller, and Chernev (2024), marketing means the process of value creation, communication and delivery to the customers.
In case of BHP Circular Collection, all four Ps, including Product, Price, Place and Promotion, must be interrelated. Sustainability cannot be only a promotional message, but it must be integrated into the product development, pricing, logistics and promotion.
Product Strategy
The product is the central element of the proposed marketing mix.
BHP Circular Collection will consist of:
· Necklaces 
· Rings 
· Bracelets 
· Earrings 
· Limited-edition collections 
The designs shown in the poster are intended to communicate a combination of premium 
The augmented product adds:
· Digital traceability 
· Product-care information 
· Repair 
· Refurbishment 
· Take-back 
· Recycling 
· Sustainability information 
This creates a more complete customer experience.

Sustainable Product Design
This collection will employ recycled and recovered metals through certified suppliers. The poster portrays the idea as one that uses recycled copper, platinum, and other recovered metals.

Circular Care Programme
One of the key differentiators will be the launch of the Circular Care Programme.
Customers could return products for:
1. Repair 
2. Refurbishment 
3. Resale 
4. Recycling 
This creates a relationship with customers after the original purchase and provides BHP with an opportunity to recover materials at the end of a product's useful life.
Product Quality
The campaign will not succeed if customers regard the use of recycled content as a sign of poor quality.
Thus, the company needs to communicate this message: “Sustainability without sacrificing style.”




Price Strategy
BHP Circular Collection will use a value-based premium pricing strategy.
The purpose is to reflect the combined value of:
· Premium design 
· Craftsmanship 
· Material quality 
· Sustainability 
· Traceability 
· 
The proposed pricing structure could be:
	Collection
	Indicative price

	Core Collection
	£150–£300

	Signature Collection
	£300–£700

	Limited Edition
	£700+









These are proposed strategic ranges and would require consumer research and competitor benchmarking before implementation.
Why Premium Pricing?
Premium pricing complements the positioning depicted in the poster. This particular collection is meant to be competing with sustainable luxury rather than mass-market jewellery.
There is, however, a possibility of conflict here.
Recycled materials, from consumers' perspective, should be less expensive than virgin materials.
Thus, BHP should not state:
"It is expensive because it is sustainable."
Rather, the message must be:
"The price is based on design, quality, craftsmanship, certified material and circularity."

Limited Editions
Limited editions will generate scarcity and thus complement luxury positioning.
BHP could annually produce a limited edition of Circular Future Collection and number its items.
This way, BHP can generate collectability and disclose the amount of recovered material included in the collection.

Place Strategy
The place strategy will use a selective omnichannel distribution model.
The primary channel will be BHP Circular Collection's dedicated online platform.
The online store will provide:
· Product information 
· Sustainability information 
· Material details 
· Traceability 
· Product care 
· Customer reviews 
· Purchasing 
· Circular Care registration
The digital mode of distribution suits the target market well because they are accustomed to searching for products online.
Nonetheless, jewellery is a tangible product whereby consumers can wish to view the product prior to purchase.
Selective Retail Partnerships
The collection could be placed in selected:
· Sustainable luxury retailers 
· Ethical fashion stores 
· Premium department stores 
· Specialist jewellery boutiques
Selective distribution ensures exclusivity and does not make the product seem like it is mass-market.

Pop-Up Stores:
The temporary pop-up store option can be utilized in London and other large cities.
Such stores could have an interactive demonstration of the process which involves:
Recovered Material -> Refinement -> Design -> Jewellery -> Circular Care
In such a way the poster's circular economy diagram will become a live experience for customers.

Such option would allow meeting:
· Investors
· Corporate clients
· Sustainability experts
· Media representatives
· Retail partners

Thus, the place strategy allows engaging both consumers and stakeholders.
Promotion Strategy
Promotion will focus on storytelling, transparency and education.
The campaign concept will be:
“Give Materials a Second Life.”
This supports the poster's:
“From Mine to Meaning. From Waste to Worth.”
Digital Marketing
Instagram, TikTok and other visual platforms will showcase:
· Jewellery designs 
· Styling 
· Behind-the-scenes production 
· Material transformation 
· Limited editions
 
TikTok and Instagram are particularly useful for visually demonstrating the transformation of recovered materials into premium jewellery.
LinkedIn can communicate the business side of the initiative to investors, corporate customers and industry stakeholders.





Content Marketing
Educational content will explain:
· Circular economy 
· Responsible consumption 
· Recycled materials 
· Product durability 
This can position BHP as an organisation contributing to the discussion about resource circularity.
The content should be educational rather than overly promotional.

Influencer Marketing
BHP could work with:
· Sustainable fashion influencers 
· Ethical jewellery creators Public Relations
· PR activities could communicate:
· Launch of the collection 
The key requirement should be credibility.
An influencer who regularly promotes disposable fast fashion would create poor brand fit.
Cause-Related Marketing
A proportion of profits could support environmental restoration or community development initiatives.
For example, customers purchasing limited-edition collections could contribute to a defined environmental or community programme.

It is especially crucial for BHP as consumers might not believe in sustainability claims from a mining company.
That is why BHP must avoid such claims like:
"100% sustainable jewelry."
In turn, it must make specific claims based on evidence,
 e.g.
"Manufactured from X% recycled materials.
and
"Packaging contains X% recycled materials."
The proposed digital traceability system can provide evidence for the claims.
It will make transparency one of the brand's unique selling propositions.
Integration of the 4Ps
The four Ps are interconnected:
	Marketing Mix
	BHP Circular Collection Strategy
	Sustainability Contribution

	Product
	Recycled/recovered metals, durable design, repair and take-back
	Reduces waste and extends material life

	Price
	Value-based premium pricing
	Supports investment in quality and circular practices

	Place
	E-commerce, selective retailers and pop-ups
	Balances accessibility and exclusivity

	Promotion
	Storytelling, education and transparent claims
	Encourages responsible consumption



The marketing mix therefore supports the overall positioning of premium, purposeful and circular jewellery.
The collection can also support SDG 12 by encouraging recycling, reuse, responsible production and better consumer information. 
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Creating a sustainable brand extension of the BHP Circular Collection has been an educational experience in relation to the potential of marketing activities to assist in achieving the goals of growth as well as sustainability for the organisation. It is necessary to mention that successful brand development involves much more than merely producing something new. 
The most important lesson learnt through completing the current assignment is the necessity of incorporating the concept of sustainability in modern marketing. Market research showed that today customers have increasing interest in environmental and social matters and expect from companies to be genuinely interested in responsibility and sustainability of their actions.
The assignment provided additional insight on branding strategy. At first glance, it seemed difficult to use the brand of the mining company in the jewellery industry. But, as it turned out after analyzing the principles of the circular economy and the latest trends in consumption, creating luxury jewellery from recycled mining materials is a rational and reliable way to combine the parent brand and new category of products
Utilization of the STDP model improved analytical thinking through detailed consideration of market segments, consumers' behavior and competitive advantages. It was especially valuable to select the target audience and position the product.
In addition, learning about how the marketing mix is created helped us learn more about the relationship between marketing components and how they complement each other to help accomplish business strategies. All four Ps of marketing – product, price, place, and promotion – cannot be decided separately from one another; each should add up to a coherent experience for customers.

Designing the poster presentation also improved our presentation skills. Creating a professional-looking poster involved knowing how to convey complicated information in an attractive and succinct way.
The process of delivering the presentation increased the skills related to public speaking and professional communication. Explaining the logic of the brand extension needed good organization, storytelling skills, and ability to explain the idea of sustainability in an easy-to-understand way.
Thus, this assignment provided good practical experience in sustainable marketing, strategic planning, and brand development. The knowledge obtained during the work on this assignment will be useful for further studies and career in marketing in general.
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