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Abstract

This report aims to explore the current trends and critical issues facing River
Island, a fashion clothing brand, and provide recommendations for their
development in the next generation. The study includes a critical evaluation
of the target customer value and strategies to achieve increased market share
and enhanced brand values for the upcoming year 2024. The report utilizes
TOWS analysis to assess both the internal and external marketing
environment of River Island, followed by the use of brand equity models to

increase customer satisfaction and expand into new markets such as 1ISB
children's clothing. The Ansoff marketing matrix is also employed to analyze Accepted xx Marchigg23
g g p y y Published xx Month 2023

how River Island can maintain sustainable values in the future. Finally, the DOI: 10.58970/1]SB.pclf
report focuses on marketing mix strategies, including the 4P's (Product,
Price, Place, and Promotion), to produce sustainable, strategic, and
competitive advantages for River Island's products. Overall, the report
provides insights into how River Island can continue to grow and succeed in
the highly competitive fashion industry, while maintaining its core values and
unique brand personality.
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Introduction

River Island is a well-known fashion clothing brand that has been operating for over 70 years
(Tonti, 2023). It has established a strong presence in the UK and other countries worldwide
(Lea-Greenwood, 1993). However, with the fast-paced changes in the fashion industry and the
emergence of new competitors, River Island needs to continually improve its brand values and
market share to stay relevant in the marketplace. River Island is a renowned international high
street fashion brand that has gained popularity due to its dynamic and ever-changing fashion
trends (RI, 2017). The company's current focus is on the "generation next," specifically on the
year 2024 (RI, 2017). River Island targets its branding towards customers aged 18 to 35 and
aims to maintain a close relationship with the brand values of its previous generation to retain
its competitive advantage irffthe market (RI, 2017). The ultimate goal of the company's
marketing activities is to provide valuable information to customers, flrtners, and
stakeholders (Jobber, 2009). This critical analysis report aims to assess River Island's
marketing strategy and provide recommendations on how to sustain customer value in the
next generation. The report is divided into three sections, including a situational accuracy
analysis of the strategic marketing direction based on the competitor environment using the
TOWS analysis in the first section (Weihrich, 1982). The second section focuses on critical
analysis of River Island's marketing strategy, building new marketing objectives, and
recommending how to achieve them. The third section establishes an appropriate marketing
strategy and planning for River Island, based on the development and analysis of its
competitive advantages to produce sustainable growth and expand into new markets by
achieving its marketing mix in different countries.

The purpose of this report is to provide insights into the critical issues facing River Island and
how the brand can improve its market position and appeal to the next generation of
consumers. In the first section of this report, we will discuss the current trends in the fashion
industry and the challenges faced by River Island. We will also examine the target customer
value and the strategies nddded to achieve increased market share and brand value.
Furthermore, we will afEllyze the internal and external marketing environment of River Island
using TOWS analysis to identify strengths, weaknesses, opportunities, and threats. In the
second section, we will use brand equity models to increase customer satisfaction and expand
into new markets, such as children's clothing. We will also utilize the Ansoff marketing matrix
to analyze how River Island can maintain its sustainable values in the future. Finally, the report
will focus on the marketing mix strategies, including the 4P's, to produce sustainable, strategic,
and competitive advantages for River Island's products. We will provide recommendations on
how to achieve marketing objectives and generate a more personalized design for affordable
prices. Overall, this report aims to provide comprehensive insights into how River Island can
improve its market position, brand value, and customer satisfaction, and appeal to the next
generation of consumers.

The River Islands Situational Analysis

The River Islands situational analysis involves examining the current internal and external
factors that affect the company's operations and its ability to compete effectivelin the fashion
retail industry. Some of the critical areas to consider in the analysis include the company's
strengths, weaknesses, opportunities, and threats (SWOT analysis). A SWOT analysis can help
the company identify the areas where it needs to improve and the potential opportunities it
can leverage to grow and expand its market share (Nasir et al., 2022). Another crucial factor to
consider in the situational analysis is the competition in the market (Voukkali & Zorpas, 2022).
The fashion retail industry is highly competitive, and River Island faces competition from both
local and international brands such as H&M, Zara, Topshop, and ASOS. An analysis of the
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competition can help the company identify the key players and their strategies, strengths, and
weaknesses, which can inform River Island's strategic decision-making. The situational
analysis should also focus on the macro-environmental factors that affect the industry's
operations, including economic, political, social, technological, environmental, and legal
factors (PESTEL analysis). For example, economic factors such as changes in consumer
spending habits and inflation rates can significantly affect the demand for fashion retail
products. On the other hand, technological advancements such as e-commerce platforms and
social media platforms can create new opportunities for companies to reach and engage with
customers.

The analysis should al§ examine the company's target market, which is young people aged
between 18-35 years. The target market's characteristics, needs, preferences, and behavior
can inform River Island's marketing strategies and help the company develop products that
meet their needs effectively. Moreover, the analysis can identify potential gaps in the market
that River Island can leverage to gain a competitive advantage. Overall, the situational analysis
(@ River Island is critical for the company to develop a strategic marketing plan that addresses
the company's strengths, weaknesses, opportunities, and threats, identifies pof@ntial gaps in
the market, and leverages the macro-environmental factors to grow and expand the company's
market share.

The Brand Equity Model
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Figurel: The Brand Equity Model

The market plays a significant role in shaping the process of society's business activities (Nasir
et al., 2022). In particular, it facilitates the establishment of business communication systems
that create and share relevant product and price information among stakeholders (Jobber,
2009). This information exchange helps organifjtions build an appropriate marketing strategy
that adapts to changing business generations. River Island is one of the most renowned high
street fashion brands in the UK, founded in 1948. The brand targets young people as its primary
customers, with a focus on high street fashion clothes retail (RI, 2017). In this regard, River
Island has built its reputation on providing fashionable and trendy clothing to a younger
generation.

This study aims to analyze the brand values of River Island and how they impact differentareas.
To achieve this, we will employ brand equity models that focus on brand loyalty and awareness,
helping to analyze the strategic alignment of River Island in providing sustainable value to its
customers (Aaker, 1991). Although River Island is a young fashion clothing brand, its brand
values reflect symbols that are relevant to the customer's fashion style and personality. These
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values help customers make better decisions when purchasing clothing (Aaker, 1991). River
Island aims to lead and assist customers in finding their unique fashion clothing style, thus
distinguishing itself from competitors such as H&M and Zara.

H&M and Zara have good suppliers and fundamental factories that can meet customers' needs.
However, their clothing designs cater to basic styles for young customers, failing to satisfy the
customers' psychological needs in purchasing (Aaker, 1991). In contrast, River Island's brand
equity models offer customers a unique and personalized shopping experience, thereby
retaining customers in the long run. To achieve sustainable development, River Island must
critically analyze its strategic marketing direction based on its competitor's environment. The
first step in this direction is to conduct a situational analysis using the TOWS analysis
framework on the current internal marketing of River Island (Weihrich, 1982). A situational
analysis helps identify the competition's strategic marketing activities and establish a
successful strategic alignment that provides sustainable value to River Island's customers. The
second section of this report will focus on the critical analysis of River Island's marketing
strategy, highflehting how to build new marketing objectives and recommending ways to
achieve these objectives in the next generation. The third section will focus on est§plishing an
appropriate marketing strategy and planning for River Island. Based on the competitive
advantages of River Island, the marketing strategy and planning activity will aim to produce
sustainable and expandable market mixes in different countries. In conclusion, the market
plays a crucial role in shaping socily's business activities, facilitating the exchange of relevant
information among stakeholders. River Island, as one of the most famous high street fashion
brands in the UK, has built a reputation for providing fashionable and trendy clothing to young
customers. The brand's values reflect symbols that align with customers' fashion styles and
personalities, helping them make better purchasing decisions. To ensure sustainable
development, River Island must critically analyze its strategic marketing direction, establish
new marketing objectives, and develop an appropriate marketing strategy and planning
activity. By doing so, River Island can provide sustainable and expandable market mixes in
different countries, thereby retaining its customers in the long run.

Competitor Analysis: Understanding River Island’s Positioning in the Market

In the fashion clothing retail industry, many different brands compete to meet customers'
needs (Papadopoulou et al,, 2022). Among them, River Island is one of the leading brands for
young female customers. However, the brand faces strong competition from H&M, Zara, and
All Saints. While each brandfjas its own unique characteristics, River Island stands out in terms
of its design styles that are more popular and fit for different types of customer groups. River
Island has high sensitivity to fashion icons and is connected with the design of every season.
For example, the brand's fashion icon style features insects graphics, lace, nude, military
uniform style, which attracts young customers who are pursuing individual personality and
character. The design and pattern of clothes link to some young customers' potential
personalities, making it an important reason for young customers to purchase high street

fashion clothing from River Island (Mintel, 2016).

SWOT Analysis Framework for River Island:
To get a better understanding of River Island's compeffitive position in the market, we can use
the SWOT analysis framework to examine the brand's internal strengths, weaknesses, external
opportunities, and threats.
Internal Strengths:

High sensitivity to fashion and popularity that suits customers' preferences.

Special and more personalized products design.
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Affordable prices for students, and some discount activities that are attractive to new
customers.
Weaknesses:

Relatively weak brand awareness compared to other international brands like H&M and
Zara.

Lack of international presence.
External Opportunities:

Increase relationships with young customers through effective communication.

Increase new services and products for customers.

Growing demand from baby or children customers.

Open up to potential customers in foreign countries (e.g., China).
Threats:

More expensfje marketing and advertising costs to increase market share.

Rising costs of raw materials, financial capacity, cloth products' technological aspects, and

recycling to keep green and sustainable development.
Growing competition and lower profitability (H&M and Zara).

In 2016, customer spending consumption on clothing in-s§ies rose only 1.8% (Mintel, 2016).
This is due to changes in customer buying behavior, with an increasing number of customers
now shopping online. E-commerce and online shops have become more widely used by
customers, changing traditional customer buying behavior, and providing River Island with an
opportunity for business development. This strategic alignment has helped River Island
increase its sales data for customers (Aaker, 1995). Therefore, it is important for River Island
to maintain an online presence to remain competitive in the market.

River Island's Marketing Objectives

The following section outlines River Island's objectives for enhancing brand value and
increasing market share. To achieve these goals, the marketing objectives for River Island must
focus on sustaining and expanding its market value in the international fashion industry. River
Island's competitive advantage lies in its affordable prices and good quality clothing. In
addition, endorsements from celebrities like Rihanna have positively influenced customer
motivation to shop at River Island (Mintel, 2017). River Island's main target audience is young
females aged 16-25, with a focus on providing them with unique and fashionable clothing
styles. However, to explore and develop new potential markets, River Island cf expand its
customer base to include children. Therefore, the marketing objectives must be based on the
SMART objectives rules for River Island's marketing development in the next time period. (i)
To sustain market value, River Island aims to increase UK female customer satisfaction by 20%
from April 2018 to July 2024, and improve its market share among the age range of 18-35, (ii)
To expand its customer base, River Island aims to open two stores in the UK South areas and
increase sales of children's clothing by 10% from July 2018 to January 2024, & (iii) to enter
new markets, River Island aims to open a store in Shanghai, China's main area, and increase its
market share by 2% among young customers aged 18-24 from June 2018 to January 2024 in
the Shanghai fashion clothing market.

In conclusion, developing effective marketing objectives is crucial for the success of any
business. In the case of River Island, it is essential to maintain sustainable market values and
increase market share both nationally and internationally. The brand's affordability and good
quality are their key advantages, and celebrity endorsements have proven to be effective in
attracting young customers. While the brand's main focus is on the 16-25 age group, exploring
potential markets in the children's clothing category is a promising new direction for the brand.
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By following the SMART objectives rules, River Island can achieve its marketing goals in the
next time period, including improving customer satisfaction, increasing sales, and expanding
its presence in the international market.

Marketing Strateggffior River Island: An Analysis and Recommendations
Ellarketing objectives play a crucial role in the development of any business. For River Island,
appropriate marketing objectives can help in the next generation's development and future
business marketing goals (Aaker, 1995). In addition, marketing strategy aims to deliver
marketing information and use appropriate efficiency methods to achieve marketing mix
objectives. The Ansoff Matrix marketing strategy can be used to apply and achieve River
Island's marketing objectives. The Ansoff Matrix includes analysis of existing markets and new
markets (Ansoff, 1984). The first step in the analysis is to look at the existin§markets. In the
case of River Island, the UK market is the main focus. The main objective is to keep sustainable
value and competitive advantage for the target customer, young people. The target customer is
mainly focused on improving 18-24-year-old female customer satisfaction. Based on
researched customer behavior psychology, women are natural shopaholics. When faced with
an array of goods, even if the product is not useful for their basic needs, theygvill not hesitate
to buy it. Shopping has evolved from meeting basic needs to becoming a woman's most
enthusiastic leisure activity, and even a strong psychological need (Barone, 2000). Therefore,
female customers are the primary target market for River Island’s existing market.

Existing Products New Products

p.

e T Product Development

Existing Markets

Market Development Diversification

New Markets

Figure 2: Ansoff Matrix

As young female customers always follow fashion and aff influenced by celebrities in their
purchasing decisions, River Island needs to ensure that every season has good and special
designs and high-quality products that are attractive to more young customersgs the saying
goes, "A woman's wardrobe is always lacking one dress." However, according to Mintel's latest
consumer confidence tracker, young people are increasingly feeling the economic squeeze. One
in four 16-24-year-olds described their financial situation in August 2013 as "tight - [ am
making ends meet, but only ji§t (Mintel, 2013)." The purchasing power of young customers is
affected by their income, and clothing consumption forfligh prices in every season is a barrier
to young female customers' purchases. To address this, River Island needs to establish a loyalty
cdil for customers, such as when they buy three clothes and get one new season's clothing with
a 30% discount voucher. This marketing strategy can help increase market penetration for
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fashion clothes markets. Good design and high quality can keep sustainable brand value in the
next generation. Creating brand loyalty can also motivate more customers to shop at River
Island. Opening new online stores in the UK is #i§o a critical strategy for River Island. Customer
consumption habits have changed over the last ten years (Baker, 2012). PayPal and Alipay have
become more popular patterns of payment in the 21st century. In Europe and the United States,
PayPal and debit cards are used 70% and 39%, respectively (Mintel, 2017). Therefore, PayPal
is the mostimportant pattern of payment, as it offers convenience when customers shop online.
Opening online stores can reduce in-store costs and is a good marketing strategy for customers
who prefer to shop online as it provides more convenience.
-

Figure 3: Eest- and Worst-Case Forecast for Consumer Spending
on Clothing and Accessories (Incl. VAT), 2011-21
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After the financial crisis, many fashion clothing brands focused on keeping their businesses
sustainable and developing. For River Island, m#Mtaining brand values is key to its
sustainability and development. Specifically, creating new positive brand images and focusing
on sacial and moral responsibility (Christensen, 2003) can help. For example, River Island can
focus on the children's clothing market. Fashion clothing rflaces quickly, and brands need to
find ways to solve the style and fashion clothes issue. To reduce the cost of using too much
inventory, many fashion clotlfihg brands have launched old clothes recycling green sustainable
development strategies that enhance brand awareness and social moral responsibility. River
Island can improve its corporate social responsibility by collecting 5,000 old clothes every year.
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To conclude, the marketing strategy for River Island involves using appropriate methods to
achieve marketing mix objectives and applying the Ansoff Matrix marketing strategy to analyze
existing markets and new markets. For existing markets, River Island needs to focus on keeping
sustainable value and competitive advantage for the target customer, which is young women.
However, the economic squeeze faced by young people and their limited purchasing power
need to be taken into consideration. To overcome this, River Island can establish a loyalty card
program to increase market penetration and brand loyalty. Opening new online stores in the
UK can also reduce in-stores costs and provide more convenience for customers. River Island
can also focus on the children's clothing market to increase brand value and social
responsibility by launching old clothes recycling green sustainable development strategy.
These marketing strategies can help River Island achieve its marketing objectives and sustain
its brand value in the next generation.

STP Analysis for River Island

Segmentation, targeting, and positioning are crucial aspects of any marketing strategy, and
River Island should also adopt them to maintain sustainable growth in various markets
(Arnould, 2005). The segmentation approach for River Island should focus on 18-24-year-old
female customers with a lower income and university students, who seek trendy and
fashionable clothing (Danneels, 1996). To attract this customer group, River Island could offer
special discounts for studentsEhopping in stores or online and design unique products based
on their specific needs to gain market share in the UK market. In terms of targeting, the Ansoff
marketing strategy model suggests that River Island should focus on expanding its reach to the
Chinese market (H&M, ZARA, and Top Shop are already present). Since Chinese customers
prefer personalized and unique designs, River Island can leverage its traditional UK design and
high-quality products to gain a significant share in the Chinese market. In terms of the
marketing mix, River Island needs to focus on its pricing, products, promotion, and place to
achieve its marketing objectives (Galea, 2006). To increase customer satisfaction by 20% from
2018 to 2024, River Island needs to maintain its special discounts for young customers in
stores and online. The brand can also introduce creative and unique designs for children's
clothing to attract more customers, while also promoting its corporate social responsibility by
supporting children recycling and offering discounts for shopping at River Island. In terms of
promotion, River Island can use special activities and discounts for young customers on
Valentine's Day and support philanthropy to enhance its positive image. As for products, River
Island should focus on catering to the 18-26 young female target group by keeping up with
fashion trends and providing high customer satisfaction products. The brand can also hire
more designers and developers to improve its technology aspect. Regarding the place, River
Island should open more retail stores in different locations, with two stores in the UK south
areas and a new market in Shanghai (Gao et al.,, 2019). However, it needs to gather data and
materials to develop marketing strategies suitable for different markets with different fashion
tastes. In China, for example, River Island needs to collaborate with E-commerce and offer a
partnership with Taobao to achieve its target of enhancing its marketing share in Shanghai by
2% between June 2018 and January 2024.
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In conclusion, River Island's marketing strategy should include segmentation, targeting, and
positioning, as well as a focus on the marketing mix to achieve its objectives. It should cater to
its target group's specific needs and preferences and focus on maintaining affordable pricing,
promoting corporate social responsibility, and improving product design and quality. By
opening more retail stores and partnering with E-commerce platforms, River Island can
expand its reach and increase its market share in different locations.

Applications

The theoretical applications of this study include: (i) Advancing the understanding of brand
equity an@)its role in enhancing customer satisfaction and increfing market share. (ii)
Exploring the use of TOWS analysis as a strategic tool to assess both the internal and external
marketing environment of a company. (iii) Applying the Ansoff marketing matrix to analyze
how a company can maintain sustainable values in the future. (iv)Providing insights into
effective marketing mix strategies, including the 4P's, to produce sustainable, strategic, and
competitive advantages for a company's products. (v)ldentifying the importance of segmenting
and positioning a company's target customers to achieve growth and success in the highly
competitive fashion industry.

The practical applications of this study include: (i) Providing River Island with specific
recommendations to enhance its brand values and increase market share in the next
generation. (ii) Helping River Island to understand its target customer value and develop
effective strategies to meet their needs and wants. (iii) Offering insights into how River Island
can expand into new markets, such as children's clothing, to diversify its product offerings and
increase revenue streams. (iv) ldentifying potential challenges and opportunities that River
Island may face in the highly competitive fashion industry, and suggesting ways to address
them, and (v) Providing River Island with a framework for strategic decision-making and
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marketing planning that can help the company achieve sustainable growth and success in the
future.

Conclusion:

In conclusion, River Island is a successful fashion clothing brand that has made a name for itself
in the highly competitive fashion industry. The brand has established itself with unique
personality, core values, and a strong brand equity that resonate with its customers. This report
has provided an in-depth analysis of the critical issues facing River Island and offered
recommendations to enhance its brand values and expand its market share. Through TOWS
analysis, the report identified the strengths, weaknesses, opportunities, and threats to River
Island's marketing environment, which are essential in developing effective strategies. The
Ansoff matrix highlighted the different growth strategies that the brand can pursue to maintain
its sustainable values, such as diversification and market penetration. The report also
identified the 4P's marketing mix strategies that River Island can utilize to achieve a
competitive advantage, such as offering high-quality products at a fair price and promoting
them through effective communication channels. Furthermore, the report identified three
marketing objectives for River Island, including expanding into new markets such as children's
clothing, increasing customer satisfaction, and establishing an online presence. To achieve
these objectives, the report recommended segmentation and positioning analysis, which will
help the brand to understand its target customers better, create personalized marketing
campaigns, and establish a strong brand image. Overall, the report provides insights and
recommendations that will enable River Island to continue to grow, expand its market share,
and enhance its brand values for the next generation. River Island canleverage its unique brand
personality, core values, and brand equity to stay ahead of the competition while maintaining
a sustainable business model. By implementing the recommendations provided in this report,
River Island will be able to keep up with the ever-changing market and remain relevant to its
customers in the future.
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