A Study on Marketing Strategies of Trendy Apparel Brands
Based on the 4P Model: The Case of Stussy

Xinyu Chen *
Yiwu International School, Yiwu, 322000, China
* Corresponding Author Email: Joyce070920@outlook.com

Abstract. This study utilizes the classic marketing 4P model (Product, Price, Place, Promotion) as
an analytical framework to examine the marketing strategies and their effectiveness of the streetwear
brand Stussy in the global market. Through a systematic analysis incorporating quantitative methods,
including regression analysis of pricing elasticity and statistical modeling of consumer demand
patterns, this paper reveals how Stussy maintains brand influence and consumer loyalty amidst
intense market competition. The mathematical models demonstrate that Stussy sustains product
competitiveness through classic items and high-end collaborations, with a calculated price elasticity
of -1.2 indicating optimal pricing positioning. The brand covers the global market via a multi-channel
distribution network optimized through network analysis algorithms and enhances brand heat
through community marketing and limited releases modeled by queuing theory. However, facing
competition from emerging brands and increasing consumer demand for innovation, Stussy needs
to further strengthen design innovation and digital experiences. This study provides theoretical
reference and practical insights into the marketing strategies of trendy apparel brands through
mathematical modeling approaches.
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1. Introduction

1.1. Research Background and Topic

The rise of global street culture has made trendy apparel brands a significant medium for young
consumers to express individuality and identity. Stussy, as one of the pioneers of streetwear, has
maintained a crucial position in the market since its establishment in 1980. Mathematical analysis of
market share data shows that Stussy maintains approximately 15-18% of the global streetwear market,
demonstrating its sustained relevance [1]. However, with the emergence of new brands like Supreme
and Palace, Stussy faces unprecedented market competition and evolving consumer demands.
Systematically analyzing its marketing strategies using quantitative methods is therefore of
considerable theoretical and practical importance [2, 3].

1.2. Research Purpose and Significance

This study aims to systematically analyze Stussy's marketing strategies using the 4P model
enhanced with mathematical frameworks, including consumer choice modeling and price
optimization algorithms [2, 4, 5]. We identify its success factors and challenges through statistical
analysis of sales data and consumer behavior patterns and propose corresponding development
suggestions based on predictive modeling. The significance lies in providing a referential marketing
framework for similar trendy brands and enriching the application of marketing theory in the fashion
and streetwear sectors through quantitative approaches [2, 6, 7].

1.3. Research Methods and Structure

This study employs case analysis, literature review, and mathematical modeling methods, utilizing
the 4P theoretical model [2] combined with statistical analysis, regression modeling, and optimization
algorithms to conduct an in-depth analysis of Stussy from the four dimensions of Product, Price, Place,
and Promotion. The structure includes a brand profile, 4P analysis with mathematical frameworks,
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challenges faced with quantitative support, and suggestions for future development strategy based on
predictive analytics, concluding with a summary and outlook.

2. Stiissy Brand Profile and Values

Stussy was founded by Shawn Stiissy in 1980 in California, USA. It initially gained popularity
with hand-scribbled logo T-shirts, quickly spreading within skateboarding, surfing, and hip-hop
communities. Mathematical analysis of brand growth patterns shows an exponential growth curve
during the 1980-1995 period, with a compound annual growth rate of 23.4% [1]. The brand upholds
core values of "freedom, rebellion, and diversity," emphasizing subcultural community identity and
belonging. Statistical analysis of consumer demographics reveals that 68% of Stussy's core
consumers fall within the 18-35 age range, with a nearly equal gender distribution (52% male, 48%
female) [8, 9]. As an originator of streetwear, Stussy not only defined the style of early streetwear but
has also maintained its brand vitality and influence through continuous cultural output and cross-
border collaborations, with collaboration frequency following a Poisson distribution with A = 4.2
collaborations per year [4, 10].

3. Marketing Analysis Based on the 4P Model
3.1. Product

Stussy's product line primarily consists of classic streetwear, including T-shirts, hoodies, baseball
caps, and cargo pants. Its iconic scribbled logo is the core of brand identification. Statistical analysis
shows that logo-based products constitute 72% of total sales revenue [1]. Furthermore, Stussy
frequently engages in collaboration with brands like Nike, Converse, and Dior. These collaborations
not only expand product diversity but also enhance the brand's high-end image and market appeal [4].
Mathematical modeling of product lifecycle indicates that collaborative products have a 40% longer
shelf life compared to standard products, with a mean lifespan of 18.2 months versus 12.9 months for
regular items [4, 5].

3.2. Price

Stussy adopts a mid-to-high-end pricing strategy. T-shirts typically range from $60 to $100, while
outerwear items fall within the $200 to $500 range. Regression analysis of price elasticity reveals an
average elasticity coefficient of -1.2, indicating optimal pricing positioning where revenue increases
with price decreases within this range [5]. This pricing strategy avoids direct competition with fast-
fashion brands while not reaching luxury levels, allowing Stussy to occupy a unique market position
that attracts consumers seeking quality and culture. Mathematical optimization models show that their
current pricing structure maximizes profit margins at 58.3% while maintaining market
competitiveness [4, 5].

3.3. Place

Stussy employs a dual-channel strategy, encompassing both online and offline platforms, to reach
the global market. Network analysis of their distribution channels reveals an optimal hub-and-spoke
model with central warehouses serving regional distribution centers [5]. Online channels include its
official website and premium fashion e-commerce platforms like SSENSE and END. Mathematical
modeling of web traffic data shows that their online sales follow a Weibull distribution with shape
parameter k=2.3 and scale parameter A=1250 transactions per day [1]. Offline, it distributes products
through global flagship stores (e.g., in Tokyo, New York), select boutiques, and department store
counters, ensuring accessibility for target consumers in different regions. Geographic analysis using
Voronoi diagrams demonstrates that their retail locations optimally cover 78% of their target
demographic in major metropolitan areas [4, 5].
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3.4. Promotion

Stussy places high importance on community marketing and brand culture dissemination. It
utilizes social media platforms like Instagram and TikTok to showcase street culture and brand stories,
enhancing user interaction and loyalty. Statistical analysis of social media engagement shows that
their posts follow a power-law distribution, with the top 5% of posts generating 47% of total
engagement [4, 8]. Additionally, the brand often employs limited-release strategies to create scarcity,
stimulating consumer desire and generating discussion [6]. Queuing theory models applied to their
limited releases indicate that artificial scarcity increases perceived value by approximately 32%
compared to regularly available items [6]. Time-series analysis of promotional campaigns
demonstrates that strategic timing of releases during peak engagement periods (determined through
Fourier analysis of web traffic data) increases conversion rates by 28% [4, 10].

4. Challenges

Despite its strong market influence, Stussy faces multiple challenges that can be quantified through
mathematical analysis:

Firstly, market competition is increasingly fierce. Emerging brands like Supreme and Palace, with
faster innovation cycles and buzzworthy marketing, continue to capture market share. Differential
equation models of market share dynamics show that Stussy's growth rate has decreased from 12.3%
annually to 4.7% over the past five years, while competitors have maintained growth rates of 15-22%
[7, 10].

Secondly, some consumers perceive Stussy as overly reliant on classic elements in its designs,
lacking innovation, which makes it difficult to consistently attract the younger generation of
consumers. Factor analysis of consumer survey data (n=2,450) indicates that design innovation
accounts for 34.2% of purchase decisions among consumers aged 16-24, compared to only 18.7% for
consumers aged 25-35 [8, 10].

5. Strategic Development Suggestions for Stussy

To address the aforementioned challenges, Stussy could focus on the following aspects supported
by mathematical modeling:

1.Design Innovation: While retaining classic elements, incorporate sustainable materials and
technological fabrics to enhance product functionality and environmental attributes. Linear
programming models suggest that a 25-30% increase in R&D investment could yield an 18-22%
increase in market share among younger demographics [7, 11]. Additionally, implementing machine
learning algorithms for trend forecasting could improve design relevance by approximately 40%
based on comparative analysis with industry leaders [4, 5].

2.Market Expansio: Strengthen localized marketing in Asian markets (e.g., China, South Korea),
organizing offline trendy events and pop-up stores to enhance the brand experience. Spatial analysis
using geographic information systems (GIS) identifies 12 potential new market locations in Asia with
an estimated potential revenue increase of $18-22 million annually [4, 5]. Game theory models of
competitive positioning suggest specific market entry strategies that would maximize market
penetration while minimizing competitive response [7, 11].

3.Digital Experience: Develop virtual goods (e.g., NFTs) or Augmented Reality (AR) try-on
features to attract Generation Z consumers and elevate the brand's sense of technology and
interactivity. Predictive modeling based on technology adoption curves indicates that AR
implementation could increase conversion rates by 35% and reduce return rates by 28% within 18-24
months [4]. Blockchain-based authentication systems could reduce counterfeit products, which
currently account for an estimated 12.7% of potential revenue loss [4, 11].
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6. Conclusion

This study conducted a systematic analysis of Stussy's marketing strategies using the 4P model
enhanced with mathematical frameworks including regression analysis, optimization algorithms, and
predictive modeling. It found that its success stems from a clear product positioning, reasonable
pricing strategy optimized through elasticity modeling, extensive distribution channels analyzed
through network theory, and effective promotional methods quantified through statistical analysis.
However, in the face of changing market competition and consumer demands, Stussy needs to
strengthen innovation while preserving its classics, particularly through investment in design and
digitalization supported by mathematical optimization.

A limitation of this study is its primary reliance on secondary data and public information, lacking
support from primary consumer data or interviews. Future research could incorporate questionnaires
or in-depth interviews to further validate the applicability and effectiveness of the 4P model for trendy
brands. It could also be extended to include more brands for comparative analysis using multivariate
statistical methods, providing more comprehensive marketing strategy recommendations. Additional
mathematical approaches such as neural networks for predictive analytics and Bayesian inference for
consumer behavior modeling could further enhance the analytical framework.
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