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[bookmark: _Toc192768378]Introduction 
Brand extensions enable businesses to expand their market presence by launching new products or services under certain established brand names. Next Plc, for instance, is a leading British retailer recognised for fashion and beauty, as homeware, is diversifying its beauty segment with the launch of Next Beaty Spa a premium in -store spa as well as skincare services (Zhang et al., 2021). Such expansions resonate well with the increasing demand for wellness and self-care, providing customers with a seamless way of implementing beauty treatment within their shopping experiences. By using its robust brand relationships and current customer base, Next PLC strives to differentiate itself from rivals such as ASOS and Zara, which are focused mainly on product-based beauty offerings (Sesa and Hasnawati, 2023). The Next Beauty Spa will offer professional skincare treatments, massages and facials as well as tailor consultations confirming an inclusive approach towards beauty. The following report will engage in the development of his brand extensions, segmenting, targeting a positioning strategy, a customer persona profile and inclusive marketing mix strategy for ensuring successful market entry.        
[bookmark: _Toc192768379]Brand Extension Concept – Next Beauty Spa
Next, Plc will provide a diverse array of high-quality treatment entailing facials, massages, body treatment, as well as dermatology-grade skincare services. It is developed for offering luxurious yet accessible experience, the spa will aim to accommodate to the customers looking for convenient and professional beauty treatments within the retail environment. the implementers of spa services along with Next Beauty’s current product line will be covered between the beauty retail and experiential services confirming a smooth customer journey from the products purchase to the professional skincare solutions (Sheth, 2021). The decision to introduce Next Beauty Spa is led by transforming consumer preferences towards wellness, self-care, and tailored beauty experiences. With the wellness and beauty sector experiencing significant advancements, Next Plc is strategically positioning itself as a single-stop destination for beauty, fashion, and self-care. It aligns well with the self-care and wellness trends. Consumer widely values mental well-being and skincare as crucial aspects of self-care (Sesa and Hasnawati, 2023). 
The demand for professional skincare services has emerged, led by trends like clean beauty and holistic wellness as non-invasive treatments. It optimises the in-store experience and foot traffic. With the emergence of e-commerce, brick-and-mortar retailers are developing experiential shopping. By integrating spa services, Next plc optimises its in-store environment, as well as luring in more customers, increasing their dwelling time (Rahardja, 2022). 
The majority of the fashion retailers, such as ASOS, as well as Zara, which has ventured into the beauty products, however, lacks experiential services. Next Beauty Spa establishes itself as a leader within the high street beauty, as well as self-care space. Such exclusive value propositions solidify the competitive edge of the organisation and lure in consumers seeking more than just beauty products (Rosário and Raimundo, 2021).   Next has established a loyal consumer base of fashion-forward individuals who cultivate in quality clothing as well as beauty products. By launching spa services, Next can deepen customer engagement, inspiring fashion shoppers to explore beauty and self-care within the brand environment.                                  
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Segmentations
Segmentation is associated with dividing the market into diverse customer groups, as per shared characteristics. For Next Beauty Spa, the segmentations strategy is focused on the demographics, geographics, and behavioural and geographic aspects for effectively reaching possible customers (Ferrell et al., 2022).       
· Demographics segmentation: demographic segmentations segments consumers as per age, gender, incomes and occupations, along with lifestyle. 
· Age: The central age range is 25-50 years since this group entails individuals who readily look for beauty and wellness services. 
· Gender: Meanwhile, conventionally, it is focused on women. The brand also targets men who are interested in skincare and grooming services (Ferrell et al., 2022).
· Income level: middle to upper-middle-class individuals with disposable incomes trying to invest in beauty as well as wellness services.  
· Family status: mainly targets single professionals, mothers and young couples who seek relaxation as well as rejuvenation services among their busy routines.   
Geographic segmentations: These are associated with targeting consumers as per their location and accessibility. 
· Urban and suburban areas: Next Beauty Spa will be launched in the core metropolitical cities, as well as high-footfall shopping districts where Next plc has established a robust presence in the retail environment (Kingsnorth, 2022).      
· In-store locations: the spa services will be accessible within certain Next Beauty Stores in locations, for example London, Manchester, as well as Birmingham and other leading shopping hubs.   
· Affluent Neighbourhoods: regions such as higher concentrations of working professionals and premium shoppers will be valued.
Psychographic segmentations: such segment emphasis on the lifestyle, interests as well as values of the targeted audience. 
· Health-aware consumers: consumers who use skincare and overall wellness as self-care.
· Beauty enthusiasts: individuals who adhere to the skin-care, seek premium beauty products and visit dermatology clinics and spas.           
· Busy professionals: working individuals who are more likely to face stress and look for convenient beauty products as well as relaxation solutions (Rahardja, 2022).  
· Trend followers: customers who tend to keep up with the skincare trends and beauty influencers as product innovations.   
Behavioural segmentation: such segment is founded on consumer buying behaviour, usage patterns and loyalty. 
· Convenience seekers: customers seeking one-stop beauty services which match into their shopping trips.   
· Loyal Next Plc Shoppers: frequent shoppers who trust Next Beauty and are willing to try new services (Rahardja, 2022).
· Occasions-based consumers: These are customers looking for spa services for special occasions such as weddings, parties and self-care days.  
· Brand-conscious consumers: such as individuals who are seeking trusted, accessible brand and premium budget alternatives.  

Targeting strategy
As per the segmentation assessment, Next Beauty Spa will employ a differentiated marketing strategy, targeting only the primary and secondary groups. The primary target market entails women aged between 25 and 45, working professionals with disposable incomes. Such women in this age group are generally engaged in skincare and wellness, often purchase beauty products, and are looking for professional treatments (Rosário and Raimundo, 2021). The fit is that such women are working professionals with fast-paced lives who require relaxation and beauty services that match their routines. Shopping behaviour such as frequently visiting Next stores for clothing, homeware and beauty products makes them more likely to try in-store spa services.           
The secondary target market of the organisations are the men interested in skin care and relaxations treatments.  The men’s grooming and skincare market is growing rapidly, with a growing number of men investing in skincare routines and self-care (Sheth, 2021). The target age group are men aged between 25 and 50, specifically professionals looking for stress relief treatments like facials and massages. Further, it will attract customers who have already purchased Next’s fashion and grooming products, making them a natural fit for the Next Beauty Spa’s services.   
Positioning strategy 
Positioning determines how the Next Beauty Spa differentiates itself within the market as well as how customers see the brand. The objective is to position the Next Beauty Spa as the premium yet accessible beauty and relaxation destination within a retail fashion and lifestyle environment (Rahardja, 2022).  
Positioning statement: “Next Beauty Spa: where the high street fashion meets premium self-care. Upgrade your shopping experience with the expert skincare and relaxation treatments personalised for your lifestyle.”  
The core positioning aspects entail high street accessibility along with the luxurious experiences providing spa-quality experiences inside Next Beauty stores, making a professional’s treatment more accessible. A beauty spa within a fashion as well as lifestyle brand enabling customers for shopping as well as rejuvenating in one place (Rahardja, 2022). It is positioned as a premium, however affordable, substitute for high-end beauty clinics, targeting mid-to-upper income customers. The organisation strives to offer quick and effective spa and skincare solutions personalised for individuals' skin requirements.  
Brand differentiations against rivals 
Zara/ ASOS: fashion-focused, lack of implemented beauty services.
The body shop/lush: offers retail skincare but no spa services (Ismael, 2022). 
Luxury spas (Elemis): These are costly standalone services without fashion shopping connections.            
Next beauty spa: merges fashion, relaxation and skincare in an accessible, affordable premium setting.
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· Name: Emma Thompsons 
· Age: 32 
· Gender: Female
· Occupation: Marketing Manager 
· Location: London 
· Income level: £45,000 per year
· Marital status: Single 
· Education: Bachelor’s degree in business and marketing 
· Lifestyle: urban professional, fashion aware, socially active and wellness oriented.  
Demographic information: The targeted age group is 25-45 years, mainly females but also includes men interested in skincare as well as relaxation.  The income is middle to upper-middle class with disposable incomes for self-care. The location is urban and suburban areas with high foot traffic and next to retail stores (Ferrell et al., 2022). Professionals, corporate employees and business owners who facilitate convenient self-care options. The education level of the targeted audience is university level, people who value knowledge-based beauty solutions.  
Psychographic information: The personality traits of the targeted audience are ambitious, self-care enthusiasts, trend-awareness and values and quality over quantity. Their values and beliefs are believing in self-care are crucial for mental and physical well-beings, seeks premiums yet affordable luxury sustainable and ethical brands (Ismael, 2022).  The lifestyle choices of the targeted audience are regulatory shops at Next for workwear, beauty products and home décor. They engage with social media influencers for beauty and wellness tips as well as work in fast-paced environments and prefer convenient and high-quality skincare solutions.   The pain points of such audience is the busy lifestyle limits time for lengthy spa appointments, and overwhelmed by too many skincare choices. They seek expert guidance and prefer affordable luxury experiences without spending excessively.   
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Product: Next Beauty Spa is the premium extension of Next Plc’s beauty assortment, providing an array of in-store skincare as well as wellness services developed for optimising customer experiences. The services entail facials, massages, personalised skincare consultations and manicures, carried out by trainline beauty skincare treatments within a convenient as well as familiar retail environment (Husin et al., 2022). To differentiate the Next Beauty Spa from its rivals, exclusive collaborations with premium beauty brands will be founded. Such makes sures that the products employed for the treatment are of the highest quality and resonate well with the consumer preferences for trusted and creditable skincare solutions.                    
Price: Next Beauty Spa employs a premium but also accessible pricing strategy, confirming that services are affordable as well as ensuring exclusivity. Pricing will be in the range of £40 to £120 per service, depending on the complexity of the treatment as well as the duration. Such a pricing structure lures in working professionals and individuals seeking high-quality skincare services in the absence of exorbitant costs linked with luxury spa chains (Perreault et al., 2021). A subscription model will be used to allow customers to receive discounts on repetitive business. Subception tiers will entail basic, premiums as well as VIP memberships, each offering progressively higher benefits, for example additional discounts, early access and free services to new treatments. Such models’ nurtures brand loyalty, and confirms a consistent stream of repeat customers.            
Place: Next Beauty Spa will be strategically situated within Next Beauty retail stores within mainstream cities to ensure maximum accessibility and visibility. Such spa sections will be formulated as exclusive, peaceful spaces which offer customers a relaxing experience away from the hustle of shopping (Husin et al., 2022). The business will also use online booking systems that will be implemented into the Next’s website as well as a mobile app enabling customers to schedule appointments effortlessly. Such features will also offer service descriptions, tailored suggestions, and therapist availability as per their past visits.              
Promotion: for promoting such, Next will use marketing efforts for Next Beauty spa will focus on nurturing a strong digital as well as in-store presence (Husin et al., 2022). A social media campaign will be introduced in collaboration with the influencers, skincare professionals, and beauty bloggers for showcasing treatments, skincare tips and customer testimonials. Platforms like Instagram, YouTube and TikTok will be used for creating engaging content which aligns well with the targeted audience. 
To lure in-store traffic, free constatations events will be arranged, offering customers with tailored skincare assessment along with the trial treatments. Such events will spark excitement and inspire customers to experience Next Beauty Spa offerings directly (Perreault et al., 2021). A loyalty program, implemented with Next rewards, will be launched for rewarding repeat business. Customers earn points for each spa service, which they can redeem for discounts on future treatments or beauty products, improving engagement with the brand.     
People: At the centre of the Next Beauty Spa’s success is its team of highly trained beauty therapists as well as skincare advisors. Such professionals will experience ongoing training to stay informed on the trends of the industry, new skincare techniques, and product understanding. Customer service optimisation is the top priority of the organisations, with the staff confirming that every visitor is offered a tailored and premium experience (Alzoubi, 2022). From the warm greetings at the check-in to expert guidance during treatments, the staff will serve a critical role in nurturing the social image of the brand for care and quality.                 
Process: The spa experience will be smoothened via seamless appointment booking systems and provided through online and in-store options (Paley, 2021). Customers can easily schedule appointments, offering automated reminders and modify bookings for enhancing convenience. A consultations-based approach will be used where skincare therapists evaluate individual requirements before suggesting preferred treatments. Such ensures a tailored experience, making customers feel understood and valued.   
Physical evidence: The in-store spa sections will be developed for nurturing a luxurious and calming environment, optimising the overall experience for the customers. Modern as well as minimalist décor, soothing and soft lighting, and music will contribute towards a sense of relaxation, confirming that customers link Next Beauty Spa via high-end self-care (Paley, 2021). To maintain brand consistency, premium product packaging will be launched for take-home treatments. Customers purchasing skincare products post-treatment will be offered sophisticatedly designed packaging which resonates with the Next Beauty spa’s premium positioning.         
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In conclusion, Next Plc, a mainstream UK-based fashion and homeware retailer, is developing its beauty assortment with the introduction of Next Beauty Spa, which is an in-store skincare and wellness providing customers with premium as well as accessible beauty treatment within certain retail spaces. By employing professional skincare services with its current beauty product line, the organisation aims to optimise the experience for the customers' hike in foot traffic and solidify its brand appeal. Using a well-formulated STP strategy and marketing mix, the organisation will offer affordable luxury, differentiating itself from its rivals.  With strategic promotions, expert-led services, and tailored customer experiences, the organisation aims to improve its presence in its beauty environment, confirming long-term growth and a competitive edge within the developing retail environment.     
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