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[bookmark: _heading=h.7lvsvv88iknx]1. Introduction
Dyson Ltd. is a British technology company renowned for its engineering excellence and innovative design in household appliances. The company, founded in 1991 by Sir James Dyson, has disrupted traditional markets with its vacuum cleaners, air purifiers, hair care products, and hand dryers. Dyson is a leader in the engineering and consumer electronics sectors, known for its commitment to producing high-quality, technologically advanced products that solve everyday problems. The company's ethos of innovation and performance has made it a household name, with products sold worldwide (Dyson, 2025).
This report recommends that Dyson should expand its brand to produce eco-friendly smart home appliances during a period of market growth. The rise of sustainability in purchasing choices allows Dyson to use its current engineering knowledge to develop eco-friendly household tools, including solar-powered air purifiers. The proposed expansion will honour Dyson's innovation heritage as it meets the rising consumer need for eco-friendly home products.
The smart home appliances market is soaring all around the world. By 2033, the market is anticipated to grow to $81.05 billion, as was observed in 2024 when it was assessed at $39.22 billion (Patil, 2025). Dyson’s entry to this space would enable the company to get a significant market share, along with raising its brand’s standing as a forward-looking and sustainable brand. Dyson should expand to the market, introducing this brand extension because it is an opportunity for a broader product range and is responding to the changing needs of the dynamic consumer.
Figure 1: Smart Home Appliances Global Market Projection (Source: Patil, 2025)
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[bookmark: _heading=h.c372liphwxs1]2. Brand Extension
[bookmark: _heading=h.b3lvlnhhghdb]2.1 Proposed Brand Extension
Although Dyson is well known for its innovation in the household appliances domain, this is an area that it is well prepared to venture into with the budding market of eco-friendly smart home appliances. Products such as solar-powered air purifiers, energy-efficient vacuum cleaners or smart home automation devices that sunder themselves naturally by present Dyson technologies should be included in this extension. Dyson can utilise its experience in motor design and the airflow dynamics for the development of energy-efficient, sustainable products and quality home products that suit the rising consumer demand for environment-friendly and energy-efficient home solutions (Waris and Hameed, 2020).
The smart home appliances market is witnessing a healthy growth across the globe. It is forecasted to register a CAGR of 8.4% from 2025 to 2033 (Patil, 2025). At the same time, the air purifier market size will showcase a CAGR of 6.7% over 2024–2033 and is estimated to reach $29.65 billion by 2033 from $16.54 billion in 2024 (Straits Research, 2025). The growth here is by increasing awareness of indoor air quality among consumers and the use of smart technologies in home appliances.
[bookmark: _heading=h.295fxqcvzqnj]2.2 Value Addition
Dyson has a reputation for it’s excellent engineering, innovation and high performance products. The design already demonstrates Dyson’s commitment to efficiency and sustainability in the way of Dyson digital motors which are much more energy efficient than standard brushed motors (Dyson, 2024). The existing brand values fit perfectly to the brand extension proposed in eco-friendly smart home appliances. Thus, Dyson can enhance its image as a company that provides high quality performances and contributes to sustainable living (Hammami and Othmani, 2024) by introducing its products with the solar technology and energy efficient. This would add to the layered ethos of environmental responsibility, providing the highest performance possible, that is, Dyson would be first able to achieve unparalleled levels of innovation when combined with environmental responsibility.
Also addressing a huge market gap of a growing demand for sustainable and smart technology, it extends into eco-friendly smart home appliances. Eco-conscious consumers are now opting for products which intend to reduce their energy consumption as well as have a lesser environmental impact (Bhutto et al., 2020). As global trends lean towards environmental responsibility and the drive to smart homes, consumers have shifted their focus to energy consumption and purchase items that enable consumers to monitor and control how much energy their home consumes. Dyson can also introduce products in this emerging market demand, such as solar-powered air purifiers, low-energy vacuums, etc.
[bookmark: _heading=h.sdlhtypcarhg]3. STP for the New Brand Extension
[bookmark: _heading=h.5bpofi4a0l6f]3.1 Segmentation
Segmentation is breaking down a wide consumer or business market into subgroups of consumers who share some sort of characteristics (Kotler and Keller, 2016). Based on a number of key variables, the market could be segmented for Dyson’s proposed brand extension into eco-friendly smart home appliances.
Demographic Segmentation:
· Age: Millennials (ages 25-40) and Generation Z (ages 18-24) will be the primary targets because they are very sensitive to environmental sustainability as well as the presence of smart technology in their homes (Pinho and Gomes, 2024).
· Income: Dyson’s premium branding, in terms of its premium positioning of the product, implies the company’s focus on middle to high-income households who are willing to invest in innovative long long-lasting and environmentally friendly products.
Geographic Segmentation:
· Urban Areas: Dyson can aim at customers located in urban areas, where people are often more ready to implement smart technologies and sustainable living.
Psychographic Segmentation:
· Eco-Conscious Consumers: Consumers seeking to reduce their carbon footprint and adopt green living practices would be attracted to Dyson’s eco-friendly smart appliances (Schill et al., 2019).
· Tech-Savvy Consumers: Smart connectivity and the ability to control and monitor their appliances remotely are regarded as valuable by these consumers.
Behavioural Segmentation:
· Benefit Segmentation: Dyson can target customer segments that want advanced products which balance efficiency and sustainability. Customers who possess Dyson items would welcome the company bringing sustainable innovations to their residential spaces.
[bookmark: _heading=h.2wq63ch3woe8]3.2 Targeting
Dyson can adopt a differentiated marketing strategy to target multiple segments based on the identified needs:
· Eco-Conscious Homeowners: This segment is highly concerned about reducing their environmental impact. Dyson can target them with energy-efficient, solar-powered, and low-carbon footprint smart home appliances.
· Affluent Consumers in Urban Areas: Dyson’s products are often seen as premium, and this segment can be targeted with a focus on innovative and sustainable technology. They are likely to appreciate the brand’s combination of high-quality performance and eco-friendliness.
· Tech-Savvy Early Adopters: These consumers are interested in the latest technologies and would be attracted to Dyson’s smart home appliances, which offer seamless integration with other smart devices and provide real-time data.
[bookmark: _heading=h.u178rvxj17z8]3.3 Positioning
Positioning defines how a brand is perceived in the minds of consumers relative to competitors (Kotler and Keller, 2016). Dyson’s positioning for the new eco-friendly smart home appliances will leverage its reputation for innovative engineering and high performance, while differentiating it through sustainability and smart connectivity.
· Positioning Statement: "For tech-savvy and eco-conscious consumers who seek cutting-edge, sustainable home solutions, Dyson offers eco-friendly smart home appliances that combine advanced engineering with energy-saving technologies, delivering a connected, environmentally responsible living experience."
· Brand Positioning Based on Fit with Existing Products: Dyson’s existing products, like the Dyson V15 Detect vacuum cleaner and Dyson Pure Cool air purifier, are already associated with performance and engineering excellence. The brand extension will maintain these associations while adding the sustainability element. By implementing solar power capabilities and energy-saving modes, Dyson can distinguish its products, which would serve both their current customers and attract environmentally minded new consumers.
· Competitive Frame of Reference: Some competitive brands operating in the premium segment now enter both the smart home and sustainability markets with their brand portfolio, including Samsung and LG. The marketplace will distinguish Dyson through its combination of performance engineering combined with environment-friendly product features. The reliability alongside innovative technology that Dyson delivers provides its market position by aligning eco-friendly features with state-of-the-art performance that typical competitors do not match (Sanny et al., 2022).
[bookmark: _heading=h.5blncw2h0ccv]4. Customer Personal Profile
Dyson needs to identify its target market for eco-friendly smart home products to achieve successful brand extension. This profile brings together demographic along with psychographic elements to develop an entire concept of their standard consumer.
Table 1: Customer Personal Profile for Eco-friendly Smart Home Appliances.
	DEMOGRAPHIC

	[bookmark: _heading=h.8dxdsu42fwax]Attribute
	Details

	Age
	Millennials and Generation Z (between 18 and 40 years old)

	Gender
	Targeted equally at both male and female consumers, as smart home appliances appeal to all genders.

	Income
	Middle to high-income households.

	Occupation
	Young professionals who value convenience and smart living.

	

	PSYCHOGRAPHIC

	Attribute
	Details

	Values and Attitudes
	Focus on sustainability, reducing carbon footprint, and the desire for environmentally friendly products.

	Lifestyle
	Tech-driven, connected lifestyle with a focus on smart home integration and energy efficiency.

	Buying Behaviour
	Premium buyers who seek long-term value, high-quality performance, and who prefer products that combine efficiency with sustainability.

	Aspiration
	Desire to live in a smart, efficient, and sustainable home. Aspire to reduce energy consumption and carbon footprint while integrating smart technologies.



Dyson's eco-friendly smart home appliances target its market, which is mainly composed of environmentally aware, tech-savvy and performance and sustainability savvy consumers. By focusing on these consumers, Dyson will be able to position the brand to capture and keep a growing segment of the smart home market.

[bookmark: _heading=h.98rf9qq6fdg8]5. Marketing Mix Strategy
According to Kotler and Keller (2016), the marketing mix refers to the key elements of a company’s product offering, which should be used reliably to satisfy the customer's needs and achieve the required marketing objectives. The strategy for Dyson's eco-friendly smart home appliances will be based on the 7Ps: Product, Price, Place, Promotion, Process, People, and Physical Evidence. Each of these elements will be tailored to support the brand extension, ensuring Dyson’s new product line resonates with its target audience.
[bookmark: _heading=h.unl1l9vkaab2]5.1 Product
The product offering for Dyson’s brand extension will consist of eco-friendly smart home appliances, focusing on sustainability, smart technology, and energy efficiency. Key products include:
· Solar-Powered Air Purifiers: Using solar panels to power the device, these air purifiers will provide energy savings while maintaining Dyson's high performance in cleaning the air.
· Energy-Efficient Vacuum Cleaners: Dyson vacuum cleaners will have low-power modes to keep their industry-leading suction power while at the same time using less energy. With smart technology, users will be able to monitor energy usage through a mobile app (Shareef et al., 2018).
· Smart Home Integration: This product will be smart home integrated, making it able to be controlled and monitored from a mobile phone without requiring any additional devices.
[bookmark: _heading=h.pauc2v380s9x]5.2 Price
Since Dyson is a premium brand, the price would be premium too, reflecting the quality and innovation that characterise the brand.
· Skimming Pricing Strategy: Dyson may initially adopt a price skimming strategy from the start by setting high prices, which would exploit the premium value of eco-friendly smart home appliance (Lotfi et al., 2024).
· Long-term Pricing Strategy: As the market matures and competition grows, Dyson will make price competitive to ensure attractiveness of the product line to a broader segment as production efficiencies and economies of scale will be achieved.
[bookmark: _heading=h.5wsiajgbabus]5.3 Place
The distribution strategy for Dyson’s eco-friendly smart home appliances will focus on both online and offline channels to ensure wide accessibility to target consumers.
· Direct-to-Consumer (D2C): The congruence will be a major sales booster for Dyson’s online and offline store, as it will target consumers who are tech-savvy. Those who prefer a comfortable and seamless digital shopping experience from the comfort of their homes will love the offer of direct delivery, detailed product descriptions, etc.
· Retail Partnerships: Partnerships with retailers such as John Lewis and Currys PC World will ensure that Dyson products are available in key locations, especially in urban areas where there is a high demand for smart home devices (Tsai et al., 2022).
· Global Reach: In addition, Dyson should also enter international markets like North America, Europe, and Asia-Pacific due to the increasing popularity of smart home technologies and living an eco-friendly life.
[bookmark: _heading=h.qu46gsf2fyhs]5.4 Promotion
Dyson’s promotional strategy will focus on highlighting the brand’s sustainability and smart technology features. The key promotional activities will include:
· Digital Marketing and Social Media: To promote eco-friendly and innovative offerings, Dyson will use advertisements on social media platforms like Instagram, Facebook and YouTube.
· Content Marketing: Dyson can publish high-quality content like blogs & videos & customer testimonials to educate consumers about the benefits of energy-efficient products (Ali Al-Ababneh et al., 2025).
· In-Store Promotions and Demos: Customers will be able to go in-store and have a hands-on experience with the products and see how to integrate a smart life with them.

[bookmark: _heading=h.gu9iz6vh8wf9]5.5 Process
The process element focuses on how Dyson delivers the product to consumers and ensures that the customer experience aligns with the brand’s premium positioning.
· Efficient Production: Dyson will work with sustainable suppliers to ensure that the production of smart home appliances is energy-efficient and reduces environmental impact. Additionally, Dyson’s commitment to quality control will guarantee that all products meet the company’s stringent performance standards.
· Customer Experience: A dedicated online interface for troubleshooting, setting up products, and warranty services, as well as excellent customer service through a dedicated support team, will be provided by Dyson.
[bookmark: _heading=h.ngm02skd7qjd]5.6 People
Major stakeholders of Dyson fall under the “people element”, including employees, along with partners and customer service representatives who represent corporate values while delivering promised brand experiences.
· Staff Training: Dyson employees will be familiar with the product’s sustainability features to answer customer support calls. Dyson also promises to spend money on continuous training so that the company remains ahead of smart home technology.
· Customer Engagement: Loyalty programs will foster the development of Dyson’s fledgling brand community by awarding customers with rewards for buying products and providing feedback.
[bookmark: _heading=h.mgmmfkdutiyo]5.7 Physical Evidence
Physical evidence refers to the tangible elements that help convey the quality and innovation of Dyson’s products (Kotler and Keller, 2016).
· Product Packaging: In line with the eco-conscious values of Dyson’s target customers, its smart eco-friendly appliances will be packaged using recycled and minimalist materials, showing its commitment to sustainability (Nguyen et al., 2020).
· Retail Environment: Sleek, modern designs of Dyson’s retail spaces would underline the premium nature of the brand and of the innovative technology behind the products. Dyson will showcase how its appliances can add to smart homes and how they will help consumers’ everyday lives in in-store displays.
[bookmark: _heading=h.z5rxf8ixz92m]6. Conclusion
Dyson’s entry into the eco-friendly smart home appliances market is a good opportunity to introduce a wider variety of products to its existing customer base while staying true to its culture of innovation and performance. As the demand from consumers for sustainable living solutions moves up, and the market of smart home technology grows rapidly, it’s clear that Dyson’s ability to use its innovative technologies to develop energy-saving and green products will meet the demand from the eco-oriented consumers.
Dyson should ensure the brand extension is launched successfully by sustaining its commitment to sustainability in both the product features and the entire value chain (production, packaging). In the early phase, strategic pricing backed by the premium nature of the brand and positioning as a brand for the eco-conscious early adopters would be very important. Dyson should also take part in heavy digital marketing to attract tech-savvy and ecologically conscious individuals through targeted advertisements to convey that new products are born of innovation.
Dyson must focus on making sure its products easily connect with other smart home solutions to attract technology fans to their products. The brand can raise visibility through sustainable influencer partnerships and through working with eco-friendly home improvement shops to boost adoption.
Ultimately, a commitment to innovation and also to sustainability will see Dyson in the leading position of the eco-friendly smart appliance market and attract the attention of more and more consumers looking for the choice of buying smarter and more sustainable products.
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