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[bookmark: _Toc215942178]1. Introduction
The assignment develops a wellness-technology concept of Marks and Spencer through the application of STDP and marketing mix in a systematic manner. It introduces Lumos line, an extension of the brand that meets the increased demands of consumers to have better sleep, less stress, and wellbeing at home (Hanaysha, Al Shaikh and Alzoubi, 2021). The project analyses the target market, competition and differentiation opportunities and develops a product, price, place and promotion strategy. These insights are condensed into a rich, convincing communication by way of a poster and a pitch. They all demonstrate that M&S can penetrate a rapidly developing category with a luxury, science-based wellness brand.  



[bookmark: _Toc215942179]2. Element 1: STDP Analysis For “The Lumos Line”
[bookmark: _Toc215942180]2.1 Company Overview – Marks & Spencer (M&S)
The reputation of Marks and Spencer (M&S) has a history of quality, trust and luxury lifestyle positioning of the brand in clothing, food and homeware. The brand appeals to the customers who value reliability, high-end design and a balanced way of life; however, the company has not penetrated the market of Health and Wellness Electronics, yet the market is characterised by a significant increase in sleep products, mood-regulating gadgets, and home-based wellbeing systems (Caliskan, Özkan Özen and Ozturkoglu, 2021). The move into this category will be consistent with the changing consumer behaviour, where wellbeing, stress alleviation, and smart home regimes are increasingly prioritised. Launching a wellness-technology product would thus allow M&S to strengthen its relevance in the modern-day home life and cash in on its brand equity in home comfort, security and design.
[bookmark: _Toc215942181]2.2 New Brand Concept – The Lumos Line
The Lumos Line marks the foray of Marks and Spencer into the world of technologies in wellness, which is rapidly developing. The first product of the line is the Lumos Circadian Mood Lamp. It incorporates cutting-edge lighting science with calming aromatherapy to assist individuals in creating healthier daily habits. It employs an LED spectrum according to the circadian rhythm of the body (Idogawa, Bizarrias and Câmara, 2023). The coolness of the colour refreshes you in the morning, the warmness of the colour relaxes you before going to sleep, and the amber light with a low stimulus level conditioning makes you sleepy. Its colour-temperature cycle is automatically managed, and it maintains your energy level as well as enhancing sleep hygiene. The lamp also has a heatless aromatherapy diffuser, which emits essential oils without heating them. This maintains the purity of the oils, provides a consistent smell and gets rid of the dangers of heated diffusers (Das et al., 2021). The combination of scientifically based wellness attributes and sophisticated design, the Lumos Line marks the apparent departure of the traditional ornamental lighting of M&S. It utilises rising consumer interest in relieving stress, being mindful, and getting better sleep, particularly in the current post-pandemic lifestyle.
[bookmark: _Toc215942182]2.3 Segmentation
The UK wellness-tech market can be segmented into three dimensions.
Demographic Segmentation: Demographic segmentation is the definition of adults between the ages of 25 and 55 with upper-middle income, including working professionals, remote workers, families with young children, and environmentally-conscious shoppers who spend on high-quality home products of high-quality (Kwok, Tang and Yu, 2020).
Psychographic Segmentation: Psychographic segmentation identifies those who want to improve their sleep, those who are wellness-lifestyle adopters, mindfulness-oriented consumers and those who are tech-comfy users (Dora et al., 2022). These customers treasure tranquil environments, high-end design, and wellness solutions founded on science, and they are most likely to buy products that will augment routine, serenity, and personal well-being.
Behavioural Segmentation: Behavioural segmentation describes consumers who were driven by the need to sleep better, regulate moods, relax, and even use aromatherapy. Their consumer behaviour involves research on wellness products online, subscribing to routine-based influencers, and the preference for those items that enhance the mood at home (Kwok, Tang and Yu, 2020). One of the attributes is reliability, which has led to most people relying on brands which are reputed to deliver quality.
[bookmark: _Toc215942183]2.4 Targeting Strategy
The main target group will include health-conscious working individuals between the ages of 25 and 45 who have job-related stress and enjoy organised schedules. They are high-income, tech-savvy, and buy wellness subscriptions and smart devices for their homes on a regular basis. The secondary target market will be lifestyle-conscious consumers aged between 30 and 55 years who regularly purchase M&S Home products (Marion and Fixson, 2021). They are concerned about appearance and prefer high-quality products that will improve the atmosphere of the interiors. The two segments have strong commercial potential due to their spending power, desire to take care of themselves, and confidence in the quality of M&S products.
[bookmark: _Toc215942184]2.5 Differentiation Strategy
The Lumos Circadian Mood Lamp stands out with a set of qualities: credibility of the M&S brand, the use of circadian lighting and aromatherapy, a heatless perfume system maintaining the purity of essential oils, and a modern minimalist design, which is consistent with M&S Home (Yusuf and Matiin, 2022). The personalisation is provided by optional smart-app connectivity, whereas the basis of the lamp in light science and circadian health provides the lamp with a better wellness offering compared to generic decorative lamps or diffusers.

[bookmark: _Toc215942185]2.6 Positioning Strategy
Positioning Statement: To wellness-conscious consumers who demand better sleep and relaxing routines, the Lumos Circadian Mood Lamp is the high-end mood-changing light offered by M&S to balance circadian rhythm and provide natural aroma, thus combining scientific wellness with the luxurious interior design (Nguyen-Viet, 2023). Competitors of the product include Philips Wake-Up Light, Hatch Restore, and generic Amazon diffusers, where the product will offer better aesthetic appeal and science. The product would be positioned on a perceptual map as a high wellness science and high aesthetic luxury merge point, which would highlight its two competitive advantages.
[bookmark: _Toc215942186]3. Element 2: Marketing Mix (4ps) For “The Lumos” Circadian Mood Lamp
[image: What is the 4P Marketing Matrix? | Business.org]
Figure 1: Marketing Mix (4ps)
Source:
[bookmark: _Toc215942187]3.1 Product Strategy
Lumos Circadian Mood Lamp is an expensive wellness device combining evidence-based light therapy with clinically safe aromatherapy. It enhances the quality of sleep, mood, stress and promotes a healthy circadian rhythm-values that consumers are increasingly demanding in their homes about wellness products. The lamp has a circadian LED spectrum which changes over the day to help focus in the morning, be awake in the afternoon and relax in the evening (Rehan, Thorpe and Heravi, 2024). There is a special Sleep Mode that employs low stimulation amber light to ensure that the levels of melatonin are preserved. The heatless aromatherapy system dispenses essential oils without burning, therefore keeping purity and maintaining an even spread of diffusion. It is made with a matte ceramic base, soft-feeling fabric shade, and smooth lines, which match the M&S Home aesthetics (Othman et al., 2021). Other values include two years of warranty, replaceable fragrance pods, digital instructions via QR, in-store demonstrations, customer services, and the Sparks reward loyalty program. The combination of these factors makes Lumos a worthy and valuable participant in the wellness-technology market.
[bookmark: _Toc215942188]3.2 Price Strategy
Lumos employs a value-based premium pricing strategy that considers its superior design and multi-purpose. Wellness-tech shoppers not only assess products based on the cost, but also on the perceived value (Rehan, Thorpe and Heravi, 2024). The availability of such competitor products as the Hatch Restore (£129- £149) and the Philips Wake-Up Light (£120- 160) demonstrates that people can spend more money on products with scientifically supported sleep and mood solutions. M&S can offer a quality and differentiated launch price of £149- £569 due to its strong brand.  
Lumos combines intelligent circadian light and heat-free aromatherapy and is placed above standard diffusers (£30-£60) and decorative lamps (£40-£90). The consumers would take the price premium due to the benefits of daily wellness, high level of safety and long-term benefits. The plan is in line with the habits of self-care consumers who invest in the products, enhancing routine and wellbeing (Qin, Wang and Luo, 2022). Affordability may be boosted by innovation of loyalty rewards, first mover offers and member benefits without diminishing the perceived premium value. In general, this pricing strategy makes Lumos compete and allows maintain good margins.
[bookmark: _Toc215942189]3.3 Place Strategy (Distribution)
Lumos Lamp will have an omnichannel distribution strategy that will ensure that the product is sold on the internet and in physical locations. The main platforms are the websites and mobile applications used by M&S that provide an attractive product story, 360-degree product imagery, and customer reviews that push wellness-tech product purchasing (Othman et al., 2021). M&S has a well-developed e-commerce platform that simplifies shipping, click-and-collect and returns to new customers. In-store distribution will be done by selected M&S Home flagship stores that have leisure and bedding facilities. The lamp will be displayed by retailers in interactive wellness zones where the client will be able to try lighting settings and aroma pods, and thereby differentiate the product from conventional lighting and prove its scientific and aesthetic value. During Sleep Well with M&S or Winter Wellness campaigns, it can enhance reach by having pop-up installations, which will be located next to bedding, home fragrances, and relaxation products as a form of cross-category targets (Yusuf and Matiin, 2022). M&S has a good brand recognition and distribution network and, therefore, does not require external store relationships at the time of introduction, and the omnichannel strategy will connect Lumos with digital and physical in-store lifestyle shoppers.
[bookmark: _Toc215942190]3.4 Promotion Strategy
A coordinated marketing strategy will market the Lumos Lamp with the use of digital content, influencer partnerships, in-store experience, and wellness stories. Specific Instagram, Facebook, and YouTube ads will showcase diffused circadian lighting and scent. Minimal videos demonstrating light changes and moods are productive. Wellness creators, sleep coaches, mindfulness practitioners, and interior designers will be the influencer marketing targets (Marion and Fixson, 2021). Lumos is going to be promoted in their night- and morning-routine content as a visual and practical addition to healthy lifestyles. The partnerships with sleep therapists or relaxed-living blogs are supposed to enhance credibility. Display tables, aroma stations, and product walkthroughs guided by the staff will be offered in M&S stores. The advantages will be rapid by word of shelf talkers and posters. The exposure may be augmented with special events like self-care month, back-to-work and Christmas gift-giving. Press releases can be sent to lifestyle magazines, interior decor magazines and health magazines (Idogawa, Bizarrias and Câmara, 2023). Motivating an emotional response and clarifying circadian lighting science may be achieved by a Light That Restores launch campaign. Lastly, trial and repeat purchases will be encouraged by Sparks loyalty points, scent pod packages, and early-access offers.


[bookmark: _Toc215942191]4. Element 3 – Marketing Strategy Pitch
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[bookmark: _Toc215942192]5. Element 4: Reflection -Gibbs Reflective Cycle
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Figure 2: Gibbs Reflective Cycle 
Source:
[bookmark: _Toc215942193]5.1 Description
In this project, it was necessary to develop a new wellness-technology brand of Marks and Spencer, to create the Lumos Circadian Mood Lamp, and to build a marketing plan by using the STDP model and applying the 4P model (Das et al., 2021). As well, a poster and a pitch text were to be created and ready, which required the complicated ideas to be condensed into a short visual medium. An analytical rigour was a requirement of the task, as well as innovative decision-making, because the brand idea was developed, market segments outlined, and the lamp was placed as a practical business prospect.

[bookmark: _Toc215942194]5.2 Feelings
Preliminary trust prevailed with regard to the partnership with Marks and Spencer, considering the fact that the company had a strong brand identity, making the suggested growth possible. However, there were issues of whether the entry into the Health and Wellness Electronics industry was feasible. This confidence was later enhanced by further research on sleep-related products. By defining the technological basis and design considerations of the lamp, it was possible to synthesise creativity and rationality, and this was exhilarating (Hanaysha, Al Shaikh and Alzoubi, 2021). Despite the limitations the poster and pitch had in terms of size, they created the inherent visual composition, which was valued after completion.

[bookmark: _Toc215942195]5.3 Evaluation
Some of the project elements were implemented relatively easily. Demographic and psychographic trends were easily identifiable, making it easy to categorise the market in terms of wellness technology and enhancing the strength of the STDP analysis. The 4P elements were easily built by the nature of the product, which was a good fit for a premium positioning. The imaginative process of the brand name and demonstration of the functionality of the lamp are the points of strength of the undertaking. On the other hand, some of the details were a challenge. The congestion in the market resulted in the process of positioning the light against the competitors taking longer than expected. Realistic evaluation requires careful narrowing down of scientific pronouncements. The time limitation did not allow for trying other poster styles.

[bookmark: _Toc215942196]5.4 Analysis
Theoretical frameworks were used in making the decision. The STDP model explained the motivation of wellness buying, and the preservation of the premium image of Marks and Spencer was obtained through the organisation of the 4P components, which include product, price, distribution and promotion (Das et al., 2021). To expand an established retail brand, trust and consistency are necessary, and this has been supported by the modern branding theory. Consumer behaviour principles helped to understand how the influence of habit, stress, and domestic wellness affects purchasing decisions. With these combined, one can learn a lesson of creating a high-quality wellness product that would appeal to both the emotional and the practical aspects.

[bookmark: _Toc215942197]5.5 Conclusion
In the case of the project replication, a competitor analysis would be even more comprehensive, and an investigation of the real user preferences would be revised to support feature sets (Idogawa, Bizarrias and Câmara, 2023). Previous optimisation of the positioning statement would also be sought to set further strategic decisions in that direction.

[bookmark: _Toc215942198]5.6 Action Plan
The next set of activities will include accelerated prototyping, the gathering of primary feedback, and special attention to the repeated testing of pitch visuals (Nguyen-Viet, 2023). Moreover, the utilisation of design tools will be improved in an attempt to produce more refined marketing artefacts.





[bookmark: _Toc215942199]6. Conclusion
Marks and Spencer has an opportunity to expand in the wellness-technology market with the introduction of the Lumos Circadian Mood Lamp, a high-end, science-based product. Such demand among wellness and design-oriented customers is proven by the analysis of STDP. The 4Ps form a consistent approach that enhances brand equity and positioning in the market of M&S (Caliskan, Özkan Özen and Ozturkoglu, 2021). The concept is communicated well and emotionally, as seen in the poster and pitch. Altogether, the Lumos Line provides M&S with a plausible opportunity to increase relevancy and draw younger clients aboard as well as compete in a rapidly expanding category that focuses on wellbeing, routine, and modern home lifestyle.
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