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[bookmark: _Toc195908571]1. Introduction
Founded in 1884, Marks & Spencer (M&S) is a British multinational retailer that is regarded as a leading corporation in the retail world. Its three primary divisions are clothing and home, food and financial services, and on which the company has built its reputation. M&S' commitment to quality ethical sourcing and sustainability given in 'Plan A', its sustainability program launched in 2007, to become world's most sustainable retailer (Corporate.marksandspencer.com, 2025).
M&S is famous for its premium convenience foods in the food sector, its ready meals, and high-quality fresh produce. It is the company’s food offerings that focus on flavour, ethical sourcing, and meeting evolving palates preferences such as organic, plant based, and health conscious (Corporate.marksandspencer.com, 2025). M&S derives from an uncompromising commitment to the best quality of clothes and home for everyone. This company offers stylish, well made, value for money products that are timeless in design and practical in their function, rather than fast fashion. 
It reports on a strategic brand extension for M&S into the wellness sector through a new M&S Wellness launch, the combination of in store wellness cafés and nutrition consultation services. This analysis aims to assess whether they fit the current brand identity of M&S while also generating new streams of revenue and improving customer engagement. The market segmentation, targeting strategy, positioning, development of customer persona and complete marketing mix for this new wellness offer will be explored in the report.
[bookmark: _Toc195001863][bookmark: _Toc195908572]2. Brand Extension
[bookmark: _Toc195908573]2.1 M&S Wellness: Overview
In store wellness cafés and personalized nutrition services is M&S Wellness, a strategic brand extension. Dedicated café spaces would be included within current M&S stores, providing nutritionally balanced meals, functional beverages and wellness focused products, based on the concept (Corporate.marksandspencer.com, 2025). Located right beside these cafés, consultation rooms that encircle these cafés, offer private areas in which certified nutritionists offer personalized dietary advice, meal planning, as well as wellness coaching. This dual approach develops into a total wellness destination that educates the customer and provides imminently available, recommended nutritional products.
M&S's quality ingredients will form the basis of healthy menu options available from the cafés including protein-rich smoothies and nutrient dense bowls as well as plant based, gluten free and lower sugar options (Xu, 2023). In addition, the consultation service will be offered on a tiered membership basis, with one-time assessments to comprehensive ongoing wellness programs.
[bookmark: _Toc195908574]2.2 Alignment with Brand Values
M&S Wellness extension complements M&S's core brand values and positioning in target market very well in the following aspects:
Quality and Trust: M&S has been founded on delivering premium quality products and all at a price customers can trust (Shail, 2022). The commitment to wellness that the wellness extension maintains is to provide the nutritionally expert advice and high quality nutritionally rich food options.
Innovation: M&S has always proved itself ready to innovate to meet changing consumer preferences. Wellness stands for the forward-looking retail that combines the sales of products with personalized services to provide them with more engaging experience (Holmes and Hall, 2021).
Ethical Practices: The wellness concept naturally extends to ethical sourcing and sustainability, as the company has been committed to sharing its Plan A initiative, a long-standing commitment to ethical sourcing and sustainability throughout its products (Li, Wang and Zhang, 2023).
[bookmark: _Toc195908575]2.3 Market Value and Gap Analysis
1. Rising Health Consciousness: Post-Pandemic Consumer Priorities have changed drastically to prioritize preventative health and wellness, and giving nutrition a central role in the immunity and overall wellbeing (Gu & Li, 2023).
2. Demand for Personalization: Modern consumers increasingly seek personalized solutions rather than one-size-fits-all approaches to health and nutrition.
3. Wellness as Lifestyle: The niche market of wellness has become the mainstream with consumers looking for integration of wellness as part of daily routine (Morgan, 2022).
[bookmark: _Toc195908576]2.4 Competitive Differentiation
[bookmark: _Toc195001864]M&S provides nutritious food available in store with professional nutritional consultation, but providing access to products when needed most (Morgan, 2022). This creates a unique value proposition for M&S that distinguishes it from both traditional retailers and standalone wellness providers. 
[bookmark: _Toc195908577]3. STP for the New Brand Extension
[bookmark: _Toc195908578]3.1 Segmentation
Demographic Segmentation
	Variable
	Segments

	Age
	25-65 years (primary focus on 30-55)

	Gender
	All genders (slight female skew ~60%)

	Income
	Middle to upper-middle income (£35,000+ annual household income)

	Education
	Higher education or professional qualification (60%+)

	Occupation
	Professionals, managers, healthcare workers, educators

	Family Lifecycle
	Working professionals, parents of young children, empty nesters


Table 1: Demographic Segmentation
Geographic Segmentation
	Variable
	Segments

	Location
	Urban and suburban areas with established M&S presence

	Region Priority
	London, South East, metropolitan areas in Scotland & Northwest

	Store Format
	Focus on larger format stores and flagship locations initially

	Population Density
	Medium to high density areas with health-conscious populations


Table 2: Geographic Segmentation
Psychographic Segmentation
	Variable
	Segments

	Lifestyle
	Health-conscious, active, balanced lifestyle seekers

	Values
	Wellbeing-focused, quality-oriented, environmentally aware

	Interests
	Nutrition, fitness, preventative health, sustainable living

	Attitudes
	Proactive about health, willing to invest in wellbeing

	Social Class
	Middle and upper-middle class


Table 3: Psychographic Segmentation
Behavioural Segmentation
	Variable
	Segments

	Purchase Behaviour
	Regular M&S food shoppers (bi-weekly or more frequent)

	Benefit Sought
	Convenience, expertise, personalization, quality assurance

	Usage Rate
	Medium to heavy users of premium food products

	Loyalty Status
	M&S loyal customers and Sparks card members

	Readiness Stage
	Problem aware, solution seeking


Table 4: Behavioural Segmentation
[bookmark: _Toc195908579]3.2 Targeting
Primary Target Segments
· Health-Conscious Professionals (35-50): People that are time constrained and health conscious but want to get more career focused. (Schleper et al. 2021). Quality, convenience, and expert guidance is what they value regarding maintaining their wellbeing from busy schedules.
· Wellness-Oriented Parents (30-45): Parents looking for family nutrition and health education with guidance on balanced nutrition for themselves and their children. Trusted advice and convenient healthy options are valued (Wilshaw, Fowler and Wallace, 2021).
· Active Midlife Customers (50-65): Existing M&S customers entering a stage of life where health maintenance becomes more critical. They are more inclined to have higher disposable incomes and are also motivated by preventative health measures (Upadhyay, Kumar and Akter, 2021).
Targeting Strategy: M&S Wellness targeting strategy will adopt a unique targeting strategy through specific marketing in each segment and incorporate a consistent brand message during all communications. It leverages the already established M&S brand identity but also addresses the specific needs and motivations of each of the segments this approach recognizes (Tănase, 2021).
The targeting strategy is appropriate because:
· It focuses on segments already aligned with M&S's premium positioning
· It captures consumers at different life stages with ongoing wellness needs
· It targets groups with sufficient purchasing power for premium wellness services
· It allows for cross-selling between existing M&S offerings and new wellness services
[bookmark: _Toc195908580]3.3 Positioning
Positioning Statement: To cater to Health-conscious consumers who want quality and convenience in food and M&S Wellness is the premium wellness destination which combines expert nutritional guidance with quick access to nutrition optimized food options that blend seamlessly with the rest of the retailers and standalone wellbeing sellers (Jones, 2025).
Competitive Positioning: M&S Wellness will have a competitive positioning compared to other competitors:
	Competitor Type
	M&S Wellness Differentiation

	Traditional Supermarkets
	Higher quality wellness offerings, expert staff, personalized service

	Health Food Retailers
	Greater convenience, mainstream appeal, integrated approach

	Nutrition Consultants
	Immediate product access, trusted brand backing, more accessible pricing

	Wellness Cafés
	Superior food quality, expert guidance, broader wellness ecosystem


Table 5: Competitive Positioning
Using M&S’s established brand strengths of quality and trust combined with additional dimensions of expertise and personalization, the positioning leverages M&S’s existing brand strengths. This means that the M&S Wellness concept differentiates clearly in the consumer’s mind as between a medical service, and not just a retail service, but as a wellness partner, accessible between professional nutrition advice and everyday practical application (Vander Weyer, 2024).
Store design, staff training, marketing communications, and customer experience will reinforce this positioning consistently, to ensure that M&S Wellness is perceived as a natural extension of the M&S brand promise, but with distinctive added value in the wellness space.
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	Primary Customer Persona: 

Sarah Mitchell
	[image: ]

	Category
	Characteristics

	Demographic Profile

	Age
	42

	Gender
	Female

	Income
	£65,000 per annum

	Occupation
	HR Manager at a medium-sized corporate firm

	Education
	University degree (Bachelor’s in Business)

	Family Status
	Married with two children (ages 10 and 14)

	Location
	Suburban area near major city (Surrey)

	Housing
	Owns a 4-bedroom house in a well-established neighbourhood

	Psychographic Profile

	Values
	Quality over quantity, health-consciousness, family wellbeing, ethical consumption, work-life balance

	Attitudes
	Proactive about health, believes in preventative wellness, values expert opinion, willing to pay premium for quality

	Lifestyle
	Busy professional balancing career and family, exercises 2-3 times weekly, enjoys cooking when time permits

	Interests
	Yoga, healthy cooking, family activities, reading wellness content, weekend countryside walks

	Social Media Usage
	Active on Instagram and Pinterest for wellness inspiration, uses Facebook to connect with family

	Buying Behaviour

	Shopping Frequency
	Visits M&S 1-2 times weekly for food shopping

	Loyalty
	Long-term M&S customer, active Sparks card member

	Spending Pattern
	Willing to spend 15-20% more for products perceived as healthier or better quality

	Purchase Triggers
	Nutrition content, health benefits, convenience, ethical sourcing

	Purchase Barriers
	Lack of time, unclear health benefits, perceived complexity

	Health & Wellness Profile

	Health Goals
	Weight management, increased energy, family nutrition education

	Wellness Challenges
	Limited time for meal planning, conflicting nutrition information

	Current Habits
	Meal plans, when possible, reads food labels, occasionally uses health apps

	Wellness Knowledge
	Moderate understanding but seeks expert validation

	Aspirations

	Personal
	Maintain health and energy as she ages, set positive example for children

	Professional
	Maintain high performance while reducing stress

	Family
	Instil healthy habits in children, create balanced family nutrition

	Lifestyle
	Achieve better integration of wellness practices into busy routine


[bookmark: _Toc195908582][bookmark: _Toc195001866]Table 6: Primary Customer Persona
[bookmark: _Toc195908583]5. Marketing Mix Strategy 
Product: M&S Wellness strategy involves combining premium food offerings and professional nutrition service under a dual product strategy. The wellness café menu will offer nutrient optimized dishes with designated health benefits in functional beverages, protein rich options and seasonal rotation for targeted wellness needs. Assessments, personalized nutrition plans, as well as ongoing support through both in person and virtual channels will be included in the consultation services (Shail, 2022). The custom M&S Wellness app will combine with the Sparks loyalty program providing personalised recommendations and tracking.
Price: M&S Wellness will apply a premium indexed pricing approach that reflects the quality positioning as well as to be affordable in target segments. Functional beverages on the Café menu will be priced from £4.50 to £7.50, and main meal items from £8.95 to £12.95. The structured consultation services include £75 initial assessment, £45 follow up sessions and membership packages of £199–£499 per quarter, service and family coverage levels (Joshi and Gabhane, 2022). Partial redemption of consultation fees in exchange for food purchases will enhance value through preferential pricing for Sparks members and corporate wellness packages for business clients.
Promotion: An integrated marketing communications plan will be employed by M&S Wellness to promote the campaign. A dedicated website section, targeted social media campaigns targeting wellness focused platforms, personalized email marketing to existing customers, and paid search targeting health related keywords will make up digital marketing (Corporate.marksandspencer.com, 2025). The product will be sampled in store, there will be digital signage, cross promotion with related M&S lines and regular wellness events (Asche et al. 2021). Partnerships with world class health influencers, media launches coining genomic research and innovation retail wellness, nutritionist authored topics in magazines in varied lifestyle. The Sparks program will be leveraged in Loyalty Marketing for additional benefits in the form of wellness services, wellness challenges with rewards as well as customer referral program.
Place: Strategic placement and multi channels accessibility are to be introduced to increase customers convenience. In the first phase, 25 handpicked flagship and bigger-format stores in health-conscious neighbourhoods will open, followed by a roll out to another 50 stores at a slower rate in year two (Corporate.marksandspencer.com, 2025). Wellness spaces will be placed adjacent to food halls in stores to create natural customer flow and cross shopping. Online booking for digital access, virtual consultation options for remote customers, and click-and-collect functionality of pre-order of wellness café will be available.
Process: This will centre around the creation of seamless customer experience across café and consultation services. There will be a streamlined check-in process on arrival via tablets with less wait time. The approach is structured and consults a given consulting session in an effort towards consistency while enabling personalization, and a digital summary of the recommendations is provided (Jones, 2025). Email follow ups will engage them further, and with your continued support, they will be more likely to come in for a keep watching appointment. Customization and clear communication of waiting times and preparation methods will be available in the café through digital kiosks to address nutritional needs.
People: The success of M&S Wellness will largely rest on the ability to recruit, train, and retain qualified staff who are experienced in the subject and follow M&S’ service standards. All nutritionists will be certified, qualified professionals with a recognized qualification and experience in practical nutrition, and will receive extra training in the M&S brand values and product range. Staff in cafes will be trained on nutritional knowledge, allergen awareness and be able to explain the wellness benefits of menu items (Wilshaw, Fowler and Wallace, 2021). There will be a dedicated wellness manager in each location that will oversee their operations which includes both the café and consultation, and ensure that a consistent service delivery and integration across functions.
Physical Evidence: Special features that help convey professionalism, warmth and wellness will be incorporated into the physical environment of M&S Wellness spaces. The cafe design will be bright, clean and highlight natural materials, a lot of plant life and subtle wellness messages conveyed through design (Morgan, 2022). The consultation rooms will be soundproof, provide privacy and comfort with professional equipment for assessments and educational digital displays. All uniforms will therefore be staff uniforms, matching branding to their standard M&S attire, but with wellness appropriate styling in brand colours.
[bookmark: _Toc195001867]6. Conclusion
For Marks & Spencer, the M&S Wellness brand extension represents a strategic evolution that harnesses the company’s existing strongest positions while addressing developing consumer need in a new health and wellness space. Through its integration of premium wellness focused food offerings to M&S’ nutrition consultation services, M&S will position itself as a differentiated brand from traditional retailers through its wellness positioning or not at all.
This is a perfect extension to M&S’s heritage of quality and trust and a way for M&S to extract incremental value from its existing base of customers. Through the carefully developed segmentation and targeting strategy, the M&S brand targets health professional, wellness-oriented parents and active midlife customers that already show affinity for the M&S brand and want more wellness support.
The 7Ps marketing mix strategy is comprehensive and covers everything that the customer will encounter while using the services of this business from specially trained nutritionist to professionally designed physical space. By adhering to the value perception of the M&S brand, while being accessible to the target demographic, it is a premium tiered pricing strategy.
M&S should consider its implementation to be phased in order to achieve success, starting with flagship stores in metropolitan areas, followed by other locations. Refinement of the offering and optimization of operations will be driven by continuous customer feedback and performance monitoring. In addition, the company should examine the possibility of expanding the wellness concept digitally to bring the product to customers not able to visit the physical locations.
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