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THE BODY SHOP: HARMONY

STEAM DIFFUSER

BREATHE HARMONY. LIVE NATURALLY

NEW BRAND DEVELOPMENT

Product Name: Harmony Steam Diffuser

Smart, ultrasonic aroma-diffuser

Uses Body Shop essential oils

Heat-free mist + adjustable scent modes (Happonen et al.,, 2022)
App-guided “Mood Programs” (Sleep / Focus / Calm) -

Eco-friendly materials + cruelty-free oil ecosystem
ALIGNMENT WITH
CUSTOMER TRENDS

¢ Rising demand for home-wellness
devices

e Shift toward natural, clean
aromatherapy

e Consumers want mood-enhancing
smart tools (Rosario and Raimundo,
2021)

e Premium self-care spending
increasing globally

¢ Strong fit with Body Shop
sustainability values

MARKETING MIX
Product P SEGMENTATION

e Premium smart diffuser with custom scent
cycles (Rosario and Raimundo, 2021)

* Compatible with Body Shop essential oils

* Minimalist, recyclable design

* l-year warranty + refill bundles

Promotion

¢ TikTok & Instagram wellness storytelling

* In-store aroma demo experience

¢ Influencer partnerships (ethical & wellness
creators) (Happonen et al., 2022)

¢ Launch bundle: diffuser + 2 oils

CONCLUSION

 Demographic: Wellness & self-care consumers
(ages 20-45)
* Geographic: Eco-conscious lifestyle buyers
* Psychographic Segmentation Variables
o Smart-home adopters (Happonen et al,,
2022)
o Busy professionals seeking stress relief
o Light sleepers and mindfulness seekers
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