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[bookmark: _Toc196688061]Introduction
Marks and Spencer is a popular retail company in the United Kingdom. It is also called M&S. It is known for food, clothes, and home items. The brand is trusted by many people. It is also known for its quality and good service. The company has served the UK for many years. It owns many stores across the country. It also runs a strong online store.  M&S meets the needs of many people. It offers safe and clean products. It also gives a strong brand image. Customers feel happy and safe when buying from M&S (Gabrielli and Baghi, 2020). Brand extension means adding new products under the same brand. It helps a company enter new markets. It also helps increase sales and trust. Many top brands use this to grow (Song and Song, 2020). A new product line can help M&S expand. It can offer new value to loyal buyers. This paper introduces a new line called M&S Serenity. The line will include wellness and self-care products. These include candles, oils, teas, and bath salts. The paper will explain the product idea and its benefits. It will also show how to find the right customers. The report will give a full customer profile. It will also show the marketing strategy (Akhiiezer et al., 2022). Each part will be based on clear facts. Research will guide the work. The goal is to help M&S grow with care, trust, and peace.




[bookmark: _Toc196688062]Brand Extension Concept
Brand extension refers to the use of established brand names to launch new products. It represents one of the most frequently used branding strategies. Brand extensions have wide adopted by major fashion brands, both within and beyond the original product categories, by taking capitalizing it well recognized brand image with little introduction expenses, such as advertising, trade deals, or price promotions. While some luxury brands like Louis Vuitton or Chanel have expanded into their traditional luxury sectors beyond their core business, others like Armani or Prada even extended crossed boundaries to nontraditional lifestyle segments (Albrecht et al., 2013). 

M&S Serenity is a new wellness line from Marks and Spencer. The products include oils, candles, bath salts, and herbal teas. These items focus on rest, calm, and home comfort. All items use natural and safe ingredients. The design is simple and stylish.
M&S is known for quality and trust. It is also known for customer care and home comfort (Gabrielli and Baghi, 2020). The new wellness line matches these values. M&S Serenity gives a new way to enjoy peace at home. M&S has a loyal base of adult shoppers. These people value health and calm. They also trust M&S for safe products. This brand extension fits well with their needs and lifestyle (Wang and Liu, 2020).
The wellness market in the UK is growing fast. People now care more about health and calm. A report shows 58% of UK adults use wellness products often (Statista, 2024). Many people now work from home. They seek peace and comfort in daily life. The wellness trend grew more during and after the pandemic. In 2023, the UK wellness market value reached £20.5 billion (Mintel, 2023). The market is set to grow more each year. This shows strong demand for products like M&S Serenity. The line also helps M&S enter new areas. It adds value without harming old products. That lowers the risk of brand damage. Good fit and clear value support success (Deng and Messinger, 2022). Feelings play a big role in brand choice. A strong brand bond makes people accept new ideas. The wellness line builds on that bond. It creates peace and care at home (Vahdat et al., 2020).

[bookmark: _Toc196688063]Competitor Comparison
Table: Competitor Comparison 
	Brand
	Product Focus
	Price Range
	Brand Image
	Availability

	M&S Serenity
	Wellness and Comfort
	Medium-High
	Trust and Quality
	M&S Stores & Online

	Boots
	Health and Beauty
	Low-Medium
	Value and Variety
	High Street & Online

	Lush
	Handmade & Natural
	Medium
	Eco and Fun
	Stores & Online


Source: (Mintel, 2023; Statista, 2024)

This table shows M&S can stand out with trust and design. Lush is fun and green. Boots give value and choice. But M&S gives peace and premium comfort.

The M&S name gives power to this new line. People know it means trust and care. The brand extension uses this trust. It enters a fresh space with new value. This wellness line is more than products. It is about rest and mental peace. M&S Serenity helps customers relax at home. That matches today’s market needs. The UK wellness market will keep growing. Brands that offer care and value will succeed. M&S Serenity fits this space with style and trust. This product line uses brand strength in a smart way. It gives fresh value and keeps old trust. The fit is strong and well-planned.
[bookmark: _Toc196688064]Segmentation, Targeting, and Positioning (STP)
The UK wellness market is growing. It offers a wide range of customers. Segmentation helps to find the right people.

Demographic segmentation looks at age, gender, income, and job. In this market, women are the top buyers. They are aged 25 to 45. They earn medium to high incomes. Most live in cities. Many have full-time jobs (Thomas and George, 2021).

Psychographic segmentation looks at lifestyle, values, and interests. Many UK buyers care about health and mental peace. They want balance in life. They follow clean living trends. They use social media for ideas. They choose eco-friendly and natural brands (Luthfiandana et al., 2024).

Behavioural segmentation looks at habits and choices. These buyers shop often for wellness. They look for trusted names. They buy from online and physical stores. They value product reviews. They also seek calm from busy life (Khandelwal et al., 2020).
From this research, a key target group is found. These are women aged 25 to 45. They live in cities and work full-time. They are health-aware and care about mental peace. They enjoy quality self-care at home. They seek trusted brands.

Positioning helps show why this brand is special. M&S Serenity is a premium and calm wellness line. It offers home peace. It also offers emotional care. The price is fair for the value. It is not cheap, but not too costly.
M&S Serenity stands for trust and soft care. It is for modern, busy people. The goal is to stay calm at home. The line will be placed beside trusted wellness brands. It will use the M&S store network. Online access will also be easy. The tone of the brand will be soft and peaceful.
Table: Positioning Map for UK Wellness Brands 
	Brand
	Price Level
	Wellness Focus
	Brand Trust
	Style Level

	M&S Serenity
	Medium-High
	Calm and Comfort
	High
	Elegant

	Lush
	Medium
	Fun and Natural
	Medium
	Bright

	Boots
	Low-Medium
	Health and Beauty
	High
	Simple


Source: (Khandelwal et al., 2020)
This table shows that M&S Serenity has a clear space. It is trusted, clean, and calm. It is more elegant than others. This brand will grow by standing out. It will speak to a real market need. It uses M&S's strengths well.

Based on the segmentation and targeting analysis above, a detailed profile of the primary target market is outlined below.

[bookmark: _Toc196688065]Target Market
The target market for M&S Serenity consists primarily of urban professional women aged between 25 and 45 years old, with medium to high disposable incomes. This segment has been identified through a combination of demographic, psychographic, and behavioural segmentation criteria (Thomas and George, 2021; Luthfiandana et al., 2024). These consumers are health-conscious, value mental well-being, and actively seek products that support relaxation and self-care in a busy, high-pressure lifestyle.
Psychographically, the target market values clean living, sustainability, and emotional wellness. They are often early adopters of wellness trends and are influenced by digital media, particularly platforms such as Instagram and Pinterest, where self-care, mindfulness, and lifestyle aesthetics are heavily promoted (Luthfiandana et al., 2024). Behaviourally, this group exhibits loyalty towards trusted and premium brands, demonstrates a preference for natural and ethically sourced products, and is willing to invest in products that enhance their quality of life (Khandelwal et al., 2020).
The purchase decisions of this target audience are heavily influenced by emotional and experiential factors. Brand trust, quality assurance, stylish presentation, and ethical sourcing are key drivers for this group. 
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This section shows the main customer for the M&S Serenity product line. The profile helps guide the brand message. It also shows what the customer wants, feels, and needs. The table below gives clear and simple details:
Table: Customer Persona
	Attribute
	Details

	Name
	Emma Collins

	Age
	34 years old

	Gender
	Female

	Location
	Manchester, United Kingdom

	Job
	Marketing Executive

	Income
	£42,000 per year

	Lifestyle
	Active weekdays and relaxed weekends

	Habits
	Shops online and in-store often

	Shopping Places
	M&S, Boots, Lush, and other wellness stores

	Time for Shopping
	Evenings or weekends

	Preferred Products
	Natural, safe, and stylish products

	Values
	Calm, peace, health, and clean living

	Goals
	Lower stress and enjoy peaceful time at home

	Challenges
	Long workdays and lack of time for rest

	Pain Points
	Loud places, low-quality products, and poor customer service

	Media Use
	Instagram, Pinterest, and wellness blogs

	Brand Views
	Trusts old brands and likes modern style

	Buying Trigger
	Product design, clean ingredients, and simple packaging


This customer is health-aware and calm-seeking. She likes quality and safety in products. She enjoys peace at home. This profile fits the M&S Serenity line well. It helps in making smart marketing choices.
[bookmark: _Toc196688067]Marketing Mix (7Ps)
This section explains the marketing plan for M&S Serenity. Each element of the 7Ps is important. The aim is to meet customer needs and market trends.

[bookmark: _Toc196688068]Product
M&S Serenity is a wellness product line. It includes oils, candles, teas, and bath salts. Each item is made with care. The ingredients are natural and safe. The product quality is high. Packaging is simple and stylish. It uses soft colors and eco-friendly materials. The design reflects peace and rest. It supports brand trust and image (Gabrielli and Baghi, 2020). The line fits the brand well. It builds on the M&S name. It offers new value without losing old trust (Song and Song, 2020).

[bookmark: _Toc196688069]Price
The pricing is medium-high. It uses value-based pricing. The price reflects the care and quality in the product. This helps the brand stay premium. It also allows access to more buyers. Prices are set after looking at the market. Lush has lower prices but less brand trust. Boots is cheaper but less focused on peace. M&S offers more calm and trust (Jain et al., 2022). The price matches the style and feel. Buyers are ready to pay for peace. This price strategy adds value to the brand (Mallik and Farhan, 2018).

[bookmark: _Toc196688070]Place
The products are sold in M&S stores. They are also on the M&S website. The brand may partner with wellness apps. These areas will show the products. Online buyers can order with one click. The delivery is fast and safe. Stock will also be in seasonal gift areas. This mix helps reach more people. It also keeps the buying process easy and smooth (Adebayo, 2021).

[bookmark: _Toc196688071]Promotion
M&S will use a calm and clear message. The slogan will focus on peace and home care. Ads will run on Instagram and YouTube. Posts will show soft spaces and happy faces. Paid ads will use short videos. Influencers in wellness will share their use. They will show morning and night care routines. The campaign will run for three months. It will include discount codes for first buyers. Emails will go to loyal M&S shoppers. 

[bookmark: _Toc196688072]People
M&S staff will be trained in wellness care. They will learn product uses and benefits.
Staff will also manage feedback. The training will teach brand tone. It will focus on peace and patience. This helps build trust with buyers. Chatbots will guide users to products. Staff will also help with order issues. The aim is to offer full support. Both online and in-store help matter (Akhiiezer et al., 2022).

[bookmark: _Toc196688073]Process
The buying process will be smooth. In-store, buyers can touch and test items. They can check smells and feel textures. Checkout will be fast and clean. Online, buyers can use filters and videos. The full process brings calm. The brand voice is soft at each step. This adds to the wellness feel. All systems work to give peace. The focus is on ease and joy (Novela and Hansopaheluwakan, 2018).

[bookmark: _Toc196688074]Physical Evidence
Each item shows the brand style. The packaging is smooth and simple. The labels show clear names and safe use. The store display uses soft light. It also plays calm music. Posters show happy, quiet scenes. The shelf design uses wood and light tones. Samples are placed for testing. Online, the website uses the same theme. Colours and fonts match the product. Videos show the product in real life. Gift boxes add joy to the line. Bags and wraps follow the eco-style (Kusdiana and Yulita, 2024). All proof points are calm and clean. They support trust and value (Mallik and Farhan, 2018).
[bookmark: _Toc196688075]Critical Evaluation
M&S Serenity will hold strong value as Marks & Spencer reported it has moved to paper packaging across its men’s essentials range, removing almost 5.5 million units of plastic from its Clothing & Home business over the next 12 months.Still, some risks may slow growth. These must be studied with care. Brand fit is one concern. A wellness line may feel far from food or clothes. Brand trust may face risk (Ferrell et al., 2022). The Ansoff Matrix shows this as a new product in a new market. This creates a diversification risk. Wrong pricing may reduce sales. Overpricing may limit buyers. Underpricing may lower brand image. The BCG Matrix may place this line as a “question mark.” Sales may grow slowly at first. Product mix changes may confuse buyers. Some may reject new offers. Clear value must be shown. Supply costs may rise due to natural ingredients. High costs may hurt profits. Marketing efforts must match the tone. Wrong tone may harm the brand's view. Brand power helps reduce risk. Still, smart planning is key (Levit and Cismaru, 2020). M&S must track feedback and improve fast. 

[bookmark: _Toc196688076]Conclusion
Finally, M&S Serenity is a new wellness line. It includes calm and clean home care items. The line adds fresh value. It fits the brand well. The brand is known for care and trust. This new line builds on that. It uses brand power. It offers rest and wellness. The UK wellness market is growing fast. Many people now seek peace at home. The line meets that need. The products use natural and safe ingredients. They are simple, soft, and stylish. Packaging is clean and eco-friendly. The pricing is fair for the value. The brand stays premium. It also reaches new buyers. Items are sold in M&S stores and online. This gives easy access. Buyers can see and try the items. Promotions will run on social media. Events and discounts will help reach more people. Trained staff will guide customers. Online help is also available. The buying process is smooth. Each part of the plan supports the brand. The product, price, and people work together. The line also uses a clear voice. It brings peace into homes. This extension is more than a product. It is a full wellness experience. Buyers will feel seen and valued. This grows long-term trust. Good brand fit lowers the risk. The line may grow into a star brand. Smart moves can lead to a high market share. The extension holds strong future promise. Calm, care, and trust will lead to success.
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