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Introduction
JBL is one of the dominant producers of audio equipment that originated in 1946 and has been making superior and aesthetically pleasing products ever since. Being a company involved in the consumer electronics, professional audio equipment, and automotive sound equipment industry, JBL is one of the most popular brands that are reputable among both the audiophiles and common users (Moorhouse, Wang and Zhang, 2022). For a ‘second brand’, it is suggested that it should be called ‘JBL Immerse’ – a line of wellness accessories with audio boosting functions that is more descriptive of JBL’s skills in a different field. This extension includes:
Smart sleep headphones with customizable soundscapes and sleep tracking
Meditation speakers with targeted frequency vibrations and guided sessions
Acoustic therapy devices for stress relief and focus enhancement
This extension builds onto the $1.5T wellness market, creating a new market for JBL to use sound technology for enhancing wellness. The target market targets are health-oriented conscious consumers within the age of 25-45 years who are already willing to go for premium services (Cook and Olsanova, 2024). JBL Immerse remains loyal to the company’s current product line and successfully enters a related market segment that diversifies its product portfolio. The extension increases the revenue opportunities and targets clients in various moments of their daily use of beauty products and services, thus enhancing brand loyalty.
Development of a New Brand Extension for JBL for One of its Product
JBL has been developing and manufacturing top-of-the-line audio solutions since 1946; therefore, entering the fast-growing market of wellness technologies should be easy for the company (Mridul, 2021). This new brand extension the brand is proposing is JBL Immerse: Smart Sleep Audio System, which puts to good use the company’s acoustic engineering prowess to cater for growing market need of sleep improvement.
Market Opportunity
Currently the market of sleep tech is estimated to be worth $12 billion and if it continues to grow at the current rate, it is expected to reach $45 billion by 2026 while 35% of adults claim that they currently have sleep problems. This opens a great chance for JBL to offer portable scientific views on enhancing people’s sleep through better audio solutions (Goldsby, Kuratko and Goldsby, 2024). The wellness tech category also tends to have a premium positioning, and the consumers are ready to pay money to get the positive impact on their health.
Product Concept
JBL Immerse combines the company's superior sound engineering with smart technology to create a comprehensive sleep enhancement system featuring:
I. Ergonomic Sleep Headphones: Lightweight and pressure-free earphones that have been developed professionally for side sleepers that provide maximum comfort throughout the night wear (Craighead and Ketchen Jr, 2024).
II. Personalized Soundscapes: The great part about all the environment therapies that have been created in this range is that they are based on frequencies that have been scientifically shown to put one into deep sleep (Marculetiu, Ataseven and Mackelprang, 2023).
III. Adaptive Noise Masking: A smart acoustic filtering system that can filter out disturbing sounds at the workplace while not blinding legitimate alarm sounds (Craighead and Ketchen Jr, 2024).
IV. Sleep Cycle Analysis: Portable sensors that monitor the amount of sleep and change the audio based on the stages of sleep for the increase of the REM and the deep sleep (Marculetiu, Ataseven and Mackelprang, 2023).
V. Smart Home Integration: Sharp integration with the existing systems of a smart home to synchronize with lighting and temperature, morning alarms, etc. (Craighead and Ketchen Jr, 2024).
Competitive Advantage
In contrast to competitors who are currently providing only simplistic white noise devices or uncomfortable sleep headphones, JBL immerge benefits from the brand’s acoustic knowledge and provides optimized frequency that derives from natural human sleep cycle (Wang et al., 2025). The features of the solution are flexible due to using the algorithms based on the individual’s sleep schedules, making it stand out from the bulk of the similar services.
Target Market
Primary consumers are urban middle-aged professionals making above average income and sexes between 30-50 years old who focus on investing in wellness aspects of their lives and are already willing consumers of technology in this regard (Ghebremairam, 2021). Hence, these customers are willing to compromise between price and quality since JBL is an authority in audio solutions.
Marketing Strategy
The launching plan will highlight the scientific idea of the company JBL in sound acoustic used in wellness solutions rather than an ordinary gadget to solve insomnia (Kumar et al., 2024). Marketing will focus on work with sleep scientists and the amount of research that went into creating credible audio patterns that enhance the quality of sleep.
Business Implementation
The initial distribution would be in retail stores using the current partnership JBL has as well as on the partner’s e-commerce site, and demonstration kiosks in selected stores where customers could feel the new technology in action (Richey Jr et al., 2023). In addition to the sale of the hardware, there is a subscription feature that introduces new sounds and sleep tracking service revenue streams.
Brand Alignment
The JBL Immerse is an extension of the highly successful JBL brand that enhances brand continuity, effectiveness and desirability by offering a high degree of performance and design as well as introducing JBL to a new aspect of wellbeing – bathing experiences (Rao et al., 2021). This extension aligns with JBL’s tradition in innovation as an audio pioneer while presenting JBL’s way in continuing to implement acoustics for further improvement of people’s quality of live.
Determination of Segmentation, Targeting and Positioning for the New Brand Extension of JBL
Segmentation
For the identification of the most profitable niches for JBL Immerse’s Smart Sleep Audio System, it is possible to divide the market along various axes. Potential users are the people in the working population from young adults, middle aged, and even the elderly, with different income earning capacities and number of members in a household (Myint, 2022). In terms of segmentation, the market remains between that of people interested in wellness and those who boldly incorporate technologies into their lives, as well as those people who suffer from sleep disorders and therefore require specific solutions.
Descriptively, the segments are established based on the existing behaviour with sleep and technology present in the modern world. Some people already use technological products to monitor or improve their health as their current expenditure shows; others are investing in health technology for the first time. Further, there is the occasional user who occasionally suffers from sleep difficulties, the regular user who regularly complains of poor sleep, and the lifestyle optimizer who uses sleep technology to improve a reasonable sleep quality (de Almeida, 2021). Based on the geographical factor, it is clear that there is a difference between urban consumer exposed to noise and light pollution in comparison with suburban or rural consumer who may have other problems with sleep disturbances. Global consumers have markedly different beliefs and approaches to sleep and the integration of technology into their lives.
Targeting
Since each segment has been ranked by the size of the market, their growth rate, and how well they fit within JBL’s competency, it is JBL Immerse targets the final major segment is the ‘convenience/portable’ segment because the targeting demographic includes urban and suburban males and females, aged between 30-45 years, with a household income of $85000 and above. This group is capable of investing into life quality increasing solutions and devotes a great amount of budget to wellness technologies and high-quality electronics (Acocella and Caplice, 2023). This primary target market is loyal to the brand based on performance and performance over price and has moderate to severe sleep problems commonly due to stress or other environmental factors but who are now willing to look for solution in technology. They stay digitally connected, control their smart homes and have smart device assists for monitoring numerous aspects of health.
Most are in stressful working conditions where matters of the brain count, thus sleep is not an option but a necessity. An attractive secondary goal incorporates working-age adults within the ages of 46-60 who have definitely witnessed some disrepairs in the further degrees of sleep; nonetheless, they possess disposable income and whose primary concern is about wellbeing. This group may have lower software literacy than the primary target but it has more specific need and a greater willingness to spend on solutions that belong to this category and can prove that they work (Baldi et al., 2024). It is believed that both target groups: Understand the significance of quality sleep for the general health; Willingness to pay the premium price for the effective solutions When it comes to sleeper technology, are ready to trust the companies with the sound technological background; Prefer the devices that are integrated into their existing lifestyle and technological environment.
Positioning
JBL Immerse will be standing for the advanced scientifically supported sleep improving solution developed by professionals in the field of acoustics. The positioning statement states: “For those high-class adults who already know the significance of quality sleep, JBL Immerse is designed and developed to provide scientifically tailored audio solutions to improve sleep quality rather than just providing ordinary sleep solutions with no audio acoustics experts behind them” (Sarkar, 2022). This positioning builds off of what JBL is already well known for, the audio engineering and innovative technologies, but it also sets the product apart from generic wellness businesses with no experience in acoustics or medical sleep aid businesses with no focus on stylish aesthetic design.
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Figure 1: Brand Positioning Map of JBL Immerse
(Source: As created by author)
Based on the given ideas, there are three areas highlighted the backing of the product’s claims through scientific research with sleep partners, adaptability through technology, and specially developed comfort of the hardware. The brand extension will sustain JBL’s value position but cut across it with an enhanced focused on value; improvements on sleep quality and the resultant day-time gains. It is not advised to market the product primarily as a means to relax since this is far from what it actually is but instead will position it as a technological and researched product with highly developed functions (Hossen, 2021). Visual identity and packaging will continue maintaining the company’s recognizable design cues but add a layer of refinement to suggest the health benefits of the JBL brand for bedroom listening contexts. This positions it far apart from competitors and at the same time builds on the brand’s promise of great sound engineering and quality technology.
Development of a Detailed Customer Personal Profile for the New Brand Extension
Customer’s Demographic Information
Thus, the ideal customer of JBL Immerse can be described as a 37-year-old marketing director, a resident of a big city. This person possesses a postgraduate education and according to available data, earns $75000 to $125000 per annum. A well-established couple resides in a new couple condominium where both of them work in high pressure jobs in urban area. They might not be fertile and do not have children however; they have an active social life and professional contacts. It comes with modern furnishing with fully automated smart home solutions in every part of it (Hoffins, Watterson and Chui, 2025). As seen from this customer, he has professionally invested a lot of money in his living the key areas being technology and comfort. It has several JBL products, which includes wireless headphones and a portable speaker and their customer loyalty spans several premium electronic goods categories. The observed companies usually upgrade their personal technology at least once every 2-3 years to ensure efficiency.
Customer’s Psychographic Information
This individual is self-identified as liberal and deems oneself as a form of ‘life enhancer/optimizer’ that depends on technology elements to improve performance and quality of life. They do not consider quality sleep as an extravagance but as one of the prerequisites for effective performance. As for the physical activity level they both exercise and adhere to more or less healthy diet; however, their busy work schedule contributes to problems with sleeping pattern which is a constant issue this couple is actively working on (Muurimäki, 2021). They invest a lot of time in studying the products to be bought, focusing more on functionality, or how suitable the product is, rather than the price tag that comes with it.
For assessing the wellness technology products, they do not go by the words of the marketers but by scientific evidence. They do not trust products that claim to be medical but have little on design and aesthetics as much as they do not put stock on products that they deem to be trendy or overhyped by the wellness industry without sufficient research to back up their claims (Mikhlina and Saukkonen, 2024). Using another tested source, reading scientific literature if available, and asking other people in the same achievement-oriented group would be some of the decisions made. They relate to brands that reflect factor qualities such as intelligence, technology, and science.
Development of Marketing Mix Strategies for the New Brand Extension
Product
JBL Immerse is a brand of sleep audio system with noise cancelling wireless ear buds that have a specially cushioned design for those who sleep on their sides. This product entails new sleep-inducing sounds composed in cooperation with sleep specialists, advanced noise reduction capabilities, and sleep phase detectors integrated into the device (Wichmann et al., 2022). The application can calculate the quality of sleep, serve suggestions, and offer new material in audio format. It is the all-black sleek design on slim aluminum casing and e-rocker base highlighting JBL brand and logo with simple yet luxurious aesthetics that are consistent with the wellness themes of the product.
Price
As a handheld wellness technology solution, JBL Immerse will retail for $299 and will be available through monthly subscription with $9.99 giving the user access to some of the soundscapes and advanced analysis. It is logistically possible for JBL to set such a price since it falls in line with the brand’s positioning in the market as a premium brand for wellness technology products and services (Sudirjo, 2023). For the introductory period, the subscription services will be bundled with the product for free at an introductory bundle of six months of the subscription into the product.
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Figure 2: 4Ps of Marketing Mix
(Source: Wichmann et al., 2022)
Place
Distribution will leverage JBL's established channels including direct e-commerce, premium electronics retailers (Best Buy, Apple Store), and select wellness-oriented retailers like Lululemon and high-end fitness centers (Sudirjo, 2023). Dedicated experience zones in flagship stores will allow customers to test the audio technology.
Promotion
Marketing will also entail external endorsements from academics in the sleep industry, social media advertising in health-relevant websites, collaboration with social media influencers on productivity and health, and online pieces and articles about science, particularly focusing on sleep and sound (Wichmann et al., 2022). This launch will also involve public relation including technology and wellness magazines.
Conclusion
The JBL Immerse Smart Sleep Audio System can be categorized as another appropriate brand extension since it applies JBL’s sound engineering skills to a new sector – wellness market. By applying directed value to sleep through validated sound technology, JBL is able to target the population of the upward mobile consumers who are willing to pay a premium while staying loyal to brand. Such wisely chosen target market and distinct positioning strategy, along with the well-developed marketing mix provide a strong ground for the market entry. This extension does not only expand JBL’s manufacturing portfolio but also touch base with the consumers in the different aspects of their daily life, successfully building up the brand equity in wellness sector as well as creating new revenue streams. In a similar manner, JBL Immerse enhances the brand’s reputation for audio innovation into enriching lifestyle alternatives.
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