[image: ]



Brand Extension of  Marks & Spencer




Course Name:- MBA International Business

Student Name:- Utsav Yadav

Student ID:- 2416425

Lecturer Name:- Laila Maazouz

Word count:- 2521

Submission Date:- 28th April 2025






Table of Contents
Introduction	3
Key activities of marketing in terms of Marks & Spencer	3
New Brand Extension	4
STP in terms of Brand Extension	7
Consumer Persona	11
Marketing Mix for the New Way of Brand Extension	13
Critical evolution process of future development within marketing through technology	15
Conclusion	16
References	17



[bookmark: _Toc196485740]Introduction
Marks & Spencer is mainly renowned as a British multinational retailer which was established in the year of 1884 by Thomas Spencer and Michael Marks. The company was established as a form of leader within the retail industry by offering a wide range of diversified products such as home goods, food items, and many more. The selected company is mainly committed towards the maintaining process of quality and sustainability, along with innovation. Their food segment mainly helps to acquire 60% of the profit through the successful completion of consumer requirements. On the other hand, the clothing segments mainly provide 40% of sales, which balances the variable challenges. The mentioned organization mainly operates their business through approximately over 1400 stores and serves approximately 30 million consumers. In addition, the company is mainly trying to adopt variable strategies in terms of the competitive landscape. The mentioned strategies are mainly responsible for creating various opportunities within the emerging business market. 
[bookmark: _Toc196485741]Key activities of marketing in terms of Marks & Spencer
Usually, M&S maintains different types of marketing activities in terms of maintaining a strong position as a form of leading retailer. The activities mainly help to enhance the engagement process of customers, along with brand visibility, and ensure diverse categories of the products. There is some key marketing strategies are present for the selected company, which are brand positioning, innovation of product along with diversification, ethical sourcing, and many more (del Barrio-Garcia and Prados-Peña,2019). The company has successfully established a strong brand reputation by offering some premium products that help to draw the attention of the target consumers. The mentioned positioning is reinforced by providing consistent messaging among the different types of marketing challenges. Managing the process of continuous innovation in terms of fulfilling the expectations of the consumers. In terms of M&S, they successfully adopted digital transformation by investing within the e-commerce platforms that help in the integration process of offline and online shopping experiences. The prominent implementation of an omnichannel strategy mainly allows consumers to shop within physical stores. 
Making some effective collaborations with the different designers helps to draw the attention of the consumers. Maintaining the process of these partnerships provides essential support for increasing sales by organizing different types of marketing campaigns. Offering different types of personalized discounts is mainly considered a crucial component for enhancing sales. The mentioned initiatives help in the retention process of consumers by increasing consumer retention along with the encouragement process of repeat purchases. Investing in the advertising process of M&S by using television and social media plays a pivotal role in maintaining the attention process of the consumers (Boisvert and Ashill, 2018). Highlighting the global presence of M&S helps to adopt some effective strategies for entering within the new market by understanding the actual requirements of the consumer. Depending on the mentioned factors, the success of the M&S marketing can be enhanced within the competitive market environment. 
[bookmark: _Toc196485742]New Brand Extension
In terms of M&S has an innovation history along with brand revolution by creating well positioned a well-positioned new brand extension process within interior design. The mentioned process mainly includes with market analysis, strategic planning, along with creative execution for ensuring the extension of M&S. The extension process mainly relies on some crucial factors such as satisfaction of consumers, sustainability, and the last one is quality. The initial stage of brand extension is mainly dependent on the conducting process of market research that helps to determine consumer preferences, trends, and the choices of the consumers within the interior design sector (Liu et al., 2018). The identification process of demographics like businesses, renters, and many more can be crucial. In addition, the complete understanding process of competitors along with market gaps provides essential support for M&S, which provides interior design prominently. As an interior design plan, they should reflect values in terms of quality, innovation, along with sustainability. The identity of the brand is mainly dependent on the using process of using eco-friendly materials, the creation process of timeless designs, and many more. 
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Figure 1: Poster for Brand Extension
(Source: Self-developed)
Highlighting a unique brand name within the interior design sector provides essential support for M&S to differentiate its product lines. The interior design mainly included with some crucial factors such as home decor, furniture, different types of customizable solutions, and many more. Collaborating with the different types of renowned designers helps them to offer exclusive collections. However, using some sustainable materials by maintaining ethical practices can be considered “Plan A” initiative. The integration process of M&S helps to provide essential support for the interior design segment within existing online platforms, along with stores. Creation of dedicated spaces within various stores in terms of interior design products along with services helps to enhance the better experience of shopping (Kim, 2020). In addition, offering the different types of virtual consultations by using different types of design tools for managing websites to produce a better consumer experience. Usually, managing effective campaigns for marketing can be essential for creating awareness, along with interest, for the purpose of brand extension. The selected company can use influencer partnerships, and different types of social media platforms to highlight their interior designs. Making collaborations with various designers helps in the successful establishment process of credibility. Engaging consumers by offering variable personalized services like consultations about designs, and tailored solutions provides essential support for the enhancement process of consumer satisfaction. 
[bookmark: _Toc196485743]STP in terms of Brand Extension
Marks & Spencer can utilize the STP framework, which is quite beneficial for the successful launch of the brand extension process in terms of interior design. The mentioned framework mainly consists of three crucial factors such as segmentation, the way of targeting, the last one is positioning (Zheng et al., 2019). Depending on this strategic framework, the selected brand can identify its audience by providing different types of offers for the successful establishment of a strong position within the competitive business market.  
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Figure 2: STP Segmentation
(Source: Zheng et al., 2019)
Segmentation
The way of segmentation mainly highlighting the distinctions process of groups in terms of market characteristics which is quite crucial for the selected company. The segmentation process can be classified into a few different dimensions, such as geographic segmentation, behavioral segmentation, demographic segmentation, and the last one is psychographic segmentation. 
Geographic Segmentation 
Aiming at urban areas in which functional, along with stylish interior design, is mostly a high requirement aspect. Due to this factor understanding this dimension provide essential support for the selected organization for enhance the successful brand extension process within the competitive business market. 
Behavioral Segmentation
After categorizing consumers by depending on the purchasing habits like home renovators, the identification process of variable decor solutions is also the integral part of this dimension. Relying on this factor, M&S can ensure their sustainability in terms of successful extension process of brand reputation.
Demographic Segmentation
Relying on this dimension, some effective factors can be determined, such as the targeting process of significant age groups like Gen X, who mainly prefer to invest in the home decor by using unique interior design. Apart from that, income levels are also quite effective for the premium product segment of the selected organization by understanding the income levels.
Psychographic Segmentation
The identification process of consumers is mainly dependent on the process of lifestyles, along with values, which is quite crucial. The eco-conscious people are mainly prioritizing sustainable materials along with ethically sourced products. Providing the mentioned facilities within the product can be quite impactful for M&S to increase its competitive advantage within the business market.
Targeting 
After analyzing the market segmentation, M&S can identify some specific segments in terms of target. The targeting strategy is mainly consists of two crucial aspects, such as the objectives of the brand along with the strengths of the brand. Some crucial factors are also included within the process of targeting, which are discussed below:
Primary target audience:
The income levels of household can be high in terms of urban areas who mainly prefers sustainability and quality. The consumers are mainly appreciating the commitment of M&S for offering premium products by maintaining ethical practices. 


Secondary target audience:
Usually, commercial establishment and the establishment of businesses are mainly looking for effective solutions in terms of interior design. M&S can provide some tailored packages for retail stores, the different types of office space, and many more. 
Niche target audience:
Eco-conscious customers who mainly aiming at the identification process of innovative, along with sustainable design. Depending on this factor, the selected company can utilize some recycled materials and create some efficient products to appeal within this segment. 
Positioning
In terms of positioning, it is mainly included in the creation process of an effective, distinct image of the company to draw the attention of the target audience. M&S can implement some effective strategies for holding a strong position within the competitive business market. Those strategies are mentioned below:
Sustainable and premium products:
Offering high-quality materials along with the maintaining process of timeless designs by balancing eco-friendly practices provide essential support for producing sustainable and premium products. Depending on this factor M&S can increase their brand values by offering their products for the environmental conscious people.
Functional and innovative product:
Providing the different types of customizable solutions along with unique solutions helps to fulfill the diverse requirements. Relying on this factor the mentioned company can ensure their sustainability within the competitive landscape of the business market.
Accessible luxury:
Providing premium quality interior designs at the affordable price range creates an effective way for people to purchase luxury accessible. Depending on this factor producing luxury accessible products can increase their profitability rate and their extension process within the business market.
However, it is quite evident that the above-mentioned three factors of STP analysis provide effective ways for M&S to increase competitive advantage and sustainability within the business market. Eventually, it is also beneficial for them to expand their business within different geographical locations by understanding the preferences of the consumers.  
[bookmark: _Toc196485744]Consumer Persona
Consumer persona mainly helps to highlight a type of semi-fictional archetype that is mainly implemented for the process of demonstrating individual segmentation of the selected audience. Depending on this factor a comprehensive overview of the selected consumer base can be acquired by the selected organization.
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Figure 3: Consumer Persona
(Source: Self-developed)
The above-mentioned consumer persona mainly defines two different features, such as psychographic features along with demographic features of a consumer in terms of the process of a new brand extension named Chelsea (Vahdat et al., 2020). The consumer is 35 years old who trying to learn some advanced skills and earns approximately £25,000. The psychographic details of this consumer highlight environmental consciousness, who mainly prefers to utilize sustainable products. On the other hand, the behavioral details of this consumer highlight that she mainly prefers to use some user-friendly products. However, it is quite evident that this consumer mainly shows the value of quality along with durability in terms of the products by providing larger prices for a design. 
[bookmark: _Toc196485745]Marketing Mix for the New Way of Brand Extension
Conducting marketing mix for a company mainly defines the combination of seven diverse marketing perceptions, which is implemented by an organization to become differentiated from the competition. 
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Figure 4: 7 Ps of marketing mix
(Source: Brinca, 2022)
The seven crucial aspects of this marketing strategy are mainly included with product, price, promotion, place, people, process, and the last one is physical evidence. The successful development of a prominent marketing strategy by using this 7Ps model provides essential support for M&S.  
	Product 
	In terms of interior design, it should highlight the commitment of the selected company by providing innovation along with quality. The portfolio of the product mainly includes with some customizable solutions.

	Price 
	The different types of pricing strategies help to maintain a balance between premium quality and affordability. The company needs to adopt an effective pricing model by understanding consumer segments helps to increase trust.

	Place 
	The interior design products help to highlight some dedicated sections within the existing stores of M&S and their e-commerce platform. Design tools along with virtual consultations within the website helps to draw the attention of the technology-oriented consumers.

	Promotion
	In terms of conducting effective campaigns for promotion is quite crucial for creating awareness along with interest. The selected company can use the different types of digital media platforms for providing effective design offerings.

	People 
	Providing effective training for the staff is quite essential for ensuring exceptional consumer service. Due to this aspect the company needs to offer some effective solutions for the design consultants.

	Process 
	Usually, streamlined processes are quite impactful for ensuring better consumer experience this factor is mainly included with the navigation process of website, impactful delivery services, and many more.

	Physical evidence
	The physical evidence highlights the process of effective brand extension, which is dependent on promotional materials along with the layout of stores, the successful creation of visually appealing stores and utilizing eco-friendly materials defines brand's loyalty along with its identity in terms of M&S.



[bookmark: _Toc196485746]Critical evolution process of future development within marketing through technology
In terms of M&S, they can utilize some advanced technologies for dealing with the evolution process of the marketing strategies in terms of brand extension within the interior design segment. The process is mainly included with the innovative tools and their performance that can ensure the engagement process of the consumers. It is also beneficial for developing a competitive edge, and it also helps to manage the streamlined operations (Ke, and Wagner, 2022). Some of the effective approaches for the technical transformation, such as the different types of data-driven insights, along with using the process of VR, and the integration process of omnichannel, along with E-commerce. Apart from that, some effective innovative approaches along with sustainability play an important role for the M&S to increase transparency among the eco-conscious people (Brinca, 2022). On the other hand, the utilizing process of automation and efficiency plays a pivotal role for the selected company to increase their competitive edge within the interior business market. However, it is quite evident that the successful implementation process of the technological implementation is quite crucial for the process of successful brand extension. 
[bookmark: _Toc196485747]Conclusion
In the end, it can be concluded that the process of brand extension plays an important role for the selected company M&S. Eventually, the brand extension process of the interior design sector is mainly dependent on some crucial factors which have been evaluated prominently within this study. Apart from that, conducting through the STP analysis, some effective factors have been determined that help in the successful implementation process of the brand reputation. In addition, the marketing mix strategies, and the understanding process of consumers' variable perspectives by preparing a consumer persona are also impactful for the selected organization. Depending on this factor company can enhance its competitive advantage within the business market. Eventually, it also ensures the business objectives and success of the selected company, which is mostly required within the competitive landscape of the business market. However, it is quite evident that the company can successfully establish the brand extension process by using the above-mentioned strategies. 
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