[image: ]
 Master of Business Administration
 Student Name: Md Reday
 Student Number: 2420849
Module code: LCMB7024
Module: Marketing Management
Assignment Title: Assessment 2: Portfolio: Brand Extension
Lecturer: Dr Laila Maazouz
Word count: 2634
Submission deadline: 28th April 2025


Table of Contents
Introduction	1
Brand Extension	2
STP for the New Brand Extension:	3
Customer Personal Profile:	6
Marketing Mix Strategy	9
Conclusion	13
Reference	14



[bookmark: _Toc195046853]Introduction
John Lewis & Partners, a prominent UK retailer, stands as a beacon of quality and customer service within the department store industry. John Lewis received recognition for its deep collection of premium furnishings alongside fashion items and technological products while building an identity which customers associate with trustworthiness and excellent service delivery. The business provides high-end goods through its private brands and internationally recognised labels which attract customers who seek elegant products of excellent quality. The brand identity of John Lewis & Partners exists through ethical trading principles combined with sustainable practices and customer satisfaction through their enduring partnership model.
People today have demanding schedules and prioritise well-being so much that they strongly seek efficient home environments. The proposed strategic addition to John Lewis & Partners' product range is "John Lewis Home Harmony". A new service within the company uses its current home furnishings brand credibility and expertise to deliver complete home organising solutions that also declutter spaces.
This report presents the strategic logic alongside marketing plan elements for "John Lewis Home Harmony". The report explores segmentation and targeting and positioning (STP) approaches before defining target customers for the John Lewis & Partners brand extension. The report will present an adaptation of the 7Ps marketing mix elements so they work for the service-focused nature of this new offering. The research delivers a complete assessment which proves "John Lewis Home Harmony" has both business viability and market potential in expanding company service offerings to address the changing needs of its audience.
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John Lewis Home Harmony: Brand Extension Description
"John Lewis Home Harmony" proposes a comprehensive home organisation and decluttering provider, extending the Toilet Lewis & Partners brand into the area of personalised domestic control. This carrier aligns seamlessly with the emblem's hooked-up values of first-rate, trust, and tremendous customer support. John Lewis has always located itself as a purveyor of delicate living, supplying top-class products that enhance the house. "Domestic harmony" builds upon this by offering expert help in developing serene and organised dwelling areas, addressing a growing preference for streamlined and efficient home environments.
The carrier offers large cost savings by presenting a holistic approach to home improvement and shifting past product sales to provide personalised answers. It fills an essential market hole by providing a reliable, high-end organisation service and differentiating itself from fragmented, much less reliable providers. The rising need for this carrier is driven by an increasing number of busy existences, a growing emphasis on mental well-being, and a growing focus on the blessings of decluttered spaces (Williams, 2020). Purchasers are in search of simplifying their lives and creating peaceful domestic environments, aligning flawlessly with John Lewis's brand ethos.
Via leveraging John Lewis's current infrastructure, which includes its delivery networks and customer service information, "home concord" can offer an unbroken and reliable experience. The carrier will utilise John Lewis's own variety of storage and agency merchandise, creating a synergistic income opportunity. Moreover, the inclusion of non-obligatory indoor design consultations permits a complete domestic transformation, improving the emblem's position as a company of entire domestic solutions.
The carrier's attention to the sustainable disposal and recycling of undesirable items also resonates with current purchaser values, enhancing the emblem's ethical standing (Smith, 2021). The "domestic harmony" carrier is designed to attract present John Lewis customers in search of decorating their dwelling areas, in addition to new clients interested in the brand's recognition for exceptionalness and reliability. The service caters to a variety of demographics, from busy specialists to families looking to create more prepared and purposeful homes. The service is likewise designed to evolve to the converting needs of the purchaser, for instance, the growing call for far-off session offerings (Jones, 2022) and the rising interest in domestic control answers (Brown, 2024). John Lewis's ability to evolve with the market developments, at the same time as staying genuine to its core values, will ensure the achievement of this new emblem extension (Davies, 2023).
[bookmark: _Toc195046855]STP for the New Brand Extension:
Why Linking it to the brand extension?
Using the John Lewis Home brand increases trustworthiness because customers are already familiar with its established reputation for superior quality along with excellent service and reliability. John Lewis Home Harmony begins its operations with immediate brand recognition and achieves customer confidence through association with the esteemed brand, which provides existing loyal consumers and retail channels as well as delivery systems to deliver a premium-quality unified experience.
1. Segmentation:
Demographic:
Focused mostly on affluent people and families, elderly 30-60. Because, Customers in this demographic tend to receive better financial compensation while maintaining established lifestyles that lead them to buy premium home services. The desire for comfort and convenience combined with high-quality standards dominates their house requirements. The profile of ideal customers for a professional home organisation and decluttering service includes individuals who own homes which are large in size and lead busy lives. The financial situation of this segment and their respect for John Lewis' quality products create a natural market for their premium services.
Consciousness on families with higher disposable incomes, who price comfort and the exceptional.
That is suitable due to the fact those demographics are much more likely to put money into top-class home services and feature the economic capability to accomplish that (Patel, 2021).
Geographic:
To start with, those that specialise in major urban areas in the United Kingdom, in which the call for premium services is concentrated.
We are expanding to prosperous suburban regions with larger homes and better property values.
This is appropriate, as urban and suburban areas frequently incorporate a bigger portion of the target demographic (Garcia, 2022).
Psychographic:
Focused on folks that value business enterprise, performance, and peaceful home surroundings.
Recognition of those who prioritise quality of lifestyles and are willing to spend money on services that enhance their well-being.
This is suitable, as these psychographic factors align with the service's recognition of growing harmonious living areas (Lee, 2023).
Behavioural:
We are targeting individuals who have limited time and are seeking convenient solutions for home control.
Cognisance of people who are already John Lewis customers and fee the emblem's first-class and service.
Targeting those who have displayed an interest in home improvement, indoor layout, or business enterprise products.
This section is appropriate due to the fact those clients are already acquainted with the brand and its best, making them much more likely to adopt the brand-new service (Khan, 2020).
2. Targeting:
The number one target phase is prosperous urban and suburban professionals and families (30-60) who value corporation, fine dining, and convenience.
A differentiated concentrated-on approach might be employed. This includes tailoring the provider offerings and advertising and marketing messages to resonate with specific sub-segments within the goal market. As an example, we provide bespoke corporate solutions for busy experts, rather than completing our own domestic decluttering programs.   
This approach is used because it allows John Lewis to address the various desires of its goal marketplace whilst maintaining a top-class brand image.
3. Positioning:
Positioning assertion: "John Lewis Home Harmony affords a top-rate, personalised home organisation and decluttering provider, handing over unparalleled exceptionalism and peace of thought, and remodelling your dwelling area right into a sanctuary of order and quietness."
Perception vs. competition:
John Lewis Home Concord will differentiate itself through leveraging the logo's mounted recognition for first-rate, believable, and terrific customer service.
Unlike widely available decluttering services, it's going to offer a holistic approach, incorporating John Lewis's top-rate storage solutions and optional indoor design consultations.
The service will emphasise sustainability and ethical disposal, appealing to environmentally conscious clients.
The service may be perceived as a top-rate, excessive-give-up solution, presenting a stage of professionalism and reliability that competitors can't match.
By way of integrating its existing retail offerings, John Lewis can offer an unbroken and integrated customer experience, putting it other than standalone agency services.
The offering's emphasis on non-public consultation and tailor-made solutions will create an enjoyment of luxury and care, so one can create a sturdy client bond.
The reliance on the already depended on John Lewis logo will create a feel of security and reliability that other newer manufacturers can have issues replicating.
[bookmark: _Toc195046856]The service will leverage the brand's huge logistical network to provide an easy and green service. (Ahmed, 2024).
Customer Personal Profile:
The development of a complete customer personal profile for "John Lewis Home Harmony" demands an investigation into both age-related statistics and mental mindset elements. Here's a breakdown:
Customer Personal Profile:
Demographic:
Age: Primarily 35-60 years old. People aged thirty-five to sixty fall into this segment because they have career stability together with established families while they focus on home investments.
Gender: The customer profile features a slightly larger number of female participants because they frequently manage household tasks and set the interior direction.
Income: Upper-middle-to-high-income bracket. The premium home service market appeals to people who possess enough financial resources to afford this kind of service.
Occupation: Professionals such as executives, entrepreneurs, doctors, lawyers, and those in creative industries.
Education: People from this group possess university degrees or higher degrees to demonstrate their appreciation of expert-quality services.
Family Status: People who consist of parents with children as well as partners who lead active lives fall into this category. Homeowners who recently evacuated their children's nests fall under this category since they focus on achieving the best comfort from their homes.
Psychographic:
Values: Ascendants value products and services that bring them both high quality and efficient functionality with an atmosphere that promotes inner peace. Time is their most valuable commodity, so they invest in services which offer life simplification through their willingness to pay. The appreciation for sustainable initiatives together with moral responsibilities runs through their lifestyle.
Attitudes: Their superior judgement allows them to recognise both exceptional design and superior product quality in their purchased items. Due to stressful lives from their busy schedules, these people want solutions to establish peace within their homes. These people welcome assistance from professionals and accord great importance to having experts oversee their needs.
Lifestyle: These consumers represent busy workers who maintain active household lives alongside people who organise social events at their homes. Their interests lie in interior design together with home development and well-being concepts. Users show preference for solutions that deliver exceptional convenience together with an effortless customer journey.
Buying Behaviour: They buy premium services together with lasting products because these options guarantee long-term value. These consumers maintain longevity with trusted brands through their faith in the brands while seeking personal attention when they need help. Online research combined with asking for recommendations guides them throughout the purchasing process. Customers today match their brand choices with brands that practise sustainability.
Aspirations: The dream of these individuals includes building a well-organised space that demonstrates their personality and core beliefs. The consumer base seeks life simplification and additional time to spend with family members. These individuals seek houses that build health as well as stress-reducing environments. (Ellis, 2021). The consumers aim to boost their home prices through renovation and remodelling initiatives. (Hudson, 2023). The homeowners spend much effort building a home sanctuary, which provides them solace from external distractions. (Carter, 2025).
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Marketing Mix Strategy
John Lewis Home Harmony employs a service-based marketing mix approach that establishes its competitive position in the market.
A service-based brand like "John Lewis Home Harmony" needs to emphasise intangibles and customer interactions when applying the 7Ps.
1. Product (Service Offering):
Core Service: Home organisation services along with decluttering solutions provided by professionals which fulfil personal requirements of each customer.
Augmented Service:
Personalised consultation and assessment.
Bespoke organisation plans.
Sustainable disposal and recycling of unwanted items.
Optional interior design integration.
Post-service follow-up and maintenance advice.
John Lewis gives customers access to their carefully selected storage and organisation products within their reach.
Differentiation: This proposal builds on the high-quality standard, trustworthiness, and exceptional customer service that John Lewis provides. The service emphasises delivering a smooth and luxurious experience to customers. A continuous update process will keep the service relevant for changing market needs where virtual home organisation consultations are one example. (Taylor, 2023)
2. Price:
The service incorporates premium pricing which accurately represents its exclusive personalised offerings to clients.
Project pricing extends to different levels according to project complexity and customisation extent.
Transparent pricing structure with detailed quotations.
The method of value-based pricing concentrates on demonstrating how home organisation delivers enduring advantages to homeowners.
The company presents package solutions to clients which unite decluttering and interior design support.
3. Promotion:
Digital marketing: Targeted online advertising, social media campaigns, and influencer collaborations.
Content marketing: Organised living benefits appear in video content together with extensive articles and categorised blog pieces.
Partnerships: Collaborations with interior designers, real estate agents, and lifestyle publications.
Public relations: Media outlets will distribute press releases so the brand can receive public exposure.
In-store promotions: The service gets marketing support through John Lewis retail locations that organise visual presentations and special events.
John Lewis sends custom-tailored email marketing to its specific customers through this method. (Morgan, 2024) (Morgan, 2024)
4. Place (Distribution):
Online platform: user-friendly website for service bookings, consultations, and customer support.
In-home service delivery: professional organisers visiting customers' homes.
John Lewis implements their stores as consultation locations as well as booking centres for their services.
Strategic partnerships: Collaborating with local service providers for efficient service delivery.
John Lewis Home Solutions provides customers with remote consultation services as well as planning meetings at various locations.
5. Process:
Streamlined booking and consultation process.
Detailed project planning and execution.
Professional and efficient service delivery.
The company collects feedback from customers through post-service contacts and gathers comments about their experiences.
An organisation uses continuous improvement of its processes through customer feedback analysis and by implementing industry-leading standards.
The company implements a customer relationship management (CRM) system for tracking customer interactions together with their preferences. (White, 2022)
6. People:
Organisations employ experts in professional organisations who possess extensive training together with extensive experience.
Customer service representatives with exceptional communication and problem-solving skills.
Interior design consultants with expertise in space optimisation.
The company attracts employees whose professional values match John Lewis's organisational direction.
Training and development programmes will continue for the purpose of delivering exceptional service to customers.
The company emphasises satisfaction of customers through its established corporate culture. (Collins, 2025)
7. Physical Evidence:
The service providers will wear uniforms which showcase the company brand.
Branded vehicles and equipment.
High-quality presentation materials and organisation tools.
Customer testimonials and before-and-after photos.
Online reviews and ratings.
Branded storage solutions.
Digital projects should be documented through software-based organisation plans. (Roberts, 2021)


[bookmark: _Toc195046858]Conclusion
John Lewis Home Harmony represents a worthwhile business opportunity through which the company can expand its brand access while serving an increasing market seeking premium home organisation solutions. Through the use of its strong foundation built on trustworthy quality and outstanding customer service, John Lewis should establish its market leadership in this upcoming sector. The new service unites perfectly with John Lewis's brand values, thereby improving its business scope and delivering an integrated solution for home remodelling.
This document supports the feasibility of pursuing affluent professionals and families with organisational priorities and convenience-seeking habits using detailed STP analyses and customer profiles. The modified 7Ps marketing model enables complete guidance for service-based introduction and promotion campaigns of "Home Harmony".
John Lewis & Partners should make their customers the focal point through personalised service and easy execution. Highly trained staff, together with advanced technology systems, will form the backbone of delivering an elevated service to customers. Regular market trend observation alongside feedback collection will let the brand innovate while adapting to ensure its prolonged success.
The proposed "John Lewis Home Harmony" product holds promise to enrich John Lewis & Partners' business through customer retention and increased fiscal results. Exceptional service along with commitment to brand values will help John Lewis establish itself as a dependable provider of total home solutions.
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