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1. Introduction

Goodmove Studio is a wellness driven sub line of the successful Goodmove activewear brand which provides strategic brand extension for Marks & Spencer (M&S). This report studies the launch of such an extension through gaining insights and consulting with M&S, Goodmove Studio management, and the Goodmove Studio brand ambassador. This justifies the need for a collection of mindful movement targeted to modern, health-conscious consumers within the UK’s activewear market; valued at USD 23.15 billion in 2024 (Greenway, 2025). This framework is applied to use of marketing frameworks such as STP and 7Ps, and an evidence-based approach to devise, position and advertise this new lifestyle product line.
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Figure 1  Activewear Market Size & Share Analysis Report
Source: Grand View Research, 2024
2. Brand Extension Concept

A heritage British retailer like Marks & Spencer (M&S), whose name is synonymous to quality and innovation, has managed to make its presence in contemporary markets by the diversification of the product portfolio. In recent years one of its in house activewear ranges stood out – Goodmove launched in 2020. By 2023, Goodmove was M&S’s number one performing activewear line with sales in excess of 1.6 million items per annum. This momentum has potential for capitalisation through a strategic brand extension which is appropriate, and also timely to market demand and changing customer lifestyle (Perera et al., 2024).
In terms of the proposed brand extension, the sub line Goodmove Studio is a dedicated sub line for low impact, mindful movement disciplines such as yoga, Pilates and barre. The rationale is based on changing consumer attitudes to holistic wellbeing, mental health, and sustainable living. UK activewear market itself had a worth of USD 23.15 billion in 2024, with an anticipated value of USD 35.9 billion in 2030 with a compound annual growth rate of 7.7% (Credence Research, 2025). The latter is especially remarkable because the women’s segment is responsible for this growth, and hence, represents a key focus for new offerings.
Goodmove Studio will focus on:
· Functionality: Sportswear designed for light exercise, stretchable, lightweight and breathable. There will be seamless leggings, wrap tops, oversized tunics, and studio socks that are key.

· Design Aesthetic: Calm, neutral tones with earthy and pastel hues. The designs will be minimalist in styling and will have cross functionality of loungewear for the current trends of athleisure and working from home in comfort.

· Sustainability: M&S is committing to 2040 net zero carbon emissions under its ‘Plan A’. To support this sustainability agenda, Goodmove Studio will provide recycled polyester, organic cotton, plant-based dyes, as well as recyclable packaging.

· Inclusivity: Other keys of a saturated activewear market include extended sizing (UK 6 to 26), adaptive fit options for all body types and sustainability (Esfahani et al., 2025).
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Figure 2 UK Activewear Market Size
Source: Grandviewresearch.com, 2024
This was to supplement M&S’s brand promise of quality, comfort and style, and meet the customer need for wellness focused products. The 2024 Sport England Active Lives survey found that over 10 million people in the UK are practicing yoga or something similar since at least a weekly basis, people in their 20s and 30s, women aged 25-45 were the ones with the most practicing. This ties in perfectly with M&S’s core customer base. Additionally, bringing this brand extension under existing operations and supply chains will come with lower risk and foots the gains from scale. Select M&S physical stores in metro cities and the online platform will be part of the distribution strategy, in which activewear has grown 30% year on year in digital sales (MacDonald, 2024).

Furthermore, experiential engagement will be enhanced by cooperative efforts with local wellness influencers in providing workshops at select stores, in addition to providing them on Goodmove Studio. This puts M&S in the position not just of a retailer but of a lifestyle partner. Finally, M&S’ brand extension of Goodmove Studio is a strategically sound one as it provides a value rich proposition based on health, mindfulness and sustainability. M&S is in a strong position to re-establish brand loyalties, attract new segments and expand the share of the UK activewear market by responding to market trends and making use of its operational advantages.

3. Segmentation, Targeting, and Positioning
To be successful any brand extension relies on identifying and understanding their market correctly. As Marks & Spencer’s (M&S) new brand extension Goodmove Studio has launched, a robust STP (Segmentation, Targeting and Positioning) approach is vital to M&S’ new brand extension brand extension Goodmove Studio. This strategic framework will ensure that the offering is aligned with the right target audience and differentiates M&S in a top competitive market (Lim, Subaramaniam and Kolandaisamy, 2024).
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Figure 3 Segmenting, targeting and positioning
Source: AWWARE, 2023
3.1. Segmentation
The term market segmentation divides the wider population into segments based on shared attributes. Segmentation for Goodmove Studio is based on demographic, psychographic and behavioural facts.

· Demographic: The most engaged segment of wellness activities includes: women aged 25–45, urban professionals and young mothers. As per Statista (2024) the UK has 68% women who practise yoga, with the largest percentage of the group being between the age of 25 to 40.

· Psychographic: People who seek wellbeing, sustainability, and comfort in everything. It is influenced by mental health awareness as well as lifestyle aesthetics (minimalism, wellness).

· Behavioural: Practising people of yoga/Pilates (2–3 times a week,) buying athleisure wear at least bi-monthly, and shopping from ethical value-led brands (Global data, 2022).

3.2. Targeting
Goodmove Studio’s main target market is urban health-conscious women in the age group of 25 and 40 years of age with mid to high income level (£30,000 – £60,000 annually). They are active, ‘mindful’ consumers that tend to favour brands which are sustainable and considerate to inclusivity. Secondary targets include:

· Men aged 30–45 looking for a comfortable loungewear or in the process of practising mindfulness-based workouts.

· People aged over 45 years who are engaging in low impact fitness for their wellness or mobility improvement.

This selection also supports digital behaviour: The UK adults who follow fitness and lifestyle content online are called 49 percent, and they are using Instagram and YouTube to learn from yogan and wellnMultis, reports GlobalData (2023).

3.3. Positioning
It will be positioned as M&S Goodmove Studio: “Performance wear made for your holistic lifestyle.”

The core positioning strategy is therefore to differentiate through:

· High-quality, breathable and sustainable fabrics.

· Studium and street friendly, neutral and calming design tones.

· Inclusive sizing and comfort-first design philosophy (Singh and Singh, 2024).

· Affordable luxury that is in sync with an ethical lifestyle.

In addition to this, digital storytelling and influencer campaigns that focus on the concept of wellness over performance, will carry the brand’s message within in store experience zones. Its niche, though still targeted at active wearers, is the relaxed workwear rather than high end sportswear of the ilk of Nike or Under Armour, but at much more affordable prices.

3.4. STP Summary Table

	STP Element
	Summary

	Segmentation
	Demographic (25–45 women), Psychographic (wellness-focused), Behavioural

	Targeting
	Primary: Urban, health-conscious women (25–40); Secondary: men, older adults

	Positioning
	Affordable, elegant, sustainable activewear for mindful movement


The market is currently skewed towards wellness and lifestyle over pure fitness as over 10,000,000 UK adults are practising yoga weekly and yoga is a high potential niche. And the STP strategy is bang on for M&S – it offers them diversification without sacrificing customers for a loyal, trend focused and seriously health-minded retail audience (Denizel and Schumm, 2024).

4. Customer Personal Profile
The success of the Marks & Spencer’s brand extension Goodmove Studio a wellness inspired activewear line depends on a deep understanding of the ideal customer. M&S can profile the target customer demographically and Psychographically, and therefore packaging, market and deliver products that actually meet consumer needs and lifestyles. This detailed profile explains who the ideal customer looks like, what motivates their decisions and how the product works in the customer’s life.
4.1. Demographic Information

However, the main customer of Goodmove Studio is a female living in urban or suburban areas in UK such as London, Manchester, Bristol or Leeds and aged 28 to 40. While she is likely to be in a full-time professional occupation with annual income of £35,000 to £60,000, she will also be able to invest on high value lifestyle products. Either she is single, or married, without children or with a young family (Marks & Spencer, 2024). This consumer is part of a generation that values products and convenience that keep us from wasting time, allow for the use of digital convenience, and promote the well-being of the individual.
4.2. Psychographic Information

This consumer is Psychographically health conscious, sustainability aware, and emotionally involved with her lifestyle. Buying clothes is not what she does but buying in experiences, ethical values and identity. She practises yoga or Pilates or mindfulness activity 2–3 times per week on digital platforms such as YouTube, Peloton, or fitness apps. Her purchase choices are minimalism, calm aesthetics, and eco consciousness (Marks and Spencer, 2024).
This customer is attracted to Goodmove Studio because it is in line with her values.

· Wellness over performance – Rather than competing, she works out to make herself balanced.

· Natural tones and soft fits – She go for fabrics that are breathable, soothing, in muted hues versus loud and loud.

· Sustainability – She is far more likely to buy from a brand which is using recycled fabrics and ethical manufacturing.

She is also a digital native and now also shops online, she’s influenced by Instagram fitness influencers, and is engaged with brands that tell an authentic story. Traditional ads are not as important to her, nor are reviews, transparency and community branding.

4.3. Consumer Persona Table

	Persona Attribute
	Details

	Name
	Sophie Williams

	Age
	33

	Location
	Manchester, UK

	Occupation
	Digital Marketing Manager

	Income
	£48,000 per year

	Education
	Bachelor’s Degree in Communications

	Marital Status
	Married, no children

	Fitness Habits
	Attends yoga twice a week, occasional barre classes, home stretching routines

	Tech Use
	Shops online weekly, follows fitness creators on Instagram

	Values
	Sustainability, self-care, comfort, authenticity

	Style Preference
	Neutral tones, soft fabrics, minimalist design

	Pain Points
	Difficulty finding stylish activewear for low-impact workouts

	Brand Loyalty Factors
	Eco-friendliness, inclusive sizing, brand transparency


Goodmove Studio is the ideal customer for Sophie. The conscious consumer is a woman who wants to align for her personal wellbeing with an ethical consumption. With Sophie, M&S can engineer tailored marketing campaigns, produce functional and elegant collections, and build brand experience that would bring Sophie, and thousands like her, back time and again. Anchoring product development and storytelling in this profile will allow Goodmove Studio to attract both emotional and commercial resonance in the growing wellness apparel market.

5. Marketing Mix Strategies
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Figure 4 Marketing mix
Source: DinMo, 2024
5.1. Product Strategy

Quite a specialised product line that will be anchored by Goodmove studio will be offered as a product line of low impact physical activities like yoga, Pilates, barre and walking. These garments are unlike performance-based gym wear, they are soft, flexible and have calm, soft aesthetics. The lines will include high waisted leggings, seamless bra, oversized tops, breathable tanks, soft layering staples like cardigans and wraps. Organic cotton, bamboo blends and recycled polyester will be used to make fabrics and help support M&S’s “Plan A” sustainability initiative (Qiu, Porterfield and Mathur, 2025). As noted by a 2024 Grand View Research report, 61 percent of UK activewear consumers now favour sustainable materials, which make for key point of difference. The brand will also integrate muted and earthy tones such as sage, lavender, stone and blush in the colour palette, as consumers primarily prefer more subtle and natural styling. Inclusive sizing (UK 6 to 26) and adaptive fits will be designed for the market that 37% of consumers say existing activewear brands are lacking size inclusivity for (Bryson et al., 2024).

5.2. Pricing Strategy

M&S will adopt that of Value based pricing. Primark and Lululemon are mass market and premium players respectively, Goodmove Studio will fall at a better price point than the former and not as high as the latter. M&S’ brand identity of accessible quality suits it to this mid-tier positioning. This will put the line in a pricing range of £25 to £60, which is within the budget of the target demographic of the brand, the women aged 25 to 45, having an annual income of £35,000 to £60,000. Statista reported that 46% of UK activewear consumers have an income level willing to pay a premium for ethical and stylish products (Houshan and Siilsalu, 2024).
5.3. Place Strategy

The distribution will be carried out using a hybrid model of online and offline retail. Flagship M&S stores in these high footfall urban locations will be the pioneers for the line with the emphasis on high footfall and highly wellness orientated consumers in London, Manchester and Birmingham. Moreover, there will be a separate section on M&S’ e-commerce site and mobile app. Online is a vital sales channel for the new extension and M&S reported it grew 33% its online clothing sales in 2023 through its improved digital infrastructure and loyalty programmes.

‘Studio Zones,’ interactive trial areas that also act as movement friendly spaces for trying the clothing, will be introduced in select stores and customers will be guided by brand ambassadors. Not only does this improve product trial, it reinforces the way M&S presents itself as a wellness lifestyle partner.

5.4. Promotion Strategy

The core theme for the promotional campaign of Goodmove Studio will be move mindfully. To drive authenticity to the wellness and yoga community, collaborations with UK wellness personalities and yoga instructors will take place. Instagram, Pinterest, and YouTube Shorts will be used by M&S to capitalise on activities that draw the highest levels of fitness and lifestyle engagement. A 2023 YouGov poll showed that 54 percent of women between the ages of 25 and 40 in the UK following fitness or wellness influencers means there is a strong potential for conversion. There will be also limited time launch offers, behind the scenes brand storeys and live in store wellness sessions. It will also explore to tap into the holistic health segment and gather customers by way of cross promotions with M&S’s plant-based food ranges (Baker and McNeill, 2024).

5.5. People Strategy

The customer service team as well as the in-store associates will engage in training on the principle of mindfulness, movements and body inclusivity. Goodmove Studio clothing will be worn by staff who will be styled as Goodmove Studio ambassador, representing the brand’s values. Live chat for fit guidance will be provided by online customer support, an industry that has seen M&S see a 15% fall in returns in previous seasons.

5.6. Process Strategy

Ease will be optimised in the purchase journey, both online and offline. Virtual try on tools and fit recommendations based on customers preference will be offered on the online platform. Delivery options will be carbon neutral and returns simple. Self-checkout kiosk and click and collect services will reduce waiting times in store (Ferrero-Regis, Mellick and Coneybeer, 2024).

5.7. Physical Evidence Strategy

From ecofriendly packaging, minimal hang tags with wellness affirmations, sustainable displays, the brand identity will be communicated. Purchases will be reinforced through the offering of recyclable tote bags. Calming elements like soft lighting, neutral textures and plants will also be present to give the perception of a studio like feel in store displays.

6. Conclusion 
Goodmove Studio is M&S’ response to the changing consumer lifestyles that enable the mindful movement market to be led, making Goodmove Studio the natural first launch. Rooted in sustainability, inclusivity and wellness, the brand extension sees the new launch complement M&S’s values and address the needs of a developing segment of ethically minded consumers. The initiative strikes an emotional and commercial chord through the use of its operational strengths and customer insight. M&S, through product design, digital innovation and strategic marketing can further establish itself as a lifestyle partner and increase its share in the £35.9 billion activewear market.
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