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Explaining the brand extension, including a brief introduction to the technology company chosen
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Figure 1: Yearly Revenue growth of Tide Platforms Ltd.
	Source: (Johnson, 2025)	
Tide Platform Ltd. will focus on extending its brand by introducing new products or services in other categories. It will help the company to improve its brand credibility and attract new customers in the UK market (Kestenbaum, 2024). Headquartered in London, UK, Tide Platform Ltd. is one of the most renowned financial technology firms that provides digital banking services for SMEs. As per Figure 1, Tide Platforms generated £113.6 million in 2023, exhibiting 98% growth over 2022 (Johnson, 2025). The firm supports more than 1.5 million local companies globally across other nations, such as Germany, France and India (Tide, 2025). Tide has successfully collected more than £135 million worth of funds from investors such as TPG, Augmentum Fintech and more (Tracxn, 2026).     



Brand extension appealing to the current market
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Figure 2: Kotler’s Brand Extension Strategy
Source: (Taken from brief)
Kotler’s brand extension strategy will be adopted by the firm to launch new products. However, there are some risks associated with line extensions, such as operational complexity and reduced sales of the existing line of products. Moreover, overextension can strain business resources and reduce customer loyalty. Therefore, Tide Platform Ltd. will emphasise extending its existing product lines based on the emerging trends, such as AI implications in digital banking. The firm will empower individuals to manage money and solve financial challenges, such as a lack of emergency funds and reduce debt effectively through financial education services. Using AI accounting tools will allow customers to automate routine tasks, improve data accuracy and obtain real-time insights (Hońko and Hendryk, 2024). These new services will help the brand to target new customer segments and appeal to them successfully.  
Brand extension aligns with sustainability goals
Removing 100% of carbon emissions by 2030 is one of the primary sustainability goals of this fintech company. Driven by the Net Zero plan, the company’s new brand extension strategy aligns with UN SDG 13, 8 and 12(Tide, 2026). The company is successfully contributing to economic growth and promoting responsible consumption by providing sustainable financial services and supporting SMEs (Refer to Appendix 1).
[bookmark: _Toc225438337]Element 2: Conducting an STDP Analysis for the brand extension
Describing the key market segments relevant to the brand extension using geographic, demographic, psychographic, and behavioural variables
STDP is the acronym for segmentation, targeting, differentiation and positioning, which helps businesses to identify appropriate customer segments and differentiate themselves from competitors to gain a competitive advantage (Nilplengsang and Pankham, 2024).
	STP Element
	Key focus
	Description

	Segmentation
	Geographic
	· Urban areas in existing markets, such as the UK, India, France and Germany, with an increased number of SMEs, young financial professionals and growth-oriented firms. 

	
	Demographic
	· SME owners and young financial professionals 
· Age: Between 25 and 45.
· Income: Middle to Upper middle class
· Occupation: Young financial professionals, Entrepreneurs, freelancers

	
	Psychographic
	· Tech-savvy lifestyle
· Values financial literacy
· Prefer personalised digital experience

	
	Behavioural
	· Willing to adopt new digital financial tools or already familiar with these tools
· Seeking financial education and resources actively

	
	Choosing this particular segment will lead to low service costs and high transaction volume, which can help Tide to increase its profitability with new product lines and drive business growth. As an example, tech-savvy individuals are early adopters of technology who can become entrepreneurs in the future. They can also become the future customer pipeline for the company. 

	Targeting 
	Primary customer segment
	· Businesses: Growth-oriented businesses and SMEs in urban areas
· Customers: Young tech-savvy financial professionals, entrepreneurs and freelancers aged between 25 and 45.
High service expectations can be one of the targeting risks, as these customers would want service similar to banks, which can drive overall business costs of Tide.

	Positioning
	Brand extension
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Figure 3: Perceptual Map
Source: Self-created
The perceptual map will allow Tide Platform Ltd to acknowledge how customers perceive its own brand and different brands in the market. Competitors like GnuCash and Revolut Business acquire key strengths in different services like desktop accounting and banking. These companies target a global audience and provide extensive reporting tools like financial reports. Therefore, Tide should strengthen its positioning strategy to gain a competitive advantage. 
Financial education services: Targeting young financial professionals and freelancers with engaging formats of financial education, such as graphical representations of complex terms. Emphasising tax planning, investment, and retirement strategies. Helping customers by reducing high debts and overcoming financial challenges, such as low emergency funds.
AI accounting tools: Providing excellent AI-driven accounting tools for entrepreneurs and growth-oriented businesses. Emphasising higher value accounting tasks, such as data entry, accounting receivables and payables, bank reconciliation, financial reporting and payroll processing. Positioning with Smart Accounting Automation to boost productivity and save customers’ valuable time and resources.


Table 1: STP Analysis
Source: Self-created





Strategies the company can use to differentiate itself from competitors
Competitor Analysis
Competitor analysis is one of the most integral parts of SDTP analysis which helps businesses to evaluate strengths and business strategies of competitors          (Lloyd, 2021). Conducting a competitor analysis will allow Tide Ltd. to understand how its primary competitors operate and gain a competitive edge in the global fintech market. Some of the primary competitors of Tide Platforms Ltd. include Starling Bank, Revolut Business, GnuCash and QuickBooks. Key strengths of these competitors will be highlighted below,
	Competitors of Tide Platform Ltd
	Competitive Advantages

	Starling Bank
	· Digital-first banking model, branchless, largely paperless and 95% recycled debit cards.
· Launched the UK’s first Mastercard cards, which are made from recycled plastic. 
· Partnership with Trillion Trees and funded the planting of over 100,000 trees in the UK (StarlingBank, 2026). 

	Revolut Business
	· Multinational Fintech Company that handles operations with multi-currency accounts.
· Improves customers’ financial health and promotes financial inclusion across communities.
· Provides cards with instant spending notifications, foreign exchange at a real exchange rate and built-in budgeting and analytics (The Global City, 2026). 

	GnuCash
	· Commitment to customer feedback integration and continuous improvement.
· A platform combining intuitive design with powerful functionality, helping both experienced individuals and beginners. 
· Provides customers with a familiar and convenient interface to enter financial transactions easily (Crawford, 2026).

	QuickBooks
	· One of the most widely used accounting software programs in the world.
· Integrates into other systems and is flexible with third- party applications.
· Allows customers to create and track invoices and expenses easily, along with providing an automated backup service (Shvedaet al.2021).


Table 2: Competitor Analysis
(Source: Self-created)
Differentiation Strategies
Cost Leadership Strategy: Implementing a cost leadership strategy will allow the company to maintain quality by improving operational efficiency and regulating costs across the business. Tide Ltd. can significantly invest in technology to reduce waste, such as regulatory fines, save time and automate labour-intensive tasks. Moreover, this particular strategy will allow Tide to provide new services at a comparatively lower price than its competitors. 
Competitive Pricing: Tide Platform Ltd. will provide new services, such as financial education and new AI-driven accounting tools, to attract new customer segments and improve brand identity in the global market. These new services will be provided at competitive pricing (Munro, 2023). The competitive pricing will allow the firm to maintain market relevance, boost sales and attract price-sensitive customers. 
Innovation: The global fintech industry has become an innovation powerhouse with the advent of technology and digitalisation in the 21st century (Jarvis and Han, 2021). Therefore, investing in innovation and technology integration can help the organisation to revolutionise its business model. The company can increase the utilisation of AI along with blockchain technology to manage cross-border payments, employ digital identity verification and improve regulation and auditing.  


[bookmark: _Toc225438338]Element 3: 7Ps of the Marketing Mix
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Figure 4: 7s Marketing Mix
Source: (Athuraliya, 2026)
The 7s Marketing Mix model provides a framework that helps businesses to plan their marketing strategy and promote their brand to their chosen target group. Product, promotion, price, process, people, place and physical evidence are the seven elements of the 7s Marketing Mix model (Athuraliya, 2026). Using this marketing strategy will allow Tide Platform Ltd. to acknowledge customers’ needs and fulfil those needs to drive customer satisfaction. 
Product
Tide Platform Ltd. basically provides digital banking services for SMEs along with different financial services, such as integrated invoicing and automated bookkeeping. The new line extension strategy will allow the firm to provide some new services, such as financial education and new AI-driven accounting tools. The company will primarily target young financial professionals to provide financial education services through engaging formats such as graphical representations of complex terms. Moreover, the AI accounting tool will be used by SMEs or entrepreneurs for managing daily accounting tasks, such as bank reconciliation, data entry and others (Ajayi-Nifise et al. 2024). Apart from that, the company will support them with Smart Accounting Automation to save time and resources and boost productivity. The company will also seek out customers’ valuable feedback on social media channels and other platforms to improve its service in the long run.

Price
Price is one of the most important elements in the 7s Marketing Mix framework, as this element is directly connected with revenue generation. The firm will focus on employing a competitor-based pricing strategy for its new product lines. This pricing strategy can help in gaining valuable insights into the market’s pricing landscape (Majka, 2024). Employing a competitive pricing strategy can help Tide Platform to grow and protect its market share, and implement the strategy without any obstacles. However, there are some limitations of this pricing strategy that the firm needs to address. The strategy can be unsustainable in the long run, as competitors can improvise their pricing depending on market pricing data. Matching the competitor price margins consistently can reduce the profitability of Tide, specifically if costs are not addressed, resulting in operational losses. Therefore, the firm needs to evolve its pricing strategy on the basis of its products, market insights and customer demand instead of what others are offering. Therefore, the company needs to implement smart competitive pricing with the help of some effective strategies. Tide needs to identify its minimum viable price range, choose its pricing position and run some pricing tests, such as A/B tests, before the final implementation.        
Place
Place defines the company’s overall distribution channels, market coverage and location, which make products or services easily accessible to consumers (Fahriza et al. 2022). The distribution strategy of Tide Platform Ltd is completely based on digital platforms, such as websites, the Tide app, and digital payment links. Moreover, Tide’s place strategy also emphasises strategic partnerships with API service providers, accounting software providers such as Xero, as well as loan providers, such as iwoca (Iwoca, 2026). The company can focus on improving its distribution strategy by forming a partnership with online banking platforms. It will provide customers with easy online access to their personal accounts as well as efficient money management and transaction processing (Chernoff and Jagtiani, 2024). Tide can also form a partnership with P2P platforms to facilitate the loan distribution and investment possibilities through digital channels.    
Promotion
The promotion element defines how companies communicate value to their target market and what activities they use to improve brand visibility and build awareness (McCabe, 2026). The firm mainly promotes its products to sole traders, entrepreneurs, start-ups and freelancers to help them save money and time. Implementing different types of marketing strategies, such as influencer marketing and social media marketing, allows the firm to promote its business, attract new customers and businesses and boost brand visibility. Influencer marketing can be a more successful approach for the business as it is expected to grow to $40.51 bn in 2026, at a CAGR of 30% (Lee, 2026). However, the company can face some challenges in regard to implementing promotional strategies for its new product lines. As an example, the firm can encounter problems while keeping up with ever-changing consumer behaviour and market trends. Also, the technological advancements as well as digital disruptions can also impact the marketing strategies of Tide. Conducting thorough market research, identifying marketing objectives, analysing the market and competitors, determining USPs and developing content and messaging can allow the company to overcome promotional challenges. Moreover, it is also important to measure marketing performance by tracking different KPIs, such as ROI, conversion rates, CAC and more to optimise marketing strategy (Mou, 2024). Tide can also integrate AI into its marketing strategy to predict customer behaviour, generate engaging content and optimise ad placements.     


People
The people element refers to all the individuals or partners associated with the business, for instance, customers, employees, and other important stakeholders. Tide started its operations with only 30 employees and supported 18,000 SMEs in the UK. Currently, the company supports over 1.5 million members and partners across different nations, such as the UK, India, Germany and others (Burroughs, 2025). There are over 1,800 employees who work for Tide, mostly in Serbia, Bulgaria and the UK. More than 1 out of 10 SMEs in the UK utilise the Tide platform which showcases the firm’s popularity in the domestic market. Tide can improve its people strategy by aligning it with its new brand extension strategy. The firm can invest in new talent initiatives, for example, providing skill development and career advancement opportunities.      





Process
Companies create an efficient and smooth journey for customers, which cannot be accomplished without appropriate processes. Processes define all the steps and procedures involved in providing the service to customers. Tide Platform Ltd. needs to use different processes for its new services, such as financial education and AI-driven accounting tools. Technologies, such as AI and RPA, should also be integrated into the process to improve overall customer experience through the process (Elliot, 2025).  Based on a structured process, the company should focus on analysing the needs of its target audience. The firm then needs to streamline processes to improve service quality and reduce business costs.  


Physical Evidence
Physical Evidence highlights the tangible factors of the business, which include physical environment and other tangibles such as machinery and others. Although the services of Tide are intangible, physical evidence involves all the physical symbols associated with service delivery. The company has also focused on improving its brand colour palette and using photographs of Tide members, which are shaped by its new Portal design (Hürsgünel, 2026). Other physical evidence of this fintech firm includes trust-building components, for example, FSCS protection, ISO certifications and others. 


[bookmark: _Toc225438339]Element 4: Reflection
Description
I have gained knowledge in various domains while developing the brand extension strategy for the mentioned company. A well-planned brand extension strategy could allow businesses to access new customer segments and diversify revenue streams (Kestenbaum, 2024). I developed a brand extension strategy that emphasised financial education and new AI-driven accounting tools. Other than that, I conducted SDTP analysis and competitor analysis to help the business identify its new target customers and develop an effective positioning strategy. 
Feelings
I felt confused in certain parts of the development of the brand extension strategy. As an example, I was perplexed about the UN Sustainable Development Goals and linking them with the company’s sustainability brand extension objectives. Apart from that, I was also confused about effective differentiation strategies, such as the cost leadership strategy and competitive pricing
Evaluation
I had summarised my findings in Element 1 and prepared a lucid poster presentation by using relatable images and keeping the text concise. I focused on researching different strategies to create a well-represented poster before creating it. Creating this poster allowed me to improve my academic skills, which can directly contribute to my academic performance. The poster helped me to make my studies acknowledged and engage others effectively. Additionally, the poster allowed me to obtain feedback and questions from my attendees. 
Analysis
I have significantly developed my general presentation abilities, along with managing questions in real time. However, due to my poor time management skills, I encountered problems in regard to choosing an appropriate background and relatable images for my poster.




Conclusion
The overall experience in this module helped me to develop knowledge in effective brand extension strategies for fintech brands, competitor analysis and different market segmentations, such as geographic and others. I have also improved my research skills, referencing skills, and academic writing skills throughout the experience. The project also helped in developing time management skills and communication skills, which can directly contribute to personal and professional development (Antić and Bogetić, 2022). As an example, I can use time management skills to boost my productivity, complete tasks within deadlines and improve my work-life balance. However, I need to still work on my communication skills and time management skills to perform more effectively in future projects. 
Action plan
Strategies to improve communication skills
I will emphasise active listening, public speaking and emotional intelligence to improve my communication skills. Maintaining eye contact, avoiding interrupting others, asking relevant questions and summarising key points can help in developing active listening skills     (Rogers and Farson, 2021). Moreover, I will focus on doing deep breathing exercises, practising in front of the mirror to improve my overall confidence as well as public speaking skills. I can also join digital public speaking groups to manage my nervousness. 
Strategies to improve time-management skills
Important time management techniques, such as the Eisenhower Matrix, will help me to improve my time management skills by organising tasks into four different quadrants, such as important, unimportant, urgent and not urgent. Other than that, I can also create a calendar, such as Google Calendar, set reminders, utilise tools like planners and note-taking and build a personalised schedule to manage my time efficiently. 
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Brand Extension Strategy: Tide Platform Limited







Introduction

The presentation depicts the brand extension strategy of Tide Platform Ltd., including marketing mix and STP analysis.





Brand Extension

Brand Extension strategy is an effective strategy that helps companies to improve their brand credibility and attract new customers (Kestenbaum, 2024). Headquartered in London, UK, Tide Platform Ltd. is one of the most renowned financial technology firms that provides digital banking services for SMEs. Tide Platforms generated £113.6 million in 2023, exhibiting 98% growth over 2022 (Johnson, 2025)



Brand Extension and Current Trends

Tide Platform Ltd. will emphasise extending its existing product lines by leveraging the line extension strategy, using the emerging trends such as AI implications in digital banking.





Brand Extension and Sustainability

Removing 100% of carbon emissions by 2030 is one of the primary sustainability goals of this fintech company. Driven by the Net Zero plan, the company’s new brand extension strategy aligns with UN SDG 13, 8 and 12 (Tide, 2026). 



Conclusion

The new brand extension strategy of Tide was explained, along with conducting an SDTP analysis and using a marketing mix framework. Differentiation strategies, such as Cost Leadership Strategy and Competitive Pricing, were recommended for competitive advantage. 

















Element 1: Brand Extension Poster Presentation

Explaining the brand extension, including a brief introduction to the technology company chosen

Tide Platform Ltd. will focus on extending its brand by introducing new products or services in other categories. It will help the company to improve its brand credibility and attract new customers in the UK market (Kestenbaum, 2024). Headquartered in London, UK, Tide Platform Ltd. is one of the most renowned financial technology firms that provides digital banking services for SMEs. As per Figure 1, Tide Platforms generated £113.6 million in 2023, exhibiting 98% growth over 2022. The firm supports more than 1.5 million local companies globally across other nations, such as Germany, France and India (Tide, 2025). Tide has successfully collected more than £135 million worth of funds from investors such as TPG, Augmentum Fintech and more (Tracxn, 2026).     

Brand extension appealing to the current market

Tide Platform Ltd. will emphasise extending its existing product lines by leveraging the line extension strategy by using the emerging trends such as AI implication in digital banking. The firm will empower individuals to manage money, solve financial challenges, such as a lack of emergency funds and reduce debt effectively through financial education services. Using AI accounting tools will allow customers to automate routine tasks, improve data accuracy and obtain real-time insights (Hońko and Hendryk, 2024). These new services will help the brand to target new customer segments and appeal to them successfully.  

Brand extension aligns with sustainability goals

Removing 100% of carbon emissions by 2030 is one of the primary sustainability goals of this fintech company. Driven by the Net Zero plan, the company’s new brand extension strategy aligns with UN SDG 13, 8 and 12 (Tide, 2026). The company is successfully contributing to economic growth and promoting responsible consumption by providing sustainable financial services and supporting SMEs (Refer to appendix 1).
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