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Element 1: Brand Extension Poster Presentation
Brand Extension
A marketing tactic where an established brand name is applied to introduce new products to capitalize on the current brand value is called ‘Brand Extension’. Dyson applies its engineering essence in hair care items, wearable air purification, and lighting solutions (James, 2024). It has used brand acquisition to penetrate related high-end technology markets and create growth through innovation.
Introduction of Dyson, UK
Dyson is a British-based international technology company that deals with modern home gadgets and personal care gadgets. It produced over 20 million items in 2024, with revenue of £6.6 billion, through constant innovation and substantial investment in R&D (Dyson, 2025).
Why the Brand Extension Appeals to the Current Market
The UK consumer trends support the expansion of home appliances to personal care solutions as practiced by Dyson. The UK haircare technology sector was estimated to be valued at over £2.2 billion due to the need to use tech-enabled fashion products (Stafford, 2026). 
Meanwhile, the air purifier market reached approximately $669.8 million in 2024, with increasing pollution awareness, which justifies Dyson’s extension to wearable air purifier solutions (Grand View Research, 2025). Customers are more prone to multifunctional and high-performance products that allow Dyson to expand into the sphere of wearable purification, high-tech haircare, and lighting technologies.
Alignment of Dyson’s Extension with Sustainability Goals (SDGs)
Dyson has supported SDG 7 (Affordable and Clean Energy) through its energy-efficient technologies. The expansion to lighting solutions complements the current renewable trend of producing 50.4% of UK electricity by 2024 (The Renewable Energy Institute, 2024). Its air cleaning and sustainable product design also support SDG 12 (Responsible Consumption and Production).
Element 2: Analysis of Segmentation, Targeting, Differentiation, and Positioning (STDP)
Segmentation
Market segmentation is used in relation to the subdivision of a large market comprising a group of consumers that share the same needs and behaviours. Market segmentation theory states that proper segmentation is useful for personalisation of products and marketing strategies to meet the needs of consumers. Segmentation is useful for developing targeting accuracy and understanding the demand of customers (Nur and Siregar, 2024). The focus demographics comprise urban people aged 25-45 and having a high level of disposable income, who prefer high-quality technology products. Geographically, larger cities in the UK might be good markets due to increased exposure to pollution. About 84% of the population of the UK is urban-based (Worlddata, 2026). This demonstrates that the market of urban air-quality products is large. Psychographically, health-aware, environmentally conscious consumers can be segmented by Dyson. Behavioural segments, customers like smart devices and high-quality gadgets.
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Figure 1: Percentage of urban population in the UK
(Source: Tradingeconomics, 2025)
Targeting
Targeting might be useful for Dyson to achieve a high number of potential customers. A Segmentation Targeting Positioning Model recommends that companies concentrate on profitable segments, grow, and tactically fit to a brand's ability. The main target market of Dyson might be prosperous urban professionals and tech enthusiasts who are concerned about air quality and personal well-being. The targeting strategy is complemented by the growing concern about pollution and its health effects. About 40,000 deaths occur in the UK each year due to poor air quality, and if the UK had clean air, it could contribute about £1.6bn in annual benefits (Cleanairfund, 2026). As these consumers have greater purchasing power, are health-conscious, and tech-oriented, Dyson can target such customers to position their wearable air purifier as a high-quality lifestyle technology.
Differentiation
Through differentiation, Dyson can make unique products and make a stand ahead in competition. Brand differentiation theory states that high differentiation increases brand equity and sustainable competitive advantage (Adigun et al. 2026). Dyson differentiates its wearable air-purifying system with its high level of engineering, design, and filtration levels. Moreover, Dyson offers wearable technology that enables consumers to clean the air during commuting, travelling, or outdoor activities. Air-cleaning technology demands are increasing rapidly in response to city pollution and health awareness. The air cleaner filter market size in the UK is expected to reach USD 17.06 billion by 2029 (Technavio, 2025). High-performance motors and filtration technology of Dyson products enhance strong airflow, noise reduction, and portable filtration. These technological benefits might be useful for Dyson to achieve a good market position in the competition, which might also enhance its reputation.
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Figure 2: Air cleaner filter market size in the UK
(Source: Technavio, 2025)
Positioning 
Positioning can be helpful for Dyson to develop a unique brand image among consumers as compared to its competitors. According to brand position theory, the key to successful positioning lies in communicating a straightforward value proposition that carves out a distinct positioning in consumer minds. An effective positioning adds value to products and helps to achieve a desired position in the market (Sudirjo, 2023). Dyson’s branding or positioning of its wearable air purification product as a health-based technology that is both personal protection and sophisticated design. The brand focuses on being innovative, performing well, and being sustainable in order to attract environmentally friendly customers. This stance is consistent with the increase in consumer concern with air quality solutions. The European Environment Agency has estimated that more than 96% of urban dwellers in Europe are subjected to pollutants that are higher than the recommended health standards (Europa, 2022). This might increase demand for personal air purifying solutions. Dyson emphasises on high-quality filtration systems, the cool appearance, and the high level of engineering skills. Dyson also puts itself into a place of high-end air-quality innovation, contrasted with other traditional consumer electronics and health devices product producers.
	STDP Element
	Key Summary

	Segmentation
	Dyson segments the market using demographic, geographic, psychographic, and behavioural variables. Dyson can focus on urban professionals aged 25–45, environmentally conscious consumers, and technology enthusiasts. High urbanisation levels in the UK might create strong demand for portable air-quality solutions.

	Targeting
	The brand targets prosperous urban professionals and health-conscious consumers who value premium technology products. These consumers are willing to invest in innovative solutions that improve personal well-being and protection from pollution exposure.

	Differentiation
	Dyson differentiates through advanced engineering, high-efficiency filtration technology, futuristic design, and premium product performance, positioning itself as a technology innovator rather than a conventional electronics brand.

	Positioning
	Dyson positions the wearable air purifier as a premium health-focused technology that combines innovation, personal protection, and sustainability for modern urban lifestyles.


Table 1: Summary table for STDP 
(Source: Self-created)
Element 3: 4P marketing mix
Product
The brand extension, created by Dyson, has a wearable air purifier with noise-cancelling headphones: intended to target consumers in urban areas who are exposed to air pollution during their commuting and day-to-day operations. The machine employs an enhanced filtration system to eliminate detrimental substances like dust, allergens, and pollution of the air inhaled. Another feature of this product is the provision of smart sensors and high-performance motors, which will automatically regulate the airflow according to the environmental conditions. This innovation made Dyson a technology-driven brand that strives to produce the best engineering products. There is an increasing demand for air quality monitoring systems in the UK. The air quality monitoring market size in the UK is USD 380.23 Million in 2024 and expected to reach USD 984.51 Million by 2035 (Sphericalinsights, 2025). The magnitude of indoor air pollution is two to five times greater than outdoor air pollution (LSE, 2025). Premium materials, ergonomic design, and the ability to monitor air quality with a smartphone can also add value to the products. Other characteristics like extended battery life, compact body, and variable airflow render the product applicable to daily use. The wearable purifier provided by Dyson, through the incorporation of functionality, portability, and advanced technology, offers a differentiated experience to consumers that is consistent with current health and lifestyle behaviours.
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Figure 3: Market size of air quality monitoring systems in the UK
(Source: Sphericalinsights, 2025)
Price
Pricing strategy is important in improving the value and positioning of a product. Dyson deals with the premium pricing process due to the high level of engineering and high performance of the products. The wearable air-cleaning gadget would thus be at a premium price compared to traditional air cleaners. Consumer electronics revenue in the UK is increasing. Consumer electronics market size in the UK is USD 66,906.3M in 2025 and expected to reach USD 100,980.1M by 2033 (Grandviewresearch, 2025). This indicates that consumers are interested in high-technology goods. Dyson consumers generally equate a high price with superior quality, reliability, and innovation. This price enables the company to achieve high profit margins as well as establish brand exclusivity. Financing options and instalment payments may also be included in the pricing scheme to create more accessible prices to consumers, and at the same time, enhance the brand image. Dyson can incorporate a value-based pricing model, where price is based on the health benefits, convenience, and technological superiority. Dyson, through the upscale pricing system, enhances its brand identity, and it stands out against the low-end devices in the market of air purification and personal technology devices.
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Figure 4: Consumer electronics market size in the UK
(Source: Grandviewresearch, 2025)
Place
Place becomes the channel of distribution of a product to consumers. The wearable air purification device developed by Dyson can be sold through both physical stores and online methods. Dyson has a robust international network of retail stores, such as flagship stores and authorised retailers, as well as online. The company has expanded its online sales platforms in the UK in response to the increasing online shopping. The recent research shows that in the UK, online retail values increased from 26.5% to 27% the total retail sales in 2024 (ONS, 2024). This indicates the importance of e-commerce in the contemporary consumer buying behaviour. Dyson can sell the wearable purifier through its online store, technology retailers, and online marketplaces. The use of physical retail stores still proves essential as it gives the opportunity to showcase product demonstrations as well as test more sophisticated functionalities. The flagship stores of Dyson offer interactive experiences where consumers can experience the technology and get to know about its advantages. Moreover, it can also collaborate with electronics stores and upscale department stores to raise the visibility of the product. Through the implementation of a combination of physical shopping experience and robust digital distribution platforms, Dyson might be able to improve its global presence without losing the high-tech and innovative brand image.
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Figure 5: Online retail sales values in the UK
(Source: ONS, 2024)
Promotion
Promotion is the process of communicating with and persuading consumers about a product. The marketing concept of the wearable air purifier by Dyson would be centred on innovation, health, and environmental consciousness. Promotional strategies are important for companies to enhance customer trust and retention (Seturi, 2022). Digital advertising, influencer partnerships, social media marketing, and face-to-face product demonstrations can be utilized in the campaign to target technology-focused consumers. Online marketing is efficient due to the growing digital activity of consumers in the UK. About 98% of people in the UK use the internet in 2025 (Statista, 2025). Dyson can promote its product through online mode as it helps to reach a vast population in a shorter time.
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Figure 6: Share of internet users in the UK
(Source: Statista, 2025)
Dyson can also make promotions through lifestyle experts and influencers as influencer marketing is increasing in the UK. Influencer marketing size in the UK is about USD 1,150.9M in 2024 and expected to reach USD 4,195.0M by 2030 (Grandviewresearch, 2025). Dyson can conduct video campaigns about the dangers of air pollution and the functionality of the product, increasing consumer awareness and building brand loyalty. Besides, experience marketing events held in the large UK cities can enable consumers to use the wearable purifier in various environmental conditions. The messages to be used in the promotion must focus on the engineering capabilities, innovative design, and focus on enhancing personal well-being by Dyson. The mixed digital and experiential promotion techniques might enable Dyson to create awareness and increase demand for its new wearable purification technology.
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Figure 7: Influencer marketing size in the UK
(Source: Grandviewresearch, 2025)
	Marketing Mix
	Summary

	Product
	Dyson's wearable air purifier combines advanced filtration, smart sensors, and noise-cancelling headphones to deliver portable air purification.

	Price
	Premium pricing strategy reflecting Dyson’s innovative technology, superior quality, and strong brand reputation.

	Place
	Distributed through Dyson stores, authorised retailers, and e-commerce platforms to ensure wide availability and convenient purchasing.

	Promotion
	Digital advertising, influencer marketing, and experiential campaigns highlighting innovation, health benefits, and urban air-quality awareness.


Table 2: Summary of 4P marketing mix
(Source: Self-created)
Element 4: Reflection
I can apply Gibbs’ reflective model to demonstrate my experience and skills while conducting this assignment.  
Learning and knowledge development
I have developed the knowledge regarding the expansion of the Dyson company. I can apply the description stage of Gibbs’ reflective model for exploring the product expansion of Dyson. This company is raising more share capital for its expansion. I have learned about segmentation, targeting, differentiation, and positioning through which a company can adopt an effective marketing approach. This can be analysed through the utilisation of the analysis stage of Gibbs’ model. I have also gained knowledge about 4P marketing, which is required to influence customers’ behaviour. 4P marketing is useful for developing interaction with customers and improving the competitive edge of a company (Singh and Jena, 2024). Preparing and delivering a poster improves my research, presentation, and communication skills. This experience also helps me to improve my knowledge about the marketing system and design effectiveness, which is necessary to expand a business. Therefore, I can say that this assignment has developed my academic understanding of strategic marketing and the expansion approaches of a company like Dyson.  
Evaluation of skills
I can evaluate my skills while conducting this assignment through the application of the evaluation stage of Gibbs’ reflective cycle. My research skills have developed through conducting this assignment as I have searched several statistical reports and academic sources. My analytical skills have also developed as I have interpreted marketing information and marketing strategies, such as segmentation and positioning. My academic skills have also improved through preparing this assignment. On the other hand, I have understood that analyzing a huge amount of information is challenging. Overall, this assignment has improved my academic and analytical skills, understanding of marketing strategies, and brand extension.   
Contribution to personal and professional development
This assignment has helped me a lot to improve my personal and professional areas. Through the application of Gibbs’s reflective cycle, I have understood that effective knowledge can make a positive influence on behaviour. I have gained insights about approaches for the creation of innovative products and handling the competition in the market through an analysis of Dyson’s marketing strategy. This knowledge might be useful for the evaluation of marketing opportunities that are related to professional development. My confidence level has also enhanced significantly, which can contribute to my personal development. Thus, this assignment has helped me to develop my personal and professional areas.    
Enhancement of approach and performance in the future 
I can say through the application of the final stage of Gibbs’ reflective model that my knowledge and understanding from this assignment can be useful for developing a plan for improvement. My critical argument and academic performance might be improved in the future. I also aim to improve my time management skills to achieve success in the future. I can make a higher-quality academic work in the future for similar projects.  
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The UK consumer trends support the expansion of home appliances to personal care solutions as practiced by Dyson. The UK haircare technology sector was estimated to be valued at over £2.2 billion due to the need to use tech-enabled fashion products (Stafford, 2026). 
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