2



[image: Tarek Associates]




Marks and Spencer (M & S) the M&S Wellness Hub Brand Extension


Name: Rathla Rajesh
Student Number: 2415125
Name of the Lecturer: Laila Maazouz
Date of Submission: 27th april
Word Count: 2789
Term 1











Table of Contents
Introduction	3
Brand Extension Concept	3
Segmentation, Targeting and Positioning (STP)	4
Segmentation	4
Targeting	6
Positioning	6
Customer Persona/Profile	7
Persona 1: Sarah Thompson	7
Persona 2: David Morgan	7
Marketing Mix (4Ps/7Ps)	8
a) Product	8
b) Price	9
c) Place	9
d) Promotion	10
e) People	10
f) Process	11
g) Physical Evidence	11
Future Outlook & Technological Trends	11
Conclusion and Critical Reflection	12
References	13



[bookmark: _Toc195021517]Introduction 
Marks & Spencer (M & S) is one of the oldest and well-known brands in the United Kingdom that has built a strong reputation around quality food, apparel, and home products. Founded back in 1844, M&S has ensured that its company dinners with a solid reputation for offering customer service, innovation, and reliability. In the past few years, due to increasing competition and changes in the nature of retailing, this company has initiated the process of digital transition (Marks & Spencer, 2025). The primary purpose of this report is to provide a strategic brand extension of M&S through the creation of a new product – the M&S Wellness Hub – an online subscription service providing wellness support and information on nutrition, mental health, and fitness. This report will critically assess the marketing factors required for this new venture such as STP (Segmentation Targeting & Positioning), consumer analysis and the marketing mix tactics or the 7Ps. M&S is a suitable candidate for this brand extension due to one of its key missions- promoting healthy lifestyles and the increased focus on digital services. This project directly relates to the learning outcomes of the module because it entails the evaluation of marketing activities and the prediction of future trends in marketing, particularly as they relate to the use of digital technology.
[bookmark: _Toc195021518]Brand Extension Concept 
The new brand extension for Marks & Spencer is the M&S Wellness Hub, an innovative online wellness program aimed at providing customers with total health management services. This model would involve flexible diets, personal consultations with nutritionists, exercising sessions, cognitive exercises, and carefully selected articles, podcasts, and videos on health, nutrition, and well-being (PATH, 2018). These features can be accessed via a mobile application and on a web portal, thereby making wellness more convenient and less of a standalone aspect. The M&S Wellness Hub is perfectly positioned to complement the company’s core values of quality and trust while bringing innovation to the proposition. M&S already has “Eat Well,” a line of good quality food products together with campaigns that advocate healthy living. This extension logically follows that foundation, adding more value to what the company provides while keeping to its roots of being a lifestyle-oriented retailer that looks out for the wellbeing of the shoppers (Toda, 2018). It also addresses the changing customer needs which have been shifting due to health awareness and demand for convenience and consultation in their fitness and nutrition plans.
This extension allows M&S to move from its core business of retail to the proven growth area of wellness, which has expanded especially after the COVID-19 outbreak. The consumer interest in the health and wellness market appears to be rising in the UK, particularly due to the focus on mental and physical wellbeing (Marks and Spencer Group plc, 2023). Through its entry into this space, M&S can expand its market share of this valuable segment, especially the millennials and Gen Z audiences who value social media and self-care. Compared to competitors such as Tesco or Sainsbury’s, M&S’s brand heritage and strong reputation for premium quality provide a competitive advantage (Bogati, 2023).
The feasibility of this brand extension is supported by M&S’s existing investment in digital innovation and online services. Initiatives like the Sparks loyalty program, app-based food ordering, and website revamps indicate the company’s readiness to embrace technology (RNS, 2023). Furthermore, the post-pandemic shift toward digital health solutions and increased consumer focus on wellness provide a timely and strategic backdrop for this launch (D'Anza & Pronovost, 2022).
[bookmark: _Toc195021519]Segmentation, Targeting and Positioning (STP)
The market segmentation, targeting, and positioning framework must be given careful consideration in order to achieve the purpose of launching the M&S Wellness Hub. This means that the product appeals to the right market and gets noticed by consumers in a congested market space (Hanlon, 2024). Mark & Spencer has a well-established brand identity in the United Kingdom with a customer loyalty to back that fact, making this an ideal market for the introduction of this wellness brand extension.
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The most relevant initial geographic market to target is the United Kingdom because M&S already has its customer bases and actual stores there. This domestic focus enables M&S to capitalize on an already-established structure and reputation. This market still has room to expand to other global markets where the wellness trends continue to be popular (Alon, 2012). As for demographic characteristics as presented below, the service is focused on the respondents aged 25 – 60, with middle to high income levels. These consumers are likely to have the expendable income to pay for premium wellness services and have already been exposed to the M&S brand. This is due to the increased employment status and employment that places individuals within steady and predictable life cycles where health is valued (Bogati, 2023).
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Figure 1: A figure representing the four types of market segmentation
Psychographic segmentation confirms that the target market is composed of health-conscious people who place considerable importance on both mental and physical health. These are tech-savvy with a leaning towards anything digital and they live a fast pace and expect quick, efficient solutions. These people look for brands that align with their lifestyle choices and help them live a good life without much hassle (McAllister, 2025). Behaviourally, the target consumers are brand-loyal, especially those who often shop at M&S for quality and variety of health-conscious food products. They are also receptive to paid-access models with added utility and customization, like extra tailored selections or special content — making them well-suited for a wellness centre with continuous interaction (Dubey, 2025)
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The primary focus is the audience of 30-45 years’ old who are actively building a career, often busy and who need effective and evidence-based solutions for self-care. This group is very much into personalization and greatly uses digital platforms to run their lives. They will understand M&S as a premium brand and would find essence of a structured and tech-enabled wellness program valuable (Dergaa et al., 2024). The second type of viewer is retirees of aged 55-65 who are searching for the health and fitness solutions or services relevant to their age including low impact workouts, nutrition advice or mental health information. This demographic likely already frequents M&S for their grocery products and would appreciate a digital counterpart that provides simple, relevant services for their age group.
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“Our aim is to improve managers' own wellbeing and the support they provide for their teams on a day-to-day basis when it comes to mental health” (Marks & Spencer, 2025). This emphasizes the brand’s goal is to help conquer the everyday with convenient, sustainable, and personalized nutrition (Toda, 2018). The M&S Wellness Hub is no longer just a product but it is a companion in the life of every health-conscious consumer which is a part of the recognizable brand. When plotted on the positioning matrix, M&S Wellness Hub would be located in the high-quality and high-personalisation category in relation to other wellness and retail players in the UK. For instance, even though Holland & Barrett provides a range of health products, its digital wellness ecosystem is not comprehensive (Wood, 2024). Tesco Wellness has greater coverage as a concept but it does not have the luxury appeal and the integration into the service offering that M&S has (Jones et al., 2020). This means that M&S has a positioning strategy that centres on using innovative technology with the reliability of the brand and personal attention (Kelk, 2024).
[bookmark: _Toc195021523]Customer Persona/Profile 
For the M&S Wellness Hub to be primarily focused on customers, it is crucial to create extensive and clear personas that depict the primary as well as secondary consumers. These personas represent how typical customers would think and act, and what they would therefore expect from the product.
[bookmark: _Toc195021524]Persona 1: Sarah Thompson

Sarah is a 35-year-old marketing executive working in Manchester, a large city in the North West of England. Sarah is a career-oriented woman who spends most of her time at her working desk, and often feels stress and fatigue. To manage her body, she pays attention to what she eats, incorporates physical activity into her routines, and focuses on her mental health. However, she is often pressed for time and therefore cannot engage in a regular wellness practice. This is specifically why M&S remains her go-to store for quality food and organic products, and is also why she uses the M&S app for grocery deliveries. Sarah values convenience and technology, using apps such Headspace and Fitbit to monitor her health. This new feature will interest her as it would be an all-in-one service that provides her with nutrition advice, guided meditation, and fitness training—all in one place, and also connected to her shopping preferences at M&S.

[bookmark: _Toc195021525]Persona 2: David Morgan
David is a 62-year-old ex-teacher from Surrey, GB. He likes gardening, going for extended walks and being with his grandchildren. David shops at M&S and prefers to engage physically but has recently incorporated technology in his shopping. His primary wellness concerns are mobility, hypertension, and sleep quality. Some of the challenges facing David are a difficulty in accessing reliable wellness information appropriate for youths. The M&S Wellness Hub would act as a reliable online resource, providing age-appropriate wellness content and uncomplicated tools that would align with his vision of a healthy retirement.
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Figure 2: A figure showing the 7p marketing
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The M&S Wellness Hub is an integrated digital wellness service reachable by smartphone and browser. Some of the key features of the platform calls include nutrition and fitness plans, mindfulness, health tracking, professional consultations, and food and lifestyle product recommendations from M&S (Smith, 2024). They can either opt for Basic plan, where they get limited options for basic content and some tips or go for Premium(plan) where they get one-on-one coaching, personal meal plans, video content and priority access to wellness webinars. The platform adapts to the users’ M&S Food and Clothing likes, providing tailored recommendations like vitamins or fitness wear based on users’ goals. This digital extension complements the brand values of M&S, which are quality, reliability, and the enhancement of quality of life, and responds to the demands of the modern consumer who wants the integration of physical, mental, and digital well-being (Zhang, 2024).
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The following principles apply in the development of the pricing strategy of the M&S Wellness Hub: The value-based pricing ensure that perceived benefits of the Wellness Hub equal the cost in congruent with M&S’s premium brand image. The membership will only contain some introductory material and a certain number of wellness tools, with the enhanced membership costing £120 per year (Calnan, 2023). This has the effect of making it reasonable for a target niche of consumers, and also helps to create the perception of higher value. Free features include tracking of your caloric intake and expenditure, smart calorie tracker, automated meal planning and recipes, and access to articles and videos. To compel customers to upgrade to the subscription model, there will be a two-week free trial for the Premium plan. Furthermore, more subscription bundling will be available through the M&S Sparks loyalty card, which offers subscribers a cheaper subscription or a combination of an introductory subscription with any in-store or online M&S purchase (Sramkowski, 2021). This structure creates an affordable yet premium experience and maintains a high rate of customer retention through subscription and product bundles.
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M&S Wellness Hub will mainly target digital delivery – through the M&S app and website. The activity will be advertised by means of QR codes, action with a flyer, and digital screens in M&S stores, so customers can access the service during their shopping trip. Moreover, the Wellness Hub will be integrated within the checkout process to suggest specific products according to users’ needs and preferences (Abraham, 2024). For maximum visibility, the platform will be designed for multi-device usage and the performance of the system will be optimal across both iOS and Android. Omnichannel distribution draws on M&S’s retail network and digital platforms to provide a holistic approach to wellness, allowing customers to switch between digital and physical touchpoints with ease (Simone & Sabbadin, 2017).

[bookmark: _Toc195021530]d) Promotion 

The promotion plan for the M&S Wellness Hub would focus on the digital and physical resources to increase awareness and adoption of the services of the Wellness Hub. Digital, M&S will make sure that the system is optimized for search on health-related keywords and social media advertising on Instagram, Facebook, TikTok and YouTube. Influencer marketing partnerships with healthy living gurus and dieticians located in the UK will expand brand awareness and appeal to an audience of younger generations who place a priority on wellness (Vizard, 2015). For social media, success stories, tutorials, and other content showing life behind the office walls will be posted to keep audiences engaged.
A critical emphasis will be placed on in-store promotion. Employees will be encouraged to suggest the platform at the point of sale, especially while making purchases of products such as athletic wear or plant-based foods. Integration with M&S Food and Clothing divisions will further entrench the platform (Li et al., 2023) – for instance, recommending sportswear for in-app workout classes or discounted meals for a new meal plan. New streams of promotions, for example, New Year Wellness Kickstart, will also be developed to fit consumer motivation patterns. This approach maintains a cohesive voice throughout and entices the M&S consumers as well as consumers new to the brand (Ford, 2020).
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Customer experience was recognized as a central aspect of implementing the M&S Wellness Hub concept. There will be live customer service for technical issues as well as for anything related to wellness that customers may need help with and this will be available through the live chat and emails (Marks and Spencer Group plc, 2022). Additional features for the Premium membership include one-on-one consultations with certified health coaches or nutritionists. Wherever a consumer requires assistance, they will find a store associate, eager not only to tell them more about the app, but also help the customer understand how to use QR codes, or properly redeem a bundled promotion (Uniqode Phygital, 2025). Employee ambassadors, mainly in the health food and activewear categories, will fulfil the role of wellness advocates. They increase confidence in the service, improve conversion, and ensure that the human aspect of an already digital experience is also valued (Allen, 2023).
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The Wellness Hub will have a seamless registration process, starting with an interactive wellness assessment for an individualized user interface. The application is fully integrated with M&S and promises that from the moment of signing up, users will receive personalized recommendations for fitness regimens, nutrition advice, and products related to their goals. The navigation will be seamless, aided by suggestions by AI, calendar prompts, and progress tracking (The Chartered Institute of Marketing, 2015). To sustain the relevance of the recommended platform, feedback surveys will be conducted on a monthly basis to capture any shifts in customers’ expectations.
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In the context of the Wellness Hub being a digital product, trust is a notion reinforced through layout, perceived user experience, and content. A clean, M&S-branded interface will aim to replicate the sleek, minimalistic look and feel of physical M&S stores. Real customer stories, feedback from professionals, and case studies will be used across the platform. Things that are paid—like video classes and recipes—will be of good quality or production value (Indeed Editorial Team, 2025). If applied consistently, M&S’s identity strengthens belief in the brand, facilitates recognition among consumers, and provides them with the assurance that the company adheres to best practices and offers high-quality products.
[bookmark: _Toc195021534]Future Outlook & Technological Trends 
Moving forward, the M&S Wellness Hub can apply the leading technologies to intensify the impact and usability of the services. AI shall be crucial in developing customized diets and fitness regimes specific to the lifestyle and health requirements of a certain consumer. By using data analytics, M&S will be able to track how users are interacting with the services and what their preferences are to improve on the services being offered (Anisa et al., 2024). Moreover, the integration of Fitbit and Apple health will allow users to track their activity, sleep, and biometrics seamlessly, improving engagement. These measures will not only help secure the future of the platform but also promote M&S as a champion of the technology-driven wellness agenda.
[bookmark: _Toc195021535]Conclusion and Critical Reflection 
In conclusion, the M&S Wellness Hub provides a clear proposition that respects the company’s legacy of premium quality, reliability, and new ideas. Engaging the nutrition-sensitive consumption base through a digital channel-driven strategy allows M&S to capitalize on wellness and sustainability trends while broadening its assortment. The proposed marketing mix and customer–centric approach would enhance the firm’s position in the identified competition. This project contributes towering knowledge in marketing functions and instances of possible technological advancement. It demonstrates how marketing can positively impact organizational growth and consumers, particularly when adopting advanced concepts such as AI, personalization, and digital flexibility.
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