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Element 1: Brand Extension Poster Presentation 
Introduction to brand extension
Dyson is a UK-based multinational technology company. It offers a range of products like vacuum cleaners, air purifiers, hair dryers, heaters, and so on (Dyson, 2026). With a new brand extension, Dyson aims to introduce its Smart Air Ecosystem. It is a smart AI-powered wearable air purification mask helping users to filter air pollutants in real time with a mobile app.
Appeal to the current market
Healthcare and wellness are currently in demand. UK’s air quality is satisfactory, but the PM2.5 fine particles concentration is 1.7 times more than the official guideline as per World Health Organization (WHO) (IQAir, 2026). Besides, poor air quality in the UK is leading to £500 million expenses in healthcare among UK citizens (Gregory, 2025). Here, a product like Dyson Smart Air Ecosystem will reduce health issues and also improve air quality. 
Alignment with sustainability goals 
Dyson Smart Air Ecosystem aligns with both sustainable development goals (SDGs) of the UN and Dyson’s current sustainability goals. The 3rd and 13th SDGs focus on health and wellbeing and climate action respectively (United Nations, n.d.). These are aligned with the product, as it improves air quality and health conditions. Besides, Dyson’s sustainability goals also focus on improving air quality and environmental wellbeing (Dyson, 2026b). These will be addressed with this brand extension. 
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Figure 1: Poster (Created with Canva)
Source: https://canva.link/fkr0fea68fwfix4
Element 2: STDP Analysis for Dyson Smart Air Ecosystem
Key market segments
The Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis is essential when preparing a marketing plan for a new product or brand extension. The first stage is that of segmentation, which helps to segment the existing customers in the market into different groups considering their characteristics (Wongsaichia et al., 2022). Here are the market segments suitable for Dyson Smart Air Ecosystem:
	Segment
	Target market
	Details

	Demographic 
	Young adult professionals
	· Age: 22-35 years 
· Income:£20,000-£30,000
· Education/profession: Any

	
	School going children 
	· Age: 8-18 years 
· Income: £25,000-£30,000 (family income)
· Education/profession: Middle or high school 

	Geographic
	Urban high-risk residents 
	· Location: Urban areas like London
· Climate: Poor air quality
· Environment: Industrial or allergy-prone regions 

	Psychographic
	Health-conscious individuals 
	· Lifestyle: Health-conscious 
· Personality: Believes in wellness investments 
· Attitude: Looks out for health needs

	Behavioural
	Daily office commuters 
	· Purchase: Spends on healthcare due to air pollution
· Consumption: Uses regular masks
· Media use: Social media, internet 


Table 1: Key segments for Dyson Smart Air Ecosystem
(Source: Self-developed)
Chosen target audience
The second stage for marketing should focus on choosing the target audience. For this, the chosen segments are evaluated to identify specific segments that will be more likely to become potential customers. This helps to narrow down the market further (Talaat et al., 2023). Here is a detailed account of the target market for Dyson Smart Air Ecosystem:
	Segment
	Target market
	Pain points

	Health-conscious individuals
	Primary target market 
	They are concerned about the air quality and are looking for an innovative solution for this. 

	School going children and young adult professionals 
	Secondary target market
	They are regular commuters and need access to a simple wearable that completely addresses the concern. 


Table 2: Chosen target market
The target market primarily chosen for Dyson Smart Air Ecosystem is the health-conscious citizens of the UK. Secondary target market includes demographic segments like young adult professionals and school going children. The differentiation marketing strategy will be prioritised here, as two markets are targeted. It believes in having different marketing strategies to attract the target market (Gabellini and Scaramuzzi, 2022). This will help Dyson to gain more brand awareness among the chosen target market with this strategy. 
Differentiation from competitors 
There is severe competition in the current technology and electronics industry. Some of the biggest competitors of Dyson include Panasonic Holdings, Bajaj Electricals, Eureka Forbes, and others (GlobalData, 2026). Most of these companies have been working on air purifiers to improve health and wellbeing. For instance, Panasonic’s nanoe-G air purifier uses nano technology to address fine particles from air (Panasonic, 2026). However, it is important to note that none of the competitors have yet introduced a smart mask like Dyson’s brand extension that can ensure real-time air purification. 
The differentiation being formed within Dyson is related to the unique piece of technology being used to develop a wearable product. It is using artificial intelligence (AI) to map air quality and get real-time updates on the same. AI is an evolving technology that uses machine learning algorithms (Theodosiou and Read, 2023). With this, Dyson is addressing a current problem in the environment related to deteriorating air quality and environmental condition. It is helping UK citizens to directly address two of their current concerns, including the air quality issues and address health conditions due to air quality. 
This shows a differential strategy for Dyson with its brand extension. Most of its competitors are working on technologies to improve the features of existing products like air purifiers. However, with Dyson Smart Air Ecosystem, there is a unique disruptive product with an innovative smart mask. This can be helpful for Dyson to stand out and gain strong brand awareness. 
Positioning strategy  
The positioning stage usually comes at the end of the process of planning a marketing strategy. With this, companies can identify their chosen positioning strategy considering the market conditions and competitors. This helps them to identify the approach for positioning the products considering the target audience (Setyawatiet al., 2025). Here is a positioning map for Dyson:
 (
High Quality
Low Quality
High Price
LowPrice
)
Figure 2: Positioning map
Based on this perceptual map, Dyson positions itself in the high quality and high price segment. Here, the biggest competitor of the company is SharkNinja in the UK context, as it also offers similar products in the same pricing range (SharkNinja, 2025). On the other hand, VAX can also be a competitor with similar products (Vax, 2026). However, the pricing is lower in this company. This means Dyson aims to position its brand extension with a vision of offering high-quality products at a premium pricing range. This way, it will stand out in the market offering a unique piece of product. 
Element 3: Marketing Mix
A strong marketing mix strategy is essential for brands, particularly if they introduce a brand extension. The framework helps to evaluate different elements of marketing activities and make the right decisions considering the current strategies and their gaps (Ho et al., 2022). As Dyson is planning to expand with Dyson Smart Air Ecosystem, the following marketing mix analysis can be helpful for its strategic decisions:
· Product
Dyson stands out for offering a range of innovative electronics items. With its new brand extension, it is planning to introduce a unique face mask. This helps users to filter air pollutants in real time, while a mobile app keeps track of the same. There can be different criteria for product or service choice. According to Hooley et al. (2020), the criteria can be either practical and rational or symbolic and emotional. In this context, the new brand extension focuses on the elements of practical and rational product sentiment. 
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Figure 3: Product/service Choice Criteria
(Source: Week 4 slide 8)
The practical element can be seen as the smart face mask under Dyson Smart Air Ecosystem will help in solving a major problem. As mentioned previously, UK’s air quality and presence of pollutants can be concerning (IQAir, 2026). Here, the new product under the extension helps people not only to save themselves from poor air quality but also contribute to addressing the issue in general. This way, it builds a practical purpose. It stands out from competitors as they are not offering a similar smart face mask for air purification. 
· Pricing
Dyson has always been known for being a luxury brand. As mentioned previously, with this new extension, the company plans to position itself in the high quality and high price segment. This means that the brand will promise top quality product while charging premium prices. It will follow the skimming pricing strategy here. This strategy believes in keeping the prices high initially, and then gradually bringing them down based on market conditions (Lotfi et al., 2024). With this, the new brand extension will keep the price high for both the mask and subscription on the app. 
With the rising concerns for the environment and air quality, it is expected that customers will be open to premium pricing with the new product. A 2024 PwC study conducted in London found that consumers are willing to spend 9.7% more on sustainable products (PwC, 2024). This product will be promoted as a one-time investment for long-term sustainability and wellness outcomes. 
· Place
A direct-to-customer (D2C) format will be followed with the new brand extension. Primarily, the product will be available on the official ecommerce website of Dyson and its demo stores across the UK. According to Kotler et al. (2020), consumer marketing channels may go through the wholesaler and retailer as intermediaries. With this new product extension, Dyson’s masks will be available on retail electronics stores and other ecommerce portals like Amazon. Customers will receive a brochure with each purchase that includes a QR code to the app and offers guidance to making subscription to the app for utilising all the features. 
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Figure 4: Consumer Marketing Channels
(Source: Week 5 slide 7)
· Promotion
For promotion, Dyson will focus on both online and offline methods to attract both the chosen target markets. The push vs pull strategy helps to evaluate whether products are pushed or if consumers are pulled (Hrelja and Rye, 2023). In this case, the pull strategy will be prioritised with a focus on strong marketing. For digital marketing, Dyson will utilise SEO and PPC ads. They are helpful for gaining brand awareness through relevant keywords and online adverts. Moreover, social media content will be created in the form of reels to highlight the benefits of the mask. Influencer marketing is also beneficial to gain more product awareness (Pan et al., 2025). Dyson can do paid partnerships with UK-based influencers. 
For offline marketing, the focus of Dyson will be on TV and print media advertising. It will create effective TV advertisements and promote the brand extension on billboards. Celebrity endorsements are often beneficial to attract people from different demographics (Al Mamun et al., 2023). Dyson will invest in these. Besides TV adverts, billboards and magazines will be prioritised to showcase the USP of the product. 
· People
Dyson already has a strong and skilled team to handle the operations. Currently, it is operating with over 14,000 employees in across 65 countries (Dyson, 2026c). Moreover, the company has also developed the Dyson Institute of Technology, which offers training and guidance to employees regarding the latest innovative production ideas (Dyson, 2026d). For this new brand extension, employees will be provided with training regarding AI, which is the primary technology to be used. Here, the company may integrate AI experts and marketing advisers when working on the development and launch of the brand extension. 
· Process
Dyson stands out for its efficient process and service flow. Customers have the option of making purchases from either the official website or offline stores. They can also track the order status on the website, particularly for online purchases (Dyson, 2026e). Besides, the company also has strong customer services, allowing customers to enter serial number of their machines to launch complaints (Dyson, 2026f). With the new brand extension, the focus will be on customised services. AI-based chatbots and platforms help to understand specific problems of customers based on their purchase history (Blümel et al., 2024). This will be used in Dyson to make sure that customers receive top-notch services for both the mask and subscription with the app. 
· Physical evidence 
Dyson already has multiple demo stores across the UK, which will be prioritised for the new brand extension. The stores stand out for their unique décor and constant presence of customer service providers (Dyson, 2026g). Besides, the digital presence is also evident with its ecommerce platform. The company also offers a loyalty program to reward points (Dyson, 2026h). For the new brand extension, the loyalty program will be extended, allowing customers to earn reward points on each purchase and participate in exclusive events and campaigns. They will also be provided with top-notch recyclable packaging materials for the masks to ensure a sustainable angle. 
Element 4: Reflection
A reflective account is essential to gain insights from a past experience. Gibbs’ reflective cycle is a relevant model that uses six stages to reflect upon experiences (Ocampo et al., 2025). Here is a detailed reflection on my experience of completing this portfolio:
· Description
For this portfolio, I had to identify and explore a brand extension idea. I chose Dyson, and developed a unique brand extension named Dyson Smart Air Ecosystem, which offers a smart face mask that uses AI and air purification system to filter air pollutants in real time as users are travelling. I had to give a poster presentation in the first part, while the remaining parts of the portfolio focused on an STDP analysis for this brand extension idea and a 7Ps marketing mix. 
· Feelings
I initially felt quite nervous for the requirements for this portfolio and the poster presentation. However, my confidence boosted as I started conducting my personal research and interacted with the peers. Moreover, as I worked on the content of the poster, I felt more confident about presenting it, as I knew that it contained relevant and creative information. The lecture materials and class discussions further boosted my confidence as connected them to my portfolio. Now that I have completed it, I have better understanding of marketing and management concepts. 
· Evaluation
There were some parts of the experience that were highly positive. For instance, I was patient and flexible with my approach. Research skills are beneficial to learn about something new and work on it. I was able to utilise this skill to get a primary understanding of the subject (Maddens et al., 2023). Moreover, strong critical thinking skills are essential for individuals to get familiar with concepts and get deeper understanding (Ho et al., 2023). This was another strong skill for me, with which I made sure to think critically of my brand extension idea. I could also get into the depths of the databases like the official website of Dyson, peer-reviewed articles and journals, news articles and other reliable websites. 
· Analysis
However, some aspects of the experience went poorly. For instance, time management is essential for individuals to balance multiple activities (van Sluijs and Matzat, 2024). I struggled to manage my time between classes and the portfolio development. This affected the quality of my work to some extent. Moreover, strong confidence and communication skills are essential for individuals to present work before an audience (Ramadan Elbaioumi Shaddad and Jember, 2024). However, despite my ability to create the poster effectively, I felt nervous when presenting it. This affected the quality of my presentation, as I struggled to make eye contact during the process. 
· Conclusion
The reflective account helped me understand the experience of working on this portfolio. I found that I have strong skills of critical thinking and research. However, I have limited time management and communication skills, which have undermined the quality of my portfolio and presentation. These areas need to be improved in future. 
· Action plan
For improving my time management skills, I plan to utilise clear routines and timelines for my activities. With this, I will be able to avoid procrastination and meet the deadlines more effectively. Furthermore, for confidence and communication skills, I plan to take crash courses and watch relevant videos. I will also practice public speaking by taking initiatives in team tasks. 

References
Al Mamun, A., Naznen, F., Yang, Q., Ali, M.H. and Hashim, N.M.H.N. (2023) ‘Modelling the significance of celebrity endorsement and consumer interest on attitude, purchase intention, and willingness to pay a premium price for green skincare products’, Heliyon, 9(6), pp.1-16. https://doi.org/10.1016/j.heliyon.2023.e16765 
Blümel, J.H., Zaki, M. and Bohné, T. (2024) ‘Personal touch in digital customer service: a conceptual framework of relational personalization for conversational AI’, Journal of Service Theory and Practice, 34(1), pp.33-65. https://doi.org/10.1108/JSTP-03-2023-0098 
Dyson (2026a) Official Dyson® Website | Shop Dyson.com for Exclusive Savings. Available at: https://www.dyson.com/en (Accessed: 1 April 2026).
Dyson (2026b) Sustainability at Dyson. Available at: https://www.dyson.com/sustainability (Accessed: 1 April 2026).
Dyson (2026c) Inside Dyson. Available at: https://www.dyson.com/discover/inside-dyson (Accessed: 4 April 2026).
Dyson (2026d) The future of engineering. Available at: https://www.dyson.com/inside-dyson/community/dyson-future-of-engineering (Accessed: 4 April 2026).
Dyson (2026e) Order Status. Dyson vacuum cleaners, hair dryers and stylers, fans, humidifiers, hand dryers and lighting. Available at: https://www.dyson.com/order-status (Accessed: 4 April 2026).
Dyson (2026f) Support. Available at: https://support.dyson.in/supporthome.aspx?utm_redirect=dyson.com%2Fsupport (Accessed: 4 April 2026).
Dyson (2026g) Reinventing retail - the Dyson way. Available at: https://www.dyson.co.uk/discover/archive/2021/reinventing-retail-virtual-dyson-demo-store (Accessed: 4 April 2026).
Dyson (2026h) Dyson Owner Rewards. Save 20% on selected Dyson technology. Available at: https://www.dyson.com/owner-rewards/select-your-machine (Accessed: 4 April 2026).
Gabellini, S. and Scaramuzzi, S. (2022) ‘Evolving consumption trends, marketing strategies, and governance settings in ornamental horticulture: A grey literature review’, Horticulturae, 8(3), pp.1-28.https://doi.org/10.3390/horticulturae8030234
GlobalData (2026) Dyson Ltd - Company Profile. Available at: https://www.globaldata.com/company-profile/dyson-ltd/competitors/ (Accessed: 1 April 2026).
Gregory, A.(2025) UK air pollution killing more than 500 people a week, doctors say. The Guardian. Available at: https://www.theguardian.com/environment/2025/jun/19/uk-toxic-air-killing-people-doctors-warn (Accessed: 1 April 2026).
Ho, C.I., Liu, Y. and Chen, M.C. (2022) ‘Factors influencing watching and purchase intentions on live streaming platforms: From a 7Ps marketing mix perspective’, Information, 13(5), pp.1-19. https://doi.org/10.3390/info13050239 
Ho, Y.R., Chen, B.Y. and Li, C.M. (2023) ‘Thinking more wisely: using the Socratic method to develop critical thinking skills amongst healthcare students’, BMC medical education, 23(1), pp.1-16. https://doi.org/10.1186/s12909-023-04134-2
Hooley, G.J., Piercy, N. and Nicoulaud, B. (2020) Marketing strategy and competitive positioning. Seventh edition. Harlow, England; Pearson. https://www.imi-institute.org/k/Marketing%20Strategy.pdf 
Hrelja, R. and Rye, T. (2023) ‘Decreasing the share of travel by car. Strategies for implementing ‘push’or ‘pull’measures in a traditionally car-centric transport and land use planning’, International Journal of Sustainable Transportation, 17(5), pp.446-458. https://doi.org/10.1080/15568318.2022.2051098 
IQAir (2026) Air quality in United Kingdom.Available at: https://www.iqair.com/in-en/uk (Accessed: 1 April 2026).
Kotler, P., Armstrong, G., Harris, L.C. and He, H. (2020) Principles of Marketing Eight European Edition. UK: Pearson. https://www.google.co.in/books/edition/Principles_of_Marketing/neksEAAAQBAJ?hl=en
Lotfi, A., Naoum-Sawaya, J., Lotfi, A. and Jiang, Z. (2024) ‘To skim or not to skim: studying the optimal pricing strategy for technology products’, Omega, 127, pp.1-19. https://doi.org/10.1016/j.omega.2024.103079 
Maddens, L., Depaepe, F., Raes, A. and Elen, J. (2023) ‘Fostering students’ motivation towards learning research skills: the role of autonomy, competence and relatedness support’, Instructional Science, 51(1), pp.165-199. https://doi.org/10.1007/s11251-022-09606-4 
Ocampo, F.A., McIntyre, B.G., Massey, D. and Saunders, R. (2025) ‘Nursing student reflections on a research internship: A reflective discussion following the Gibbs' reflective cycle’, Nurse education today, 145, pp.1-6. https://doi.org/10.1016/j.nedt.2024.106481
Pan, M., Blut, M., Ghiassaleh, A. and Lee, Z.W. (2025) Influencer marketing effectiveness: A meta-analytic review. Journal of the Academy of Marketing Science, 53(1), pp.52-78. https://doi.org/10.1007/s11747-024-01052-7 
Panasonic (2026) Unique Air Purifying System: nanoe-G. Available at: https://www.panasonic.com/in/consumer/air-conditioners/air-conditioner-learn/features/unique-air-purifying-system-nanoe-g.html (Accessed: 1 April 2026).
PwC (2024) Consumers willing to pay 9.7% sustainability premium, even as cost-of-living and inflationary concerns weigh: PwC 2024 Voice of the Consumer Survey. Available at: https://www.pwc.com/gx/en/news-room/press-releases/2024/pwc-2024-voice-of-consumer-survey.html (Accessed: 3 April 2026).
Ramadan Elbaioumi Shaddad, A. and Jember, B. (2024) ‘A step toward effective language learning: An insight into the impacts of feedback-supported tasks and peer-work activities on learners’ engagement, self-esteem, and language growth’, Asian-Pacific Journal of Second and Foreign Language Education, 9(1), pp.1-31. https://doi.org/10.1186/s40862-024-00261-5 
Setyawati, D., Sudarmiatin, S., Handayati, P. and Suharsono, N. (2025) ‘ANALYSIS OF SEGMENTING, TARGETING, POSITIONING (STP) MARKETING STRATEGY IN MSME BATIK’, Journal of Management: Small and Medium Enterprises (SMEs), 18(3), pp.2241-2249.https://doi.org/10.35508/jom.v18i3.26144
SharkNinja (2025) The official new home of Shark® and Ninja® appliances. Available at: https://www.sharkninja.co.uk/ (Accessed: 1 April 2026).
Talaat, F.M., Aljadani, A., Alharthi, B., Farsi, M.A., Badawy, M. and Elhosseini, M. (2023) ‘A mathematical model for customer segmentation leveraging deep learning, explainable AI, and RFM analysis in targeted marketing’, Mathematics, 11(18), pp.1-26.https://doi.org/10.3390/math11183930
Theodosiou, A.A. and Read, R.C. (2023) ‘Artificial intelligence, machine learning and deep learning: Potential resources for the infection clinician’, Journal of Infection, 87(4), pp.287-294.https://doi.org/10.1016/j.jinf.2023.07.006
United Nations(n.d.) THE 17 GOALS | Sustainable Development. Available at: https://sdgs.un.org/goals (Accessed: 1 April 2026).
van Sluijs, M. and Matzat, U. (2024) ‘Predicting time‐management skills from learning analytics’, Journal of Computer Assisted Learning, 40(2), pp.525-537. https://doi.org/10.1111/jcal.12893 
Vax (2026) About VAX - History and Vision: VAX Official Website. Available at: https://www.vax.co.uk/about (Accessed: 1 April 2026).
Wongsaichia, S., Naruetharadhol, P., Schrank, J., Phoomsom, P., Sirisoonthonkul, K., Paiyasen, V., Srichaingwang, S. and Ketkaew, C. (2022) ‘Influences of green eating behaviors underlying the extended theory of planned behavior: a study of market segmentation and purchase intention’, Sustainability, 14(13), pp.1-20.https://doi.org/10.3390/su14138050
14

image4.png
EU REKA-“
FORBES's




image5.png
Shark|NINJA




image6.png
VaX




image7.png




image8.png
v ©Dsh X ©Rewo X © View X @ GA® X & Hoole X & LCME X [ Wee X [ Week X @19 X

@ Mioe X Godwpe X+
€ > C

25 docs.google.com/presentation/d/1Wd020DeJSVimx5sqpvONKrsBKFQz-zOW/edit?slide=id.p8#slide=id.p8 Q% & o L @ i

Week 4 - Session 1 - Marketing Mix - Product ¥ e w7 - |
File Edit View

Slideshow | + ) & 4 °
Insert Format Slide Arrange Tools Help \

Q ++- 6 e & @ Fit R Tt Q) N~

Background | Layout | Theme

Transition ~
7 | rosucusercechic Crria
Product/service Choice Criteria
(20f4)
PRACTICAL srmBoLc (553
|
Prcaved barats [
Physical L Expresses identty. =]
[hicioi s
cabo oV oo oo
o
T
\
RATONAL ‘ EMOTIONAL 31

(Hooley et al, 2020, p





image9.png
v CRw x CVe x @GA X Skt X Bl X we x @EX B9 X Kim x

GoKotl X G pin X B Kot X+ =

¢ 5 G 2 docsgooglecom/presentation/d/1 wizvRhLYYfIQ8QUYENKICVpvkurKeVa/editzslide=id pT#slide=id.p7

Week 5 - Session 1- Place Strategies - Revised *

¢ &a a- * + @
File Edit View Insert Format Slide Arrange Tools Help
Q ++ 6 e & @ 5% ~ R Tr Q \~ Background | Layout | Theme | Transition ~
s
X%
(= =] [ e | [ o Producer
6 Value Added by Marketing. *
Channels. Wholesaler
e ! s
+ + (=]
Consumer ‘ Gonsumer Consumer
I l 3 A. Consumer marketing channels (Kotler et [

o8 < Click to add speaker notes





image1.png
-&
F

APPEAL TO THE CURRENT MARKET

Hoathcors ond wenes o curenty i darand. Ucs
i ity s soioctony, i e PICS o patcies
Condaniraton s 17 es more than e afces
e o o ot ool Socricton )
(G, 2026). Bosidon, poor o sy i he U 8
1o0diig o €800 milln A ookncors among
i (Grogon 2028) o, o procuct o Dyson
St A Ecomy o wh occa heckh 005 00 300
mprove o ety

AALIGNMENT WITH SUSTAINABILITY GOALS

Dyson Smon_ Ak Gcosysom aigrs wan_ boin
liinabl Gevdopment ot (s562) o the Ut and
Dysons curot ustonobiey gook The 3 and 13"
B oiun on et ona walieng ond cimate
octon respocivay (Unked Naons, . These aro
Slgrnd i tho froduc o § Improves ar ooy
Ot concitons B, Oytots Saobity
ook “alo focus on mprouny o aualty and Econptom . Ptuton
Snironmartctweibong (Oyson 35265) Thesa wil 5o





image2.png
dyson




image3.png
Panasonic




