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Element 1: Poster Presentation
The poster developed for Element 1 presents the Spotify SleepBand concept, its consumer value proposition, current trend alignment, sustainability direction and a concise conclusion. The full poster is reproduced in Appendix A.
[image: ]
Figure 1: Spotify SleepBand concept visual from the Element 1 poster (Source: self-developed poster).
Element 2: STDP Analysis
2.1 Introduction and Brand-Extension Rationale
Spotify is an all-sound platform centered on discovery, personalisation and repeat digital engagement that spans the globe. Spotify's numbers for Q1 2026 showed 761 million monthly active users (MAU) and 293 million Premium subscribers; the company's 2026 Investor Day highlighted its plans to deepen the concept of personal media experiences that create more meaningful interactions (Spotify, 2026a; Spotify, 2026b). The scale provides the brand with both extensive installation audience base, and the ability for an extension to be tested without the need to build the audience base from the ground up.
The new gadget that Spotify is introducing in the guise of SleepBand is a soft, light Bluetooth headband for nighttime techno-listening. The idea features ultra-thin speakers, battery charging, simple motion and optical heart-rate detection and an exclusive smart alarm clock alongside the seamless integration with Spotify. The marketing pitch isn't about the product being a medical device, it's about a product that helps design a more restful bedtime experience, with customisable music, ambient sounds, meditation, podcasts, and sleep-focused, ambient music and audio, it offers easy trend-insights about sleep.
The extension's strategic thinking comes from the realization that Spotify is an active player in listening moments that matter to the wellbeing. Spotify has previously provided personalised health and well-being information, such as meditation and relaxation playlists, and they still offer these; the NHS suggests that quiet music, podcasts or meditation can help as a winding down routine (Spotify, 2020, Spotify, 2026c, NHS, 2026). A qualified version of the proposition is supported by research. Moderate certainty evidence has been found for the benefit of music on improving subjective sleep quality among adults with insomnia symptoms, and limited certainty evidence exists for objective sleep outcomes (Jespersen et al., 2022). So the SleepBand is not a medicine to use to help you fall asleep, but to use in a supportive way as an entertainment/wellbeing item.
Aaker and Keller (1990) contend that consumers come to have a more favorable attitude towards a brand extension the higher perceived fit between the parent brand and the extension category. The SleepBand has been shaped on three aspects: Spotify has already the corner of the audio content relationship, personalisation is one of the brand's key skills and sleep is a familiar listening event. The core part isn't conceptual but in reality involves Spotify transforming from software to physical product, from subscription to digital to after-sales, from platform to battery, from platform to returns, from platform to supply chain. [image: ]
Figure 2: Strategic pathway for the Spotify SleepBand brand extension (Source: self-developed).
2.2 Segmentation
To create a more appropriate value proposition, segmentation involves identifying and creating subgroups within the broad market that have similar needs, behaviours or characteristics (Kotler et al., 2024). A combined approach to geographic segmentation, demographic segmentation, psychographic (bedtime needs), and behavioural (routine, perceived noise sensitivity, use of Spotify) is appropriate for SleepBand because it is these factors and others that shape the function of a wellness technology application.[image: ]
Figure 3: Segmentation framework for Spotify SleepBand (Source: self-developed).
2.2.1 Geographic Segmentation
The recommended first commercial market is UK followed by USA, Germany & Australia. The markets share a broad base of smartphone and streaming experience, exisiting ecommerce value chain, and a vibrant consumer wellness market. Thus, a UK launch provides a useful test bed as Spotify already has good awareness levels and the NHS live by the mantra of "sleep hygiene" and encourages regular wind-down (good sleep time) - and relaxing audio, where applicable (NHS, 2026). It will first be introduced on-line and available in select electronics and lifestyle shops in key urban centres, and then nationally. Materials differences should also inform climatic differences; a breathable, moisture wicking material would work well for warmer regions, and a heat and cold insulating material would be available in colder markets.
2.2.2 Demographic Segmentation
The core demographic is adults aged approximately 18-40, including university students, early-career professionals, frequent travellers and knowledge workers. These consumers are typically comfortable with subscriptions, Bluetooth devices and app-based personalisation. Income is more important than age alone because a dedicated sleep wearable is discretionary. The concept is therefore aimed mainly at middle-income and upper-middle-income users who can justify a premium accessory if it adds value to an existing Spotify relationship. Gender should not be a primary segmentation variable: product design, sizing and communication should remain inclusive, with multiple band sizes and neutral colourways.
2.2.3 Psychographic Segmentation
Psychographically, the most attractive segment values mental wellbeing, convenience, self-improvement and personalised digital experiences, but does not necessarily want a clinical-looking device. Spotify's brand can make the category feel more culturally familiar by linking sleep with music, mood and routine rather than with illness. The proposed user wants fewer screens at bedtime, enjoys guided meditation or ambient audio, appreciates design, and prefers one ecosystem rather than a separate sleep app, separate headphones and separate tracker. Sustainability-conscious consumers form a secondary psychographic segment and would expect repairability, replaceable fabric components, recyclable packaging and credible environmental claims rather than vague 'green' language.
2.2.4 Behavioural Segmentation
Behavioural segmentation focuses on how and why the product would be used. High-potential behaviours include listening to sleep playlists or podcasts at night, using Spotify's personalised recommendations daily, travelling frequently, sharing a bedroom with someone who prefers silence, or using white noise to mask environmental sound. Loyalty is also relevant: Spotify reports that many Premium subscribers use the service on most days of the month, suggesting a large base of habitual users for whom a physical extension could strengthen ecosystem engagement (Spotify, 2026b). Usage-based messages should therefore emphasise routines such as 'wind down', 'drift off', 'wake gently' and 'review your sleep trend' rather than technical sensor specifications alone.
2.3 Targeting Strategy
Spotify should adopt a selective differentiated targeting strategy. The primary target would be Premium users aged 20-35 in urban areas who already listen to music, podcasts, meditation or ambient audio in the evening. This group offers the strongest parent-brand fit and the lowest education cost because they already understand Spotify's personalisation. Within this segment, students and young professionals are attractive because irregular schedules, shared accommodation, commuting and frequent screen use create a clear need for a more structured wind-down routine. A secondary target would be wellness-oriented adults aged 30-45 who already purchase wearables and value data-informed habits.
The launch should avoid targeting people with diagnosed sleep disorders using clinical promises. Insomnia can require professional assessment and treatment, and the NHS advises users with persistent sleep problems to seek medical support (NHS, 2024). This boundary is strategically important: it reduces regulatory and reputational risk while keeping the proposition consistent with Spotify's entertainment and wellbeing identity. The ideal early adopter is therefore not a patient seeking diagnosis but a consumer seeking a comfortable way to listen, relax and understand broad sleep patterns.
2.4 Competitor Comparison
The relevant competitive set spans three categories: sleep headphones, smart sleep earbuds and advanced sleep trackers. This is useful because Spotify SleepBand would compete for the same bedtime budget even when products have different form factors.
	Product
	Form factor
	Overnight audio
	Sleep tracking
	Ecosystem / personalisation
	Indicative position

	Spotify SleepBand (proposed)
	Soft headband
	Yes - Spotify streaming + local sleep audio
	Basic motion/HR trends
	Very high - Spotify profile, playlists, smart alarm
	Mid-premium, ecosystem-led

	SleepPhones Wireless
	Soft headband
	Yes
	No
	Low - streams from phone
	Value / comfort-led

	soundcore Sleep A30
	Sleep earbuds
	Yes + ANC/noise masking
	Yes
	Medium - soundcore app
	Premium audio-tech

	Muse S Athena
	EEG headband
	Yes / adaptive sleep sound
	Advanced EEG-based tracking
	High within Muse platform
	High-premium neuroscience

	Oura Ring
	Smart ring
	No direct audio
	Advanced sleep and recovery tracking
	High analytics ecosystem
	Premium tracking-led


Table 1: Competitor comparison (Source: self-developed from SleepPhones, 2026; soundcore, 2026; Muse, 2026; Oura, 2026).
SleepPhones demonstrates that a soft headband is a proven comfort format for overnight Bluetooth listening, currently positioned around £99.95 in the UK. soundcore's Sleep A30 adds ANC, sleep monitoring and app-based customisation at a higher price point, while Muse S Athena competes at the specialist end with EEG-based sleep analysis and adaptive interventions. Oura competes indirectly by setting a high standard for sleep and recovery analytics but does not solve the audio-comfort problem. This leaves a plausible white space for a product that is less clinical and less expensive than an advanced neurotechnology headband but more integrated and intelligent than basic fabric sleep headphones (SleepPhones, 2026; soundcore, 2026; Muse, 2026; Oura, 2026).
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Figure 4: Growth context for wearable sleep trackers (Source: Grand View Research, 2024).
2.5 Differentiation Strategy
According to Porter (1985) it has been stated that Spotify should be a differentiation strategy as opposed to cost leadership. It would be hard to compete solely on price since established hardware manufacturers have some scale of production. The extension's defensible advantage is due to content, personalisation, brand tangibility and familiarity. The five differentiators suggested are: (1) One-tap access to Spotify's vast library of same-brand or cross-brand content (music, podcasts and ambient sounds); (2) AI-generated bedtime playlists based on taste, time, and user-specified sleep goals; (3) A more comfortable fabric headband for side-sleepers than traditional headphones; (4) A private smart alarm; and (5) Simple sleep trends feedback to deliver future recommendations for audio.
Differentiation needs to be believable. The design shouldn't suggest that streaming data could diagnose a disease and consumer sensors could precisely measure sleep stages. Physiological sleep trackers are not completely like polysomnography, but can be useful for trends. Product experience should, therefore, provide general feedback like total sleep time, night awakening patterns, resting heart rates, clear boundaries and signals to call an expert medical professional if it doesn't get better. This way you won't lose trust, but you still have something useful.
2.6 Positioning
The proposed positioning statement is: 'For Spotify listeners who want a calmer, more personalised bedtime routine, Spotify SleepBand is a comfortable smart headband that combines the audio you already love with sleep-friendly controls and simple overnight insights - without turning bedtime into another screen-heavy task.' This positioning deliberately places the extension between basic sleep headphones and specialist sleep-monitoring hardware.
[image: ]
Figure 5: Proposed positioning map (Source: self-developed).
The map positions SleepBand high on personalised audio ecosystem strength and moderately high on hardware sophistication. Muse is stronger in specialist sensing, and soundcore is stronger in active noise-cancellation engineering, but Spotify can differentiate through the depth of listening data, established recommendations and the ability to make sleep audio feel native to a user's existing media life. The brand should communicate 'sleep smarter through sound' rather than 'medical-grade sleep tracking'.
Element 3: Marketing Mix
3.1 Product
At the core level, the customer is buying a calmer and more convenient bedtime routine. The actual product is a washable soft-fabric headband containing removable ultra-thin speakers, Bluetooth connectivity, a rechargeable module, motion sensing, optical heart-rate sensing, on-device controls and a gentle haptic or audio alarm. The design should minimise pressure on the ears and allow side sleeping. The augmented product includes Spotify app integration, personal sleep sound profiles, firmware updates, a two-year limited warranty, online support, replacement fabric bands and a take-back or recycling route.
The software experience is central. At bedtime, the Spotify app could offer a 'Sleep Mode' that automatically lowers screen brightness, disables distracting social surfaces, downloads selected soundscapes for offline use and starts a personalised wind-down sequence. If the user falls asleep, the band could gradually reduce volume or switch to a low-level local soundscape. In the morning, the app would show an estimated sleep-duration trend and ask a short subjective question such as 'How rested do you feel?' Combining self-report with sensor trends is more responsible than presenting a single authoritative sleep score.
Product development should use a partnership model. Spotify can retain ownership of industrial design, user experience, audio integration and data governance while contracting an experienced wearable manufacturer for electronics, battery certification and quality control. Before launch, the company should run comfort trials across head sizes, side-sleeping positions and climates, alongside battery-safety testing and privacy impact assessment. The first version should intentionally avoid advanced diagnostic claims, which would add clinical-validation and regulatory complexity.
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Figure 6: Three levels of Spotify SleepBand (Source: self-developed, adapted from Kotler et al., 2024).
	Product level
	Spotify SleepBand application

	Core benefit
	Relaxation, personalised bedtime audio and reduced need to handle a phone in bed.

	Actual product
	Soft washable band, ultra-thin speakers, Bluetooth, battery, physical controls, motion and heart-rate sensors, smart alarm.

	Augmented product
	Spotify Sleep Mode, sleep trend dashboard, updates, warranty, customer support, replacement bands and take-back/recycling option.


Table 2: Product levels of Spotify SleepBand (Source: self-developed).
A Triple Bottom Line lens also improves the product proposal. For People, the product supports relaxation and more intentional bedtime routines. For Planet, Spotify should specify recycled or certified fibres, minimise mixed-material packaging, design the fabric band for replacement rather than whole-device disposal, and publish credible lifecycle information. For Prosperity, the extension creates a new revenue stream and potentially increases Premium retention and engagement. Spotify has publicly reported efforts to reduce its climate impact, so the hardware extension should not undermine those commitments through opaque sourcing or disposable design (Spotify, 2025).
	Triple Bottom Line
	Application to Spotify SleepBand

	People
	Supports wind-down routines, private overnight listening, wellbeing content and accessible controls.

	Planet
	Replaceable fabric, rechargeable battery, recyclable/minimal packaging, take-back scheme and supplier environmental standards.

	Prosperity
	Creates hardware margin, strengthens ecosystem loyalty and enables bundles with Premium or wellbeing content partnerships.


Table 3: Triple Bottom Line application (Source: self-developed, adapted from Elkington, 1997).
3.2 Price
A premium value-based strategy is recommended, with an indicative UK launch price of £149.99 for the standard SleepBand. This places the concept above basic SleepPhones Wireless (£99.95) but below the current full price of soundcore Sleep A30 earbuds (£199.99) and far below specialist EEG headbands such as Muse S Athena, which is listed internationally at US$474.99 (SleepPhones, 2026; soundcore, 2026; Muse, 2026). The price communicates that the product is more than a fabric headphone while avoiding the expectations associated with clinical-grade sleep technology.
Spotify can use bundles instead of deep discounting. Existing Premium users could receive a limited launch price of £129.99, while new customers could be offered the device plus three months of Premium or a themed sleep-content bundle. A Student version at £119.99 could use fewer sensors but retain the same audio comfort and Spotify integration. This price architecture creates a good-better-best ladder without weakening the parent brand. Because hardware margins can be affected by returns, warranty claims and battery costs, Spotify should pilot demand before committing to large inventory volumes.
3.3 Place
Distribution should begin digitally through Spotify's own app and website because these channels allow the product to be recommended at relevant moments - for example, to users who frequently stream sleep, meditation or ambient content. Direct-to-consumer sales also provide richer onboarding, lower dependence on retail intermediaries and an opportunity to connect the device immediately to the purchaser's account. The second channel should be selected electronics and lifestyle retailers such as Currys, John Lewis, Amazon and airport technology stores, where consumers can see the fabric quality and compare the product with headphones or wearables.
A phased geographic roll-out is preferable. Phase 1 would test the UK with limited inventory and clear return data. Phase 2 would expand to the US, Germany and Australia after improvements to sizing, firmware and support. Logistics should use compact recyclable packaging and regional fulfilment where possible. For service quality, replacement fabric bands and batteries/modules should be separately serviceable where engineering permits. Spotify should also offer an online compatibility check for smartphone operating systems and explain that core audio functions remain usable even if a customer chooses not to share sleep-related data.
3.4 Promotion
Promotion should use integrated marketing communications with the creative platform 'Sleep Smarter. Wake Happier. Powered by Spotify.' The campaign would combine in-app media, social video, creator partnerships, podcasts, out-of-home placements near universities and commuter hubs, and experiential retail demonstrations. The strongest launch asset is Spotify's own behavioural context: a user finishing an evening playlist could see a non-intrusive message explaining how SleepBand enables comfortable overnight listening without holding a phone. Promotion should focus on comfort, personalisation and routine rather than medical outcomes.
Influencer partnerships should involve sleep educators, wellbeing creators, musicians who produce ambient content and credible technology reviewers. A '7 Nights of Better Wind-Down' challenge could encourage users to build a consistent bedtime routine, with a playlist that adapts to self-reported preferences. User-generated content should show real bedrooms, travel and shared-living situations, making the product feel practical rather than futuristic.
Claims governance is essential. Statements such as 'cures insomnia', 'guarantees deep sleep' or 'clinically accurate sleep stages' should be prohibited unless supported by appropriate evidence and regulatory approval. Health-related data from fitness trackers can fall within special-category data under UK data-protection rules, so the product should use explicit, separated consent for optional health insights, strong data minimisation and an easy way to delete or export sleep data (ICO, 2026). Privacy can therefore become part of the value proposition: 'your sleep data is optional, transparent and under your control.'
Element 4: Reflection (Gibbs Reflective Cycle)
[image: ]
Figure 7: Gibbs Reflective Cycle used for the reflection (Source: self-developed, adapted from Gibbs, 1988).
4.1 Description
For this assessment, I developed a brand-extension proposal that moves Spotify from a purely digital audio platform into a physical sleep-wellness accessory. I created the initial poster and then extended the idea through STDP analysis and the marketing mix. The most important task was to keep the concept connected to Spotify's real capabilities - audio, personalisation and an established global user base - while avoiding the assumption that a strong brand can successfully enter any category.
4.2 Feelings
At the beginning, I was confident about the creative appeal of the idea but less certain about whether the brand-product fit was strong enough. A sleep headband can easily become a generic technology product, and I was concerned that adding many sensors would make the concept unrealistic. As I reviewed competitor products and evidence about music and sleep, I became more confident in a simpler positioning: Spotify does not need to compete with medical sleep laboratories; it can use its strength in personalised audio to improve the bedtime experience.
4.3 Evaluation
A strength of my approach was combining marketing theory with market evidence. The segmentation process helped me move away from a vague target of 'everyone who sleeps' and focus on digitally engaged students, professionals and wellness users. The competitor comparison also showed that the opportunity is not an empty market: SleepPhones, soundcore, Muse and Oura already solve parts of the same problem. This made the differentiation strategy more realistic. A weakness was that the concept remains hypothetical, so the proposed price and demand cannot be validated without primary research, prototype testing and willingness-to-pay data.
4.4 Analysis
The exercise improved my understanding of brand extension fit. Aaker and Keller's (1990) framework made me evaluate whether Spotify's associations transfer naturally into sleep hardware. I concluded that audio and personalisation transfer well, while manufacturing capability does not. This led to the recommendation for a partnership-led supply model. Applying Porter's differentiation strategy also showed that the product should not compete on price alone because Spotify's advantage is the ecosystem. Finally, the privacy analysis made me recognise that marketing decisions are connected to product design: collecting more health data may create more features, but it also increases compliance obligations, trust risk and the chance of confusing a wellness product with a medical device.
4.5 Conclusion
Overall, I learned that a strong brand-extension proposal requires disciplined boundaries. The initial idea became more credible when I removed exaggerated claims and focused on comfort, personalised sound, routine and transparent sleep trends. I also learned that sustainability needs to be designed into the product rather than added only as a promotional message. Replaceable fabric, minimal packaging and a take-back route are more meaningful than simply describing the device as eco-friendly.
4.6 Action Plan
In a future project, I would complete three additional steps. First, I would conduct primary research with at least two target segments using interviews and a short survey to test willingness to pay, preferred features and privacy concerns. Second, I would create a low-fidelity prototype and run overnight comfort testing with different head sizes and sleeping positions. Third, I would produce a more quantitative business case covering bill of materials, returns, warranty rates, customer-acquisition cost and break-even volume. I would also improve my presentation skills by reducing text on the poster and using a smaller number of stronger, fully sourced market statistics.
5. Conclusion
The Spotify SleepBand is a plausible brand-extension concept because it builds on a behaviour already associated with Spotify: using audio to shape mood, relaxation and daily routines. Spotify's scale, personalisation capability and existing wellness content create a stronger starting point than a new hardware brand would have. The STDP analysis identifies young Premium users, students, professionals and wellness-oriented consumers as the most attractive initial segments, while the competitor analysis shows a gap between basic sleep headphones and specialist sleep-monitoring devices.
A differentiation strategy based on comfortable overnight audio, Spotify-native personalisation, simple trend-based sleep insights and a private smart alarm offers a clearer advantage than competing through sensors alone. The proposed £149.99 value-based price, digital-first distribution and integrated promotional campaign support a mid-premium position. However, implementation would require careful hardware partnerships, product-safety testing, transparent data governance and conservative health claims. Sleep tracking should remain optional and non-diagnostic, with strong user control over health-related data.
The strongest strategic case is therefore not that Spotify should become a healthcare company, but that it could extend its audio ecosystem into a high-frequency wellbeing occasion. If prototype testing demonstrates comfort and willingness to pay, SleepBand could create incremental hardware revenue, deepen Premium loyalty and reinforce Spotify's position as a personalised companion across more moments of the day. A phased UK pilot would allow Spotify to validate the concept before wider international expansion.
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Appendix A: Poster Presentation
The poster below is the submitted Element 1 visual for the Spotify SleepBand concept.
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Appendix Figure A1: Spotify SleepBand brand-extension poster (Source: self-developed).
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