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BRAND EXTENSION -
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1. INTRODUCTION ABOUT THE
COMPANY

. Global technology firm renowned for
engineered home devices.

. Develops its products with a weekly
investment of £9 million (Saini,
2025).

. Invented Hyperdymium motors and
cyclone suction.

3. BRAND EXTENSION AND CURRENT

MARKET

. Increasing customers preference of petrol over
cordless products (Fortune Business Insights,
2025).

. Appeals to consumers with a liberal lifestyle.

. Smart functionality and beauty has an effect on
purchase decisions.

‘ 5. TARGET MARKET

. UK and European homeowners (mid
to high-end).

. Residential DIY  segment is
operational in 64% of the world (Patil
and Singh, 2026).

. Purchasing behaviour is motivated by
convenience and brand status.

‘ 7. BUSINESS BENEFITS

. High quality technology positioning is
indicated by premium pricing (Todia,
2026).

. Rides on established brand equity and
develops infrastructure.

. Opens a new category of products to
earn revenue.

‘ 9. CONCLUSION

. Terra is a viable, opportune
development project.

. Cashes in on current Dyson assets
and brand value.

. Enters a dynamic, electrifying
outdoor market.

‘ 2. BRAND EXTENSION

Terra broadens the indoor knowledge

of Dyson to the outdoor gardens
equipment.

Redesigns eleven new robot-vacuum
navigation products.

Ecosystems of shared batteries lower ‘

costs to the consumer.

‘ 4. SUSTAINABILITY

Removes petrol emissions by
operating by battery.

Lessens the noise pollution in
residential areas.

Holds sustainable principles in the .
areas of digital advertising (Abdallah

et al., 2026).

+
6. SMART FEATURES

In-built GPS and mobile-app
connectivity.

Silent suburban motor usage.

Full range cross-compatible battery
system.

‘ 8. MARKET TRENDS

The demand for cordless outdoor equipment is
increasing all around the world.

The expansion of smart-home into garden
maintenance (Abdallah et al., 2026).

The future of sustainability preferences remaking
consumer preferences.
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