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[bookmark: _Toc196428889]Introduction
Tesco is a large retail company in the UK. It sells food, clothes, and home products. It also offers banking and mobile services. Tesco has many stores across the UK. It also runs online delivery services. Tesco is known for its low prices and good value. It helps people save time and money. It serves millions of customers every week. It uses the Clubcard to reward loyal shoppers. Tesco’s brand is strong and trusted (Tesco plc, 2025). The UK health and fitness market is growing fast. People now care more about health. Many want to track steps and sleep. They also want to stay fit and eat well. But health tech is still costly for many. Brands like Fitbit and Apple are too expensive. Some people do not want to pay so much. There is now a gap in the market. A cheaper and simpler option is needed. Tesco can offer that solution (Algar, 2021). This report presents a new product for Tesco. It is called Tesco Wellness+ Smart Health Tracker. It is a wearable fitness and health device. It tracks steps, sleep, and heart rate. It links with Tesco’s Clubcard app. It gives points for healthy habits. It helps users live better and save money. The device is made for everyone. It is low-cost and easy to use. This report explains the new brand extension. It also shows how Tesco can market it. It gives full details of the customer profile. It presents the marketing plan using the 7Ps.



[bookmark: _Toc196428890]Brand Extension
Tesco will launch a new product in the UK. The product is called Tesco Wellness+ Smart Health Tracker. It is a wearable device that tracks health. It checks steps, heart rate, and sleep. It also helps users set fitness goals. It shows progress using a simple screen. It connects with the Tesco Clubcard app. The tracker rewards users for healthy habits. It gives Clubcard points for steps and sleep goals. These points can be used in Tesco stores. The product will help people live better. It will support fitness and health at home. It will be easy to use for all ages. It will have a clean and simple design. It will be light, small, and water-resistant. The battery will last many days. The price will be low and affordable. It will be sold in Tesco stores and online (Garcia and Galvez, 2021). This brand extension fits Tesco’s image well. Tesco is trusted and helps families save. It offers good quality at low prices. This new product adds value to that promise. It gives more than just food or clothes. It supports a healthy lifestyle too. It shows Tesco cares about wellbeing. It also supports national health goals (Spiers et al., 2020). The tracker will fill a real market gap. Many health devices are too expensive. Some are also hard to use. Tesco’s product will be simple and low-cost. It will target regular people, not athletes. It will give them easy health support. It will bring health tracking to more homes. It will be a tool for change (Algar and Griffiths, 2022). Tesco also has the right tools to launch it. It has many stores across the UK. It also has a strong online system. It has many loyal Clubcard users. These will help promote the new tracker. The product will be seen in stores, flyers, and apps. Ads will also run on TV and online. This brand extension is both smart and simple. It brings health and savings together. It fits Tesco’s goals and customer needs. It gives Tesco a new role in homes. It makes Tesco more than just a store. It makes Tesco a partner in healthy living. It also helps Tesco grow in new ways.
[bookmark: _Toc196428891]STP for the New Brand Extension
STP means segmentation, targeting, and positioning. It helps brands find the right buyers. It also helps create the right message. STP makes marketing clear, strong, and useful.
Segmentation
Tesco will use market segmentation for this product. It will divide the market into clear groups. Each group will have shared traits and needs. Tesco will use four types of segmentation. The first is demographic segmentation. It will include age, income, and job. The product is for people aged 18 to 50. This group cares more about fitness and health. They also use apps and smart tools often. They may be students, workers, or parents. They want simple tools to track health (Hidayatullah et al., 2023). The second is geographic segmentation. Tesco will target people in UK cities. These people often live busy lives. Many do not have time for gyms. They want home-based fitness help. Cities like London, Birmingham, and Manchester are key. The third is psychographic segmentation. It looks at values, habits, and goals. These buyers care about their body and mind. They want to be fit, sleep well, and eat right. They may not buy costly health devices. They also like Tesco and trust its name (Adjudicator, 2016). The fourth is behavioural segmentation. It looks at actions and usage. Tesco will focus on frequent Tesco buyers. These people already use Clubcard. They will like the health points feature. They may also buy healthy food at Tesco. These four types make a clear picture. They help Tesco understand the users well. This helps in product design and promotion. It makes the launch more focused and useful.
Targeting
Tesco will target health-aware adults. These people want easy tools for fitness. They may not go to the gym often. They want support that fits daily life. They also want good value for money. The targeting strategy will be differentiated. Tesco will pick a few key groups. It will design messages for each group (Cheng et al., 2021). One group is young workers in cities. Another group is parents who want to stay fit. A third group is older users with health goals. Each group has a reason to buy. Each group will use the product in a new way. Tesco will create special ads for each group. These ads will be shared online and in stores. Tesco’s loyalty system will help with targeting (Klassen, 2023). Clubcard data shows who buys what. Tesco can use this to find likely users. It can send offers to the right people.
Positioning
Tesco needs a clear market position. The product is smart and helpful. But it is not high-priced or complex. It is for real people with simple needs. Tesco wants to be seen as a health partner. It wants to offer health tools at fair prices (Yang et al., 2019). The product will be placed between two markets. One side is cheap step trackers. The other side is costly smartwatches. Tesco Wellness+ will be in the middle. It will give more than basic trackers. But it will cost much less than smartwatches (Nilplengsang and Pankham, 2024). The brand will stand for health and value. The message will be “Track Health. Earn Points. Live Better.” This tells what the product does. It tracks steps and sleep. It gives Clubcard rewards. It supports a better life at a low cost. Tesco will show this message everywhere. It will be on the box, ads, and app. The look and feel will match Tesco’s brand. It will use Tesco colours and a friendly design. The product will also stand out in stores. It will be placed near health items. It may also be shown with fitness food. This will help shoppers see the link (Wibowo and Zebua, 2025). 
This strong and clear position will guide all plans. It will help in ads, pricing, and promotion. It will also shape how people see Tesco. They will see Tesco as a smart and caring brand.
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Emma Walker is 34 years old. She lives in Manchester, UK. She works full-time in an office. She earns £32,000 a year. She has a university degree. She is single and lives alone. She shops at Tesco every week. She uses the Tesco Clubcard app. She also buys groceries online. She owns a smartphone and uses it daily.
Psychographic Profile
Emma cares about health and wellness. She wants to walk more and sleep better. She tries to eat healthy meals each day. She also watches her sugar and fat levels. She does not like going to the gym. She prefers home workouts and walks in the park. She follows fitness tips on Instagram. She reads health blogs in her free time.
Emma loves value and smart choices. She likes tools that save money. She often checks deals and uses coupons. She trusts the Tesco brand. She wants simple products that are easy to use. She also wants them to look clean and modern. She enjoys using apps that track her daily life.
Behavioural Traits
Emma likes to track her steps and meals. She checks her sleep hours every night. She also sets weekly health goals. She gets excited by reward points. She likes earning Clubcard points for her health.
Aspirations
Emma wants to feel strong and fresh. She wants to stay active and avoid stress. She hopes to keep her heart healthy. She also wants to improve her sleep. Emma is the ideal buyer for Tesco Wellness+. She will use it every day. She will share her progress with friends. She will also tell others to try it. She will become a loyal user and brand voice.
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Tesco Wellness+ Smart Health Tracker is a new product. It needs a full marketing plan to succeed. The 7Ps model will guide the strategy. Each element will support the product launch. Tesco will use its stores and brand power. It will also use digital tools and Clubcard rewards. The aim is to offer value and help customers stay healthy.
Product
Tesco Wellness+ is a smart fitness tracker. It counts steps and checks sleep time. It also tracks heart rate during the day. It links with the Tesco Clubcard app. Users earn points when goals are reached. The design is clean and light. It is made for daily use. The screen is easy to read. It is water-resistant and long-lasting (Dally, Sinaga and bin Mohd Saudi, 2021). The product comes in black and silver. It fits both men and women. It also fits older and younger users. The strap is soft and skin-friendly. The charger is small and easy to use. The app gives health tips and alerts. Users can check their history and progress. The app also shows earned points (Jain et al., 2022). This product is useful and smart. It helps people stay active and healthy. It also gives rewards that save money. It brings health and savings together.
Price
Tesco will offer a fair and low price. The tracker will cost around £29.99. It is cheaper than other smart trackers. It gives more than basic pedometers. The price will attract budget buyers. Tesco employs a competitive pricing strategy to remain on par with or lower than its competitors. This is particularly evident in markets where it competes with discount chains like Lidl and Aldi (Ravangard, Khodadad and Bastani, 2020). Clubcard members will get extra discounts. Some deals may offer double points. Tesco may also offer bundle packs. For example, buy the tracker with healthy food. 
Promotion
Tesco will use many ways to promote. Ads will run on TV and YouTube. Posters will be placed in Tesco stores. Tesco’s marketing mix and strategy are centered around its low products to maintain low prices and the various deals and discounts the brand offers to maintain its customer base. Tesco uses aggressive marketing strategies to attract customers and boost its brand image. Its ad campaigns and TV advertisements directly target both potential and existing customers (Asiah, Soe'oed and Sjamsir, 2022). Tesco will run in-store demos on weekends. Staff will show how to wear and use it. Flyers and posters will help explain more. This will create strong product awareness.
Place
Tesco will sell the tracker in all stores. It will be near the health and tech area. The product will also be on Tesco.com. People can buy it and collect it in the store. Tesco operates in over 15 countries, including the UK, Ireland, Hungary, Slovakia, and France. Each store is tailored to meet the local market’s needs, ensuring relevance and customer satisfaction (Siripipatthanakul and Chana, 2021). Good placement will help boost sales. It will also make the product more trusted.
Process
The process will be smooth and quick. Staff will be trained to answer questions. The buying steps will be clear and fast. The tracker will come with a small guide. It will show how to set it up. The Clubcard app will guide users. It will show how to earn points. It will also track health goals and progress. The return policy will be clear and fair. The product will have a one-year warranty (Patil, Jaswal and Bhalerao, 2024). All these steps will build trust. They will also make people feel safe to buy.
People
Tesco’s staff will support the launch. Staff in-store will help promote it. Online agents will help with app issues. The support team will answer product questions. All staff will be kind and helpful (Khorsheed et al., 2020). Training will be given before launch. Staff will learn how the tracker works. They will also learn how to teach users. This will help give good service every time (Hasan and Islam, 2020). Customers will also play a key role. They will share their stories online. They may also leave reviews and feedback. This will build more trust and interest.
Physical Evidence
The product box will be clean and smart. It will have Tesco and Wellness+ logos. The box will show clear images and tips. A QR code will link to a how-to video. The app will be simple and bright. It will match Tesco’s style and colours. It will show points, steps, and health tips. The website will also have full product details (Yaghoubian et al., 2020). The tracker will feel strong and smooth. It will look modern and easy to wear. All of this will help show the brand’s value.



[bookmark: _Toc196428894]Conclusion
Tesco is a strong and trusted UK brand. It serves millions of people each week. It gives value, quality, and care. It now has a chance to grow more. It can grow with a smart health product. Tesco Wellness+ is the right new step. It brings health and savings together. It also supports simple and smart living (Aiello et al., 2020). The health tracker is made for all users. It is easy to use and low in cost. It gives Clubcard rewards for healthy habits. It links fitness with real-life savings. It also helps users feel strong and active. The tracker fits Tesco’s brand values well. It offers care, support, and great service. The market shows the real need for this product. Many people want to track their health at home. But they cannot afford costly trackers. Tesco fills that gap with this idea. It gives something useful and affordable. It will attract many new and old users. The STP plan guides the focus well. It shows who the product is for. It helps find the right voice and image. The customer profile shows deep insight (Pimenta and Taubel, 2022). The marketing mix builds the full strategy. It covers price, place, people, and more. Tesco has the tools to make this work. It has stores, staff, and strong systems. It also has loyal buyers and smart data. This will support a great launch. Tesco Wellness+ will help people and the brand. It will start a new way to live well.
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