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Introduction
Brand development is an essential growth strategy that helps companies reach new clients and go beyond what they already offer. A common tactic is brand extension, in which a company uses its existing brand value to launch products in a new category. This strategy increases consumer confidence, raises brand awareness, and reduces the risk of entering a market.
The primary focus of this portfolio is the development of a brand extension for PRAN-RFL Group, one of the largest and most respected consumer products companies in Bangladesh. The company has built a strong reputation for quality, affordability, and accessibility; it is best recognized for its food and drink products offered under the PRAN brand.
The planned brand extension is PRAN Skincare, a natural, affordable skincare line inspired by food-based goods like fruits, herbs, and plant extracts. With this extension, the food industry is entering the personal care sector. In this report, an overview of brand extensions includes Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis, Marketing mix (7Ps) strategy, Reflection. 
The research considers the importance of digital support mechanisms, particularly the launch of the PRAN Glow application, in addition to conventional marketing strategies. Theoretically, this kind of integration underscores the growing significance of relationship marketing and enhanced products in improving consumer engagement and value delivery.
















Element 1: Brand Extension Overview
A Theoretical View on Brand Extension The use of a well-known brand name to launch additional goods in several categories is known as brand extension. According to Keller (2013), successful brand extensions rely on brand equity transfer, where positive associations from the parent brand influence consumer perceptions of the new product. But the idea of perceived fit is crucial. Aaker and Keller (1990) argue that consumers evaluate extensions based on similarity, complementarity, and transferability of skills. The risk of brand dilution rises when the expansion category and parent brand are quite different.
Company Context
In emerging regions, PRAN-RFL Group has made a name for itself as a leading FMCG brand with robust distribution capabilities and great consumer trust. Its brand identity is directly linked to:
• Natural agricultural goods 
• Accessibility and affordability 
• Safety and dependability 
These qualities offer a basis for possible expansion into related categories like personal care.


Proposed Brand Extension: PRAN Skincare
PRAN Skincare, the proposed extension, is marketed as a food-based, natural skincare product. The concept is based on the notion of "farm-to-skin," which connects personal care to PRAN's agricultural legacy. Theoretically, this extension is like a category extension, in which a brand enters a new product class. Although this involves higher risk compared to line extensions, it also offers greater growth potential (Kotler and Keller, 2016). 

Poster Given Below- 
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Critical Evaluation of Brand Fit
At first, it could seem incongruous to switch from eating to skincare. Nevertheless, a more thorough examination reveals a symbolic and functional fit:
• Functional fit: A lot of skincare products include food-based components like fruit extracts, turmeric, and aloe vera. 
• Symbolic fit: Skincare and food are related to natural living, health, and well-being
This alignment supports the argument that perceived fit can be constructed through effective marketing communication (Keller, 2013).


Market Trends and Consumer Behaviour
Due to rising consumer awareness of sustainability and health, the global skincare market has grown significantly. There is a notable shift toward natural and organic products, reflecting concerns about synthetic chemicals and environmental impact (Grand View Research, 2023). Consumer behaviour theory suggests that purchasing decisions are influenced by psychological, social, and cultural factors (Solomon et al., 2019). Affordability and trust are especially crucial in emerging markets. Adoption of skincare products may be seen as less risky due to PRAN's solid reputation in food safety.

Sustainability Considerations
A key element of contemporary marketing strategy is sustainability. By enabling more sustainable customer engagement, the PRAN Glow application integration helps achieve this goal. Theoretically, digital platforms aid in dematerialization by lowering the need for tangible marketing materials like printed instructions and brochures. In keeping with the idea of sustainable consumption, the app also facilitates consumer education about natural ingredients and responsible product usage.
PRAN Skincare supports sustainability by: 
1. Utilizing natural components. 
2. Eco-friendly packaging 
3. Assistance with regional farming






Element 2: STDP Analysis
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Segmentation
Market segmentation, which divides a varied market into comparatively homogeneous groups of customers that have similar wants, traits, or behaviors, is a fundamental idea in strategic marketing. Effective segmentation improves a company's capacity to provide higher customer value by matching marketing strategies with particular segment requirements, claim Gary Armstrong et al. (2020). Strategically speaking, segmentation promotes better consumer targeting, resource optimization, and long-term competitive positioning.
Given PRAN Skincare's shift from a food and beverage brand to the personal care industry, segmentation is very important. This calls for a sophisticated comprehension of the variety of consumers in growing economies.

Geographic Segmentation
Geographic segmentation is the division of markets according to location-specific factors including economic growth, climate, and geography. Bangladesh and the larger South Asian region are among the emerging markets that PRAN Skincare strategically prioritizes. These markets are distinguished by increased urbanization, rising disposable incomes, and an increasing need for reasonably priced personal care products.
From a theoretical standpoint, regional segmentation is consistent with the idea of market attractiveness, in which businesses assess macroenvironmental elements (such as population demographics and economic growth) to find chances for growth.


Demographic Segmentation
Customers are categorized using demographic segmentation according to factors including age, occupation, gender, and income. PRAN primarily targets middle-class and lower-class individuals between the ages of 18 and 40. This illustrates the business's well-established reputation as a supplier of reasonably priced goods.
Because they can be measured and have a strong relationship with consumer behaviour, demographic factors are frequently used. But academics contend that depending only on demographics could oversimplify consumer heterogeneity, requiring integration with behavioural and psychographic insights.
Psychographic Segmentation
Psychographic segmentation looks at the values, attitudes, lifestyles, and personality characteristics of consumers. Customers that are value-driven, health-conscious, and drawn to natural or conventional product formulations comprise PRAN's target market.
This strategy is in line with current consumer trends, especially the growing desire for goods that are ethically sourced and health-conscious. Theoretically, psychographic segmentation enables more emotionally impactful branding strategies by offering deeper insights into consumer motives.
Behavioural Segmentation
Consumer interactions with products, such as usage rates, brand loyalty, and purchasing habits, are the main emphasis of behavioral segmentation. PRAN makes use of its current clientele, which exhibits strong levels of brand knowledge and trust as a result of its long history in the FMCG industry.
This illustrates the value of relationship marketing, where it is frequently less expensive to keep current clients than to find new ones. Additionally, loyalty-driven initiatives and repeat purchase behavior are supported by behavioral segmentation.
Targeting Strategy
PRAN uses a varied targeting approach, offering unique value propositions to various market segments. This strategy aligns with the concept put forth by Philip Kotler and Kevin Lane Keller (2016), who highlight the necessity of striking a balance between segment attractiveness and organizational resources and competencies.
PRAN's high brand recognition in emerging regions, cost leadership skills, and wide distribution network provide it a competitive edge. These elements allow the company to successfully target price-conscious customers while preserving scalability. But a differentiated approach also adds complexity to operational execution and marketing mix modification, necessitating careful coordination.

Differentiation Strategy
PRAN Skincare’s differentiation strategy is multi-dimensional:
· Ingredient-based differentiation: The incorporation of food-derived or natural ingredients creates a unique value proposition, leveraging the brand’s heritage in the food industry. 
· Price-based differentiation: Competitive pricing enhances accessibility, particularly in price-sensitive markets. 
· Cultural relevance: Products are aligned with traditional beauty practices and local consumer preferences, strengthening emotional and cultural resonance. 
Global premium companies frequently compete on the basis of luxury and innovation, whereas PRAN takes a hybrid strategy that blends perceived quality with cost. This puts the brand in a "value-for-money" category, which is very appealing in developing nations.
Positioning Strategy
According to Al Ries and Jack Trout (2001), positioning is the process of creating a unique and significant place in the minds of customers in comparison to rivals. Clarity, consistency, and relevance are necessary for effective positioning.
Four key characteristics form the foundation of PRAN Skincare:
• Organic 
• Inexpensive 
• Reliable 
• Relevant locally 
This positioning strategy aims to appeal to customers that value authenticity, cultural familiarity, and value rather than expensive international brands. Theoretically, this is consistent with the idea of perceptual positioning, in which brands occupy different cognitive regions according to consumer perceptions rather than just functional characteristics.











Element 3: Marketing Mix (7Ps)
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1. Product Strategy
From a theoretical perspective, the product represents the core of the value proposition and must satisfy both functional and emotional consumer needs (Kotler and Keller, 2016). PRAN Skincare is designed as a natural, ingredient-led product line, drawing on food-based components such as turmeric, aloe vera, milk, and fruit extracts.
Product Concept and Levels
Applying Levitt’s (1980) product model:
· Core Product: Skin health, confidence, and wellbeing 
· Actual Product: Skincare items (face wash, creams, lotions) with natural formulations 
· Augmented Product: After-sales support, usage guidance, dermatological assurance & the app itself.  The app provides: Skincare guidance and usage instructions, Information on natural ingredients, Personalised product recommendations. 
This layered approach ensures that the product delivers value beyond its basic function.

Product Differentiation and Innovation
PRAN Skincare differentiates itself through:
· Ingredient transparency: Emphasis on recognisable, food-based ingredients 
· Cultural relevance: Alignment with traditional South Asian skincare remedies 
· Climate suitability: Formulations designed for humid and tropical environments 
From a strategic standpoint, differentiation reduces price competition and enhances brand loyalty (Porter, 1985).

2. Pricing Strategy
Pricing is a critical element influencing both market penetration and brand perception. PRAN adopts a penetration pricing strategy, setting lower initial prices to attract a broad customer base and encourage trial (Nagle and Müller, 2018).

Strategic Rationale
This approach is justified by:
· High price sensitivity in emerging markets 
· Strong competition from established skincare brands 
· PRAN’s existing reputation as an affordable brand 
Penetration pricing allows rapid market entry and supports volume-based growth.

Psychological Pricing Considerations
PRAN can also utilise:
· Odd pricing (e.g., 199 instead of 200) 
· Value packs to increase perceived savings 
· Bundling strategies (e.g., skincare kits) 
These tactics influence consumer perception and purchase behaviour (Solomon et al., 2019).


3. Place (Distribution Strategy)
Distribution plays a vital role in ensuring product availability and accessibility. PRAN benefits from an extensive and well-established distribution network, which is a significant competitive advantage.
Channel Strategy
PRAN Skincare will adopt a multi-channel distribution approach, including:
· Traditional retail shops 
· Supermarkets and hypermarkets 
· Pharmacies 
· E-commerce platforms 
This aligns with the concept of intensive distribution, aiming for maximum market coverage (Kotler and Keller, 2016).

Rural and Urban Penetration
A unique strength of PRAN is its strong presence in rural markets. This allows the brand to:
· Reach underserved consumers 
· Build early brand loyalty 
· Expand the skincare market 


4. Promotion Strategy
Promotion involves communicating the product’s value proposition and influencing consumer behaviour. PRAN will adopt an Integrated Marketing Communications (IMC) approach to ensure consistency across all channels (Belch and Belch, 2021).

Advertising Strategy
· Television advertising for mass reach 
· Social media campaigns targeting younger consumers 
· Influencer marketing to build credibility 
The messaging will emphasise:
· Natural ingredients 
· Safety and trust 
· Affordability 

Digital Marketing
Digital platforms play a crucial role in modern marketing. The PRAN Glow application supports Integrated Marketing Communications (IMC) by enabling direct and personalised engagement with consumers.
It facilitates:
· Push notifications for promotions 
· Educational skincare content 
· Loyalty and reward programmes 
This aligns with engagement marketing theory, where ongoing interaction enhances brand relationships and customer retention
PRAN can leverage:
· Social media engagement (Facebook, TikTok, Instagram) 
· Educational content (skincare routines, ingredient benefits) 
· User-generated content 
This aligns with the shift toward relationship marketing, focusing on long-term engagement rather than one-time transactions.
Public Relations
PRAN can build credibility through:
· Dermatologist endorsements 
· CSR campaigns related to skin health 
· Community engagement initiatives 
5. People
In service-oriented contexts, employees significantly influence customer experience. PRAN must ensure that staff are well-trained to:
· Provide product knowledge 
· Address customer concerns 
· Build trust 
According to Baines et al. (2017), employee behaviour directly impacts brand perception.

Critical Evaluation
A lack of trained personnel could lead to misinformation and reduced consumer confidence. Continuous training and monitoring are essential.

6. Process
Process refers to the procedures and systems that deliver the product to the consumer. Efficient processes enhance customer satisfaction and operational efficiency.

Key Processes
· Simple and clear product usage instructions 
· Efficient distribution and restocking 
· Responsive customer service systems 

Technology Integration
PRAN can incorporate:
· Online customer support 
· Digital feedback systems 
· Order tracking for e-commerce 

7. Physical Evidence
Physical evidence includes all tangible elements that influence consumer perception of the brand.
Packaging Strategy
PRAN Skincare will use:
· Eco-friendly packaging 
· Natural colour schemes (green, earthy tones) 
· Clear ingredient labelling 
This reinforces the brand’s positioning as natural and sustainable.

Retail Environment
In-store displays should:
· Highlight natural ingredients 
· Use visually appealing layouts 
· Create a sense of trust and quality 













Element 4: Reflection
A thorough grasp of brand creation and the difficulties involved in brand extension tactics has been made possible by this task. One of the most important lessons learned is how crucial it is to match new goods with current brand values in order to maintain trust and consistency.
An organized and methodical study was made possible by the use of theoretical frameworks like the marketing mix and STDP. These models are crucial resources for creating successful marketing plans and comprehending consumer behavior.
Addressing the possible hazards of expanding a food brand into skincare was a major problem in this endeavor. This necessitated a critical assessment of consumer perception and brand fit. Because it influences the possibility of customer acceptance, the idea of perceived fit proven to be especially significant.The assignment also emphasized how crucial differentiation is in markets that are highly competitive. Success depends on identifying and effectively articulating unique selling points.
From a personal standpoint, this project improved my capacity for strategic and analytical thought. Additionally, it enhanced my capacity to apply theoretical understanding to real-world situations.I would like to include more actual data and go deeper into possible hazards in future work. The study would also be strengthened by more customer attitude research.All things considered, this assignment has improved my comprehension of marketing strategy and how it is used in practical situations.














Conclusion
With solid theoretical underpinnings and business potential, this paper shows that PRAN Skincare is a feasible brand extension plan. PRAN can effectively join the skincare sector by utilizing its current brand equity and matching consumer trends.
However, retaining customer trust, clear communication, and effective positioning are necessary for this strategy to be successful. PRAN Skincare could gain a competitive edge and sustainable growth with cautious implementation. 
However, the success of this brand extension will depend on PRAN’s ability to maintain product credibility, ensure consistency across the marketing mix, and effectively manage consumer perceptions. If these factors are successfully addressed, PRAN Skincare supported by the PRAN Glow app has the potential to establish a strong competitive position within the emerging skincare market.
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INTRODUCTION

PRAN, a well-established fast-moving
consumer goods (FMCG) brand, is
recognised for its affordability, accessibility,
and strong distribution network (PRAN-RFL
Group, no date). According to Kotler and
Keller (2016), brand extension enables
businesses to leverage their current brand
equity to penetrate new markets. PRAN, which
is well-known for being widely available and
reasonably priced, could enter the skincare
market to capitalize on the expanding beauty
sector.

BRAND EXTENSION &
CURRENT TREND

A number of major trends are driving the skincare
market. Natural and chemical-free products are
preferred by consumers (Statista, 2023), and
demand for reasonably priced skincare products is
still rising (Euromonitor, 2022). Additionally, social
media has a significant impact on purchasing
decisions, particularly for younger consumers
(Kapoor et al. (2021). Simple, multipurpose skincare
regimens are also becoming more and more
popular.

The skincare division of PRAN
has significant growth
potential. By emphasizing
sustainability, natural
ingredients, and affordability,
PRAN Skincare can draw in a
wide audience. Sustaining
product quality and
persuading customers of its
worth will be essential to
success.

PRAN Skincare — Brand extension is
the process of leveraging consumer
trust by entering a new product
category under an existing brand
name. Now it will create products like
cleansers, moisturiser's, serums,
sunscreens, and face masks. This
extension targets the rising demand
in the skincare market while staying
true to its core values of accessibility
and affordability.

BRAND EXTENSION & SUSTAINABILITY

They will use safe active ingredients like
hyaluronic acid, niacinamide, and salicylic
acid with natural ingredients like aloe vera,
green teq, and coconut oil. In order to
lessen its impact on the environment, the
brand will also uses recyclable packaging
and stays away from dangerous
ingredients like parabens, sulfates
(SLS/SLES), and preservatives that release
formaldehyde. In the expanding skincare
market, this extension enhances PRAN's
reputation as a reliable and reasonably
priced brand.

1) Statista (2023) Global skincare trends. Available at:
https://www.statista.com

2) Euromonitor (2022) The rise of affordable beauty and
personal care. Available at: https://www.euromonitor.com

3) Kapoor, K, Dwivedi, Y, Piercy, N. (2021) ‘Advances in
social media research’, Journal of Retailing and Consumer
Services, 64.

4) PRAN Foods Official Website
PRAN-RFL Group (no date) PRAN Foods. Available at:
https://www.pranfoods.net/ (Accessed: 5 April 2026).
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