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[bookmark: _Toc195496929]Introduction
As a British retail organisation, Marks & Spencer (M&S) began operations in 1884 and currently supplies premium products in clothing food and houseware sections. The brand has developed a recognisable public identity that emphasises excellence together with responsible practises and creative approaches. M&S manages more than 1,000 stores nationwide and worldwide and stays at the top of premium food retailing through its local sourcing of food products which exceeds 80% of its food inventory. M&S has launched 46 flagship websites in new markets, instantly expanding its online reach to over 100 countries and enabling millions more customers to purchase M&S products. M&S caters to a wide spectrum of customers through its clothing department while delivering stylish and functional dwelling products for contemporary needs. The UK market provides M&S with a 3.6% total share of the clothing and home segment while the grocery market accounts for 5.4% (Courtney et al., 2022). Brand extension research is typically grounded in categorisation theories such as those of Barsalou (1983) and Weber and Crocker (1983). The prevailing view is that the brand's fit with the extended-to-category determines how well it will be accepted. In the he proposed brand extension,  M&S will introduce premium smart home items including smart thermostats, lights, and kitchen appliances via their brand expansion. The worldwide smart home market is expected to reach $53.45 billion by 2022, giving M&S the perfect opportunity to extend its brand in this fast-growing industry of convenience and energy-efficient devices (Greenley and Shipley, 2023). The proposed addition will be assessed for its fit with M&S's values and consumer need for sustainable linked home technology.



[bookmark: _Toc195496930]Brand Extension
Based on the assumption that consumers prefer brand extensions over new brands, managers often use an existing brand to enter new product categories in hopes of leveraging trust in the brand to reduce introduction costs. Marks & Spencer seeks to enter the smart home technology market with their M&S Smart Home Solutions brand extension to establish themselves as the leading premium provider. The product range for M&S Smart Home Solutions will consist of intelligent thermostats together with energy-efficient lighting systems and voice-activated kitchen appliances and security devices integrated into one system. The retailer uses its strong brand image for quality and innovation to extend its successful values toward modern consumers' tech-oriented living style through this new venture (Demiris et al., 2021). The new addition extends M&S brand principles which match its established corporate values. M&S maintains its reputation through dependable high-quality products and the smart home product range follows the same dependable standard. As a demonstration of its sustainability dedication M&S has worked consistently to reduce carbon output in food creation since it established its pledge to environmental responsibility which matches current market trends toward low-emission home products (Greenley and Shipley, 2023). The smart home solutions belong to two significant advantages while supporting M&S's sustainability focus through reduced energy consumption.
Marks & Spencer (M&S)'s Marketing Plan covers strategies to boost its UK tech market competitiveness. The company's famous homeware assortment showcases its design expertise. M&S offers visually appealing smart home solutions that outperform Amazon's Alexa and Google Nest, which concentrate on functions rather than style. Because M&S adds elements that set it apart from technology-focused rivals, its market positioning is distinctive. Customers want automated homes and energy-saving solutions, therefore the smart home market will grow to $53.45 billion by 2022 (Courtney et al., 2022). Buyers want items with superior features and user-friendly interfaces, thus the industry remains fragmented despite steady growth. The customer demand gap gives M&S a chance to promote itself via sophisticated technologies and great design. M&S capitalizes on an industry opportunity to provide high-end smart home products to modern consumers who appreciate sustainable home technology.
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STP for the New Brand Extension
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Figure 1: STP for the New Brand Extension
Source: (Wilson, Hargreaves and Hauxwell-Baldwin, 2020)
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Demographic: M&S Smart Home Solutions targets middle- and upper-income families, professionals, and homeowners aged 30-50. Households in this sector have more money to spend on premium automated home solutions. Statista research shows that rich families are more likely to use smart home automation programs, hence they dominate the worldwide smart home market (Lee et al., 2019). Financially stable people in this market segment seek durable solutions that promote comfort, sustainability, and energy savings.
Geographic: The corporation will distribute smart homes in UK cities due to the rapid popularity of this technology. According to the Consumer Technology Association (CTA) research, urban UK regions have greater smart home product adoption rates than rural locations (Nikou, 2019). M&S can capitalise on the global linked home market by expanding into sophisticated technical markets like the US and Western Europe. Since smart device penetration is high in these regions, M&S should introduce its premium brand there.
Psychographic: Target customers M&S seeks innovation and environmental responsibility. Innovative items with appealing designs that improve living and the environment are what these people want. Sustainability influences consumer purchases, especially in the smart home industry (Wilson, Hargreaves and Hauxwell-Baldwin, 2020). M&S's environmental and energy-saving solutions meet customers' durability and long-term value demands.
Behavioural: As early adopters and technology aficionados integrate new technologies into their everyday routines, they become the target market for behavioural segmentation. Customers want easy-to-use, energy-saving, and automated home management products. Home automation is growing in popularity, therefore smart thermostats, security, and lighting systems will be in demand. GlobalData reports that 32% of UK houses would acquire a smart home gadget in the next year, suggesting M&S to capitalise on this market (Wilson, Hargreaves and Hauxwell-Baldwin, 2020).
[bookmark: _Toc195496933]2. Targeting
Middle and upper-class consumers aged 30-50 who work as professionals and homeowners will serve as M&S Smart Home Solutions' primary target market because they focus on sustainable and design-laden purchases (Levy, 2020). Executive households between thirty and fifty years old match M&S’s positioning as a supplier of premium products with high-quality standards. The target market exhibits growing interest in products which combine convenience with energy efficiency features because people care more about climate change issues.
M&S will implement differentiated marketing as the core element of their target market strategy. M&S will use a customised marketing approach which presents premium products with desirable design features and environmental advantages to this particular market segment (Miller, 2023). The premium experience brought by M&S emerges from leveraging its quality heritage by delivering products that have both lasting durability and sustainability at their core. The marketing approach will make M&S appear distinct from basic functional competitors such as Google Nest and Amazon Alexa which dominate the market segment.
[bookmark: _Toc195496934]3. Positioning
The positioning of M&S Smart Home Solutions will emphasize the integration of premium quality, design excellence, and sustainability in smart home products. The positioning statement could be:
"M&S Smart Home Solutions: Where innovative technology meets elegant design for a sustainable, connected home."
The statement positions the brand extension distinctively apart from other competitors specifically those technology-oriented brands which include Google Nest and Amazon Alexa products. 
M&S Smart Home Solutions' orientation highlights the way sustainability, attractive design, and top quality should all be integrated. Modern conveniences from M&S include voice-activated appliances, smart lighting systems, and energy-efficient thermostats. These items are easily available and handy for customers as they mix modern technologies with user-friendly interfaces. M&S distinguishes itself by providing design quality with its smart home solutions, therefore appealing to customers who value both aesthetics and performance, while rivals such as Google Nest and Amazon Alexa concentrate on technological capability (Miller, 2023). Using a premium price approach, M&S presents its goods as high-end, therefore mirroring the quality and creative design for which it is recognised. For instance, M&S smart thermostats cost more than rivals like Google Nest; this is justified by better design and environmental sustainability. Middle-class and upper-income customers who are ready to spend in long-lasting, environmentally friendly solutions find this cost appealing (Miller, 2023). M&S Smart Home Solutions guarantees accessibility by means of in-store displays in key cities and online sales, therefore facilitating consumer purchasing. M&S also provides skilled installers, therefore improving the whole client experience. M&S distinguishes itself from its technologically driven rivals by integrating luxury quality, design, and sustainability, therefore positioning itself as a leader in the smart home sector.
[bookmark: _Toc195496935]Customer Personal Profile
Demographic


Sarah, a 38-year-old professional resident of central London, UK, is demographic. Her yearly salary of £70,000 allows her, as a senior marketing manager at a computer company, a nice lifestyle. Her salary level puts her in the upper middle class and helps her to make investments in premium, high-quality items fit for her way of life. With her Master's degree in Business Administration, Sarah demonstrates her great degree of knowledge and passion in innovation. Her expertise helps her to value the technical features of smart home goods with efficiency and ease. She is married with one kid, and her family-oriented way of life is seen in her need for goods that improve energy economy, convenience, and safety in her house. Living in a contemporary flat in the middle of London, Sarah is in an area with simple access to recreational events, shopping and employment. Smart technologies are more likely adopted in urban locations like London, therefore Sarah is a perfect client for M&S Smart Home Solutions, which targets contemporary, tech-savvy homeowners who respect both design and utility.
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Home efficiency together with modernity along green practices hold deep meaning to Sarah. The modernity of technological developments interests her and she adopts new smart home products as soon as they emerge. Her future-oriented mindset leads her to select items which offer both functional benefits good design aspects and environmental sustainability characteristics. Sarah needs products which simplify her busy schedule because time management stands as her main life focus while prioritising spending time with her family (Tomita et al., 2021). The tech-savvy nature of this consumer drives her to conduct research that leads her to choose smart durable home products which match her ethical priorities.
In her purchasing habits, Sarah selects sturdy products of premium quality that embrace both her standards of sustainability and quality excellence. Her goal is to establish a comfortable sustainable house. The M&S brand delivers a combination of innovative features with sophisticated designs so she selects them because of their excellent quality and attractive design. The long-term sustainability dedication of Sarah leads her to spend money on smart thermostats combined with voice-activated appliances as she pursues home energy efficiency with lower carbon emissions.
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M&S Smart Home Solutions' marketing mix strategy will implement brand-centric values through high-end quality standards design superiority and sustainability elements targeting the escalating market need for energy-efficient smart homes. The seven Ps of M&S's marketing strategy will optimise their leadership position for merging innovation and beautiful design with each component specially designed for this purpose.
[image: How to use the 7Ps Marketing Mix strategy model?]
Figure 2: 7 P's of Marketing 
Source: (Hamill and Crosbie, 2024)
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M&S Smart Home Solutions will deliver its product lineup with top-quality energy-efficient smart home devices including advanced thermostats together with intelligent lighting systems and voice-assisted kitchen appliances and unified home security systems. The upcoming products merge powerful technology functions with aesthetic quality to create high-performance solutions which seamlessly integrate into contemporary house designs (Tomita et al., 2021). M&S will set itself apart from functional-tilted competitors through its emphasis on stylish design quality because the company targets customers who seek both elegant appearance and practical functionality when making purchasing decisions. The products will offer simple user interface capabilities together with home setup integration points to give customers enhanced convenience.
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Under its premium pricing strategy, M&S will establish smart home solutions as premium innovative merchandise at high-end prices. The premium pricing indicates M&S's dedication to quality design while delivering long-term energy-efficient sustainable solutions to consumers. The M&S smart thermostats will cost approximately £250 whereas Google Nest products start at £200 yet M&S incorporates style and sustainability that justifies their higher price (Hamill and Crosbie, 2024). M&S opts for this pricing strategy because customers now seek stylish products merging innovation with style which is demonstrated by the expanding smart home market.
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M&S Smart Home Solutions promotion will rely on digital advertisements while demonstrating products within stores and establishing alliances with influencer representatives. The social media advertising initiative will demonstrate M&S products from a design perspective via Facebook and Instagram campaigns. The targeted advertisements will present the way these intelligent products merge with contemporary households (Demiris et al., 2021). M&S website will display complete product information through pages which highlight both product benefits along design attributes. Experience centres within stores will enable customers to see M&S products in person and benefit from staff expertise. M&S should team up with sustainability-oriented influencers and tech bloggers to build visibility among consumers interested in new tech and environmental sustainability.
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M&S Smart Home Solutions will reach its customers primarily through online sales on M&S’s website and flagship store locations throughout major cities. Through its current e-commerce platform, M&S delivers quick and streamlined operations which let customers easily buy their products. The merchandise will be exhibited through storefront exhibits placed within locations that draw many shoppers (Greenley and Shipley, 2023). The company should consider trying B&Q and Homebase home improvement retailers as expansion options for the future. The first target markets for sales will be urban locations since residents demonstrate a higher interest in smart home technology while the company plans worldwide expansion based on increasing customer demand.
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The complete process ensures uninterrupted customer interaction beginning with web-based ordering followed by installation services. Online customers can discover products easily by using the M&S website which provides comprehensive details along with structured setup guidelines (Nikou, 2019). M&S extends additional convenience to their customers by providing professional installation service at an extra cost to help users set up smart home products smoothly. Ambassadors deliver an exceptional service that makes M&S stand apart from basic tech retailers while establishing the brand as an elevated option beyond other basic convenience competitors.
[bookmark: _Toc195496943]6. People
M&S employees will gain broad knowledge about smart home product features alongside their benefits to deliver expert guidance to customers. M&S employees will deliver customised support through their expert knowledge of product setups and operating features as well as understanding their sustainable aspects to customers who visit stores or use online channels (Tomita et al., 2021). M&S team members will deliver essential help and repair assistance to customers by maintaining a specialised phone support system and interactive online help section. M&S keeps its premium customer service levels by prioritising staff members who perform well in both knowledge and service responsiveness.
[bookmark: _Toc195496944]7. Physical Evidence
The physical evidence for M&S Smart Home Solutions includes smart and environment-friendly packaging that represents M&S's distinctive design approach. The product gets packaged with sustainable minimalistic materials that adhere to M&S sustainability directives (Lee et al., 2019). The designed store displays at M&S will create settings resembling home spaces to help customers see how their selected products could integrate into their living spaces. Through its M&S app customers will gain remote device control features that reinforce M&S's commitment to user-friendly technology alongside modern design standards.



[bookmark: _Toc195496945]Conclusion
M&S Smart Home Solutions represents an expansion into the smart home market segment as it anticipates its market value will reach $53.45 billion by 2022. The company’s expansion strategy supports M&S’s qualities of design excellence and sustainability because it meets growing consumer needs for energy-efficient technology-based home solutions. M&S can deliver distinct market value through its reputable brand strength alongside premium design principles even though the market is currently led by functional-focused brands Google and Amazon (Levy, 2020). M&S delivers a superior experience to its customers by providing stylish sustainable products alongside installation and customer service thus creating a seamless offering that distinguishes itself from competitor offerings. M&S needs to execute successful digital promotions alongside store demonstrations to win success and keep investing in sustainable practices. Smart home device adoption rates exceed average numbers in urban locations therefore starting with London and other major cities will yield the most initial benefits (Hamill and Crosbie, 2024). M&S's market dominance in the smart home sector will strengthen through expanding to new worldwide territories where its customer base matches. Through its M&S Smart Home Solutions range, M&S will effectively seize a high-end market segment while establishing itself as a premier provider of smart home technology which upholds its brand heritage for quality and innovation.
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