


[image: ]



Student Name: Yash Vijaybhai Patel

Student Id: 2421695

Programme: Master of Business Administration

Module: Marketing Management

Module code: LCMB7024

Lecturer: Laila Maazouz 

Assignment Title: Assessment 2: Portfolio: Brand Extension 

Word count: 2,513 words

Date of submission: 28th April 2025





Table of Contents
Introduction	3
Brand Extension	3
STP for the New Brand Extension	5
Segmentation	5
Targeting	6
Positioning	6
Customer Personal Profile	7
Marketing Mix Strategy	8
4Ps of Marketing	8
Conclusion	10
References	11



[bookmark: _Toc195724584]Introduction
Marks & Spencer (M&S) is a well-established British retailer that has traditionally been associated with quality, novelty, and environmentally friendly products within the sectors of food, clothing, and home. M&S set up in 1884, became a household name with consumers who are interested in ethical sourcing and classic trends (Marks & Spencer, 2025). Additionally, M&S has decided to follow the path of digital transformation and thus has transformed itself into a lifestyle brand for the post-modern era, which meets both the needs of changing customer preferences and market dynamics alike.
This report is a suggestion to expand the M&S line with the creation of a range of cleaning, repair, and enhancement products for the skin, a field that according to the recent report currently worth £12.5 billion in the UK (Marks & Spencer, 2025).  The extension, M&S Skin Balance, is geared towards offering a wide variety of dirt-free, result-driven, and pocket-friendly skin beauty items that represent M&S's belief in reliability, excellence, and environmental responsibility. The purpose of this article is to find out if it is possible to build a new product line and what new method is applicable, and then prove through segmentation, targeting, and positioning (STP), customer persona profiling, and marketing mix strategy that the business can be done. Becoming a leader in ethical skincare was driven by the retail infrastructure and the sustainable customer group of M&S, both ecosystems that create strong linkages through the high street that can lead to the market incumbent's loss in share.
[bookmark: _aj29sp3h8dt9][bookmark: _Toc195724585]Brand Extension
M&S Skin Balance is an intended skincare brand that is expected to be introduced under the M&S label. It is a set of ethically produced, dermatologist-approved skincare products (Valor et al. 2022). The product line will be composed of a variety of products such as facial cleansers, serums, and moisturizers, to name a few, to solve the common causes of dehydration, sensitivity, and aging (Wu, 2022). Each of the products will be filled with natural ingredients like hyaluronic acid, aloe vera, and vitamin C which are also certified as cruelty-free products and vegan-friendly.
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[bookmark: _6f8objyb9yqu]Figure 1: Average revenue of Marks & Spencer worldwide  
(Source: Statista Research Department, 2024)
According to a recent report, Marks & Spencer, in the UK and other countries internationally, acquired an aggregate of almost 13 billion British pounds as global revenue (Statista Research Department, 2024). This brand extension is fully consistent with the M&S brand ethos, which is known to be premium quality and customer trust in addition to taking care of the earth. Moreover, it is developed in line with M&S's existing beauty line, which also includes other parties, and this branding approach of the product will recognize full control of the development process, pricing, branding, and marketing (Figueiredo and Eiriz, 2021). With private labelling, M&S will have a competitive edge over others in the beauty industry, they will earn consumer trust by showing that their quality of product matches their brand image and their approach to society.
According to the latest results, 72% of UK buyers prefer beauty products with clean or sustainable claims (Deloitte, 2023). On the flip side, the skincare category had a 6.1% annual growth rate in 2022 due to the contribution from fashions of mid-market and high-street premium brands in the segment. M&S, having both its existing physical and digital retail footprint, can now include this new line, perfectly supplemented by both online and offline channels and increasing the user reach at the same time. M&S Skin Balance perfectly balances the mid-street budget and premium skincare efficiency (Liu et al. 2021). The company's image focuses on informed buyers who care about the product's effectiveness and its manufacturing integrity (Wesley and Murray, 2021). This move also broadens M&S clients' lifestyle choices and helps the company benefit from a very profitable sector, portraying it not only as a fashion and food brand but rather a full-circle wellbeing destination (Rashidi-Sabet and Madhavaram, 2022). This step certifies that M&S makes its way in well-being while at the same time, addressing a very profitable customer segment, that of the wellness conscious, and sets the brand to be praised not only for fashion and food but the whole modern wellness-lifestyle destination.
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[bookmark: _Toc195724587]Segmentation
Segmentation in marketing means segregating a broad target market into smaller and more specific groups based on shared requirements, behaviours and characteristics (Naim, 2023), Segmentation plays a very important part in marketing because, through proper segmentation, an organisation can easily understand which particular segment is responsible for providing high benefits to the brand and also realises which segment is not generating high profit for the brand. M&S mainly follows a demographic segmentation strategy because it helps in finding the probable beneficial customer group for the brand. 
The reason for selecting this particular segment is to analyse the main market size based on gender, religion, nationality, income size, occupational pattern and many more aspects to find which particular customer group should be targeted to gain more profit in the future (Brochado et al., 2022). By using this particular strategy, the company can easily identify and manage the potential beneficial customer groups well and can take steps accordingly to manage other customer groups so that they can generate more profits. 
[bookmark: _Toc195724588]Targeting
Targeting is also another important factor through which a brand can target a particular customer group, so the overall business can earn more profit. This is why selecting the right customer group for targeting is necessary to help the brand increase its performance in the future by earning more profit in the market. This is a very important matter for an organisation because, without selecting a suitable customer group, the brand's target of achieving the highest amount of profit percentage cannot be completed. In this case, the main targeted customers will be women because women are the main purchasers of beauty products and by targeting women customers, M&S can make a higher profit (Toha and Supriyanto, 2023). However, age can be a major concern in this situation because not all age groups contribute significantly in terms of purchasing beauty products. 
On the other hand, it is not that only women are the higher contributors to beauty product shopping because men also contribute at a higher rate depending on their preferences and income patterns. Therefore, it will be better to consider the age group as the main parameter of targeting the particular customer group for expanding the beauty product segment of the brand. As per the research, 25 and 49-year-old people are the highest contributors to purchasing beauty products (Statista, 2025). This is why it will be better for the brand to select customers 25 to 45 years age group as the potential target customer group, as they can be the highest contributors in terms of improving the company's beauty product sales.

[bookmark: _Toc195724589]Positioning
As per the recent analysis, the current position of the company is quite promising, but not for this particular product segment. Presently, M&S is considered the second largest supermarket chain in the UK in terms of its food segment, but, considering the beauty perspective, the organisation is unable to beat the top beauty companies in the battle of producing beauty products (Statista, 2024). On the other hand, the company’s present position is quite worrying because, given the way people accept the other products of the organisation, there is no such initiative to show extensive support for the brand in terms of improving the sales rate of this particular product segment. In order to improve the company’s current position as a beauty product seller in the market, more promotion is needed through which people can get to know about the products. The organisation should also come up with different innovative product ideas also which can attract customers easily. 
[bookmark: _zh54nlewg0jf][bookmark: _Toc195724590]Customer Personal Profile
Name: Sarah Mitchell
Age: 35
Occupation: Senior HR Executive
Location: Manchester, UK
Income: $50,000 per year
Education: University graduate
Sarah, a lady in her mid-30s, is a highly skilled and hardworking individual who somehow manages to fulfill her career goals excellently and simultaneously take care of herself. One of her weekly chores is shopping for groceries and clothes at a Marks Spencer store and she never fails to buy goods from well-known brands that stand for her personal values, such as fair trade, environmentally friendly, and transparent products.
Sarah is a person who is very careful of her health and has very much information. She examines the labels of the products she uses, follows the creators of cosmetics, and always does good research before she buys. Her attitude to her way of shopping and being responsible is typical of a "conscious consumer," someone who would rather have a smaller quantity of things and still the best quality, and at the same time, would also be glad to support the brands that work towards social goals. Despite her capability of paying for costly items, she prefers to look for affordable luxury that meets her daily needs and carries those products that are still very ethical and high-quality at the same time.
Sarah's self-care rituals depend on her attending the gym, yoga classes, and implementing a strict beauty regimen. Sarah is a real online shopper, but she still goes to the store to get exclusive deals. The main categories where she is positive about marketing are influencers, loyalty programs, and personalized emails.
Thanks to M&S Skin Balance, she has more than just devotion this product line gives trust, actionability, and sustainability. M&S can thus create a community of beauty customers like not only promoting the health of the world but also caring for themselves by thus being the favourite shops for those conscious of their skin (Kim et al. 2021). Thus, through M&S, she not only gets a match with her lifestyle but also feels more devoted to the brand.

[bookmark: _Toc195724591]Marketing Mix Strategy 
Based on the selected product that can be expanded in the future, the 4 Ps marketing mix can be conducted for the brand which is as follows:

[bookmark: _Toc195724592]4Ps of Marketing

Product
The main product in this marketing mix analysis is the beauty products of the company which should be expanded as an extended part of the business due to lower popularity in comparison to the other products of the brand. In the case of managing the products, a product differentiation strategy can be used through which every type of product under this segment can be segregated based on its characteristics well (Pellegrino, 2025). The product differentiation strategy can help in establishing a unique identity for each product based on its features. An organisation must conduct a detailed product analysis before implementing any particular product management strategy in the market. Otherwise, the implemented strategy can fail, causing negative consequences for the organisation in the future. At first, the company has to analyse how these products can be more attractive to customers and after that, the company needs to introduce a diversified range of products to acquire more customers in the future, so they will prefer this company’s beauty products over any other organisation. 

Price 
Price is also a major factor for the brand that can identify how a brand can gain the maximum number of sales in the future with the help of the appropriate pricing strategy. By selecting the right pricing strategy, an organisation can easily identify what the potential outcomes can be for the particular product. Different types of pricing strategies are available in the market, including premium pricing, competitive pricing, price skimming, value-based pricing and many more. Among the different types of pricing strategies, mainly, the competitive pricing strategy can be selected for this particular product because this strategy can help in analysing the cost of other companies’ beauty products and based on that, M&S can keep the lowest price among other competitor organisations (Cakranegara et al., 2022). In this way, the organisation can easily increase the sales rate of this particular product by making it cheaper and affordable to customers. This pricing strategy can be the most effective strategy for the brand to improve the brand’s overall image in the global competitive market as well as to make this particular product segment stronger than earlier. 

Place
Place also matters for an organisation’s marketing mix because an organisation has to decide the place first where it is going to sell the product or service (Bondarenko and Vyshnivska, 2023). In the case of this particular product, online and offline markets can be selected because the company do not want to lose any type of customers and wants to consume the merged profit percentage through online and offline sales. The sales channels for this product can be social media platforms, Newspapers, TVS, emails and different shopping websites, including the company's website. One of the main reasons for selecting these marketing channels is to increase the awareness of the beauty products of M&S faster than earlier, so a larger amount of audience can get connected with the brand and show their interest in purchasing the products. 

Promotion
Promotion is an integral part of marketing through which the popularity of an organisation or its products can be increased quickly if the right promotion strategy is applied. In the era of digitalisation, mainly, digital marketing can be the best choice for an organisation to set up deeper connections with its customers, along with improving the customer base of the organisation (Masrianto et al., 2022). This is why mainly digital marketing will be selected for this product’s marketing also so people can get the latest updates about the products every time and the sales rate of the item can increase gradually. 
[bookmark: _x80wsnyryp8o][bookmark: _Toc195724593]Conclusion
Marks & Spencer's move to launch a new skincare range like M&S Skin Balance seems to be a wise decision as it enables the company to tap into a segment that is already popular among consumers in wellness and self-care markets. Marks & Spencer misses nothing by embodying the trust, quality, and doing things the right way philosophy, and the brand extension is no exception. It is a good option for regular shoppers who are seeking new products to discover, particularly those who are concerned about the use of clean and sustainable products. Skin Balance is more than just skincare as it is about customers getting the right product for their skin and still supporting environmental protection. It's this type of product that will entice ppl like Sarah & will further solidify a brand-new loyal customer for M&S for the increase in responsible and mindful choices from a brand they already trust to go in line with and even reinforce consumers' values. M&S can make their clients feel like they are still a part of the picture. Furthermore, it is the kind that a company like M&S can present as a pleasant surprise to customers, clearly showing that M&S understands the requirements of the new generation of customers. Ultimately, this line of skincare is more than just about beauty, it is now the line that could help to build long-lasting and loyal relationships with customers and add to the growth of a company in the right and sustainable direction.
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