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Brand Extension Proposal: University of Wales Trinity Saint David (UWTSD)
1. Introduction
Understanding Brand Extension
The University of Wales Trinity Saint David (UWTSD) is a well-established brand in the education sector. A potential brand extension for UWTSD could be the introduction of an online learning platform, which we will call 'UWTSD Online'. A brand extension is a marketing strategy where a company introduces a new product or service under its existing brand name in a different product category, leveraging the brand's established reputation, recognition, and image to reduce the risk and cost of new product introductions(Ahluwalia, 2020). It aims to capitalize on the positive associations of the parent brand to gain acceptance in the new market. This platform would offer a variety of courses and degrees that can be completed entirely online(Ahluwalia, 2020), catering to a global audience. This extension aligns with the current trend of digital learning and would allow UWTSD to reach a wider audience. Brand extension is the marketing strategy where an established brand enters another product or service segment(Camilleri, 2025). The strategy utilizes the established brand name and existing customers to facilitate growth, gain revenue, and capture new markets. For universities, brand extension is important in remaining competitive within the education market, especially as colleges and universities continue to pursue new sources of revenue while governments slash their budgetary allocations.
The Role of Brand Extension in Higher Education
Universities have always been supported by government grants and tuition fees. However, in order to broaden their products, institutions are increasingly implementing brand extension tactics as competition heats up. Examples include: Harvard Business School Online, extending Harvard's brand to the executive learning arena. Stanford Innovation and Entrepreneurship Program, providing professional courses online(Grewal et al., 2024). Oxford University Press, an international publishing company drawing on Oxford's academic standing. Expanding on these examples, the University of Wales Trinity Saint David (UWTSD) can further extend its brand by opening up a Corporate Training & Executive Education Division focused on companies and professionals. This paper provides the strategic basis, market analysis, and marketing mix for this brand extension. Brand extension in higher education allows universities to diversify their service offerings while reinforcing brand equity. For UWTSD, launching an Executive Learning Hub strengthens its position as an institution that supports lifelong learning(Xiong et al., 2020). This initiative also broadens the university's appeal beyond traditional student demographics to include working professionals and industry clients. Brand extensions like this can help institutions: Attract new market segments, Create new revenue streams, Enhance partnerships with industry, Increase alumni engagement. By maintaining consistent quality and aligning with the university's values, the brand extension will enhance UWTSD's identity rather than dilute it.
2. Brand Extension Proposal: Executive Learning Hub
Proposed Brand Extension: UWTSD Executive Learning Hub
The University of Wales Trinity Saint David (UWTSD) plans to extend its brand through the creation of an "Executive Learning Hub"—a dedicated platform for executive education tailored to working professionals. This extension aims to address the growing demand for executive training in leadership, digital innovation, and sustainability(Fritz & Eversberg, 2023). The hub will offer flexible, industry-relevant courses such as microcredentials, executive certificates, and customised corporate learning programmes. These offerings will be delivered through a hybrid model that combines both online and on-campus learning, enabling participants to study without leaving their jobs. This brand extension aligns with UWTSD's commitment to applied, student-focused learning while expanding its service portfolio to serve a professional audience(Grewal et al., 2024). UWTSD Executive Learning Hub shall provide executive education services and corporate training programs to professionals and companies. The learning programs shall be created to provide participants with skills that are relevant within industries, including digital change, business strategy, and sustainability.

Model: UWTSD as a brand as Extended
GLOBAL WALES
LIFELONG LEARNING

	TRADITION & INNOVATION TOGETHER

INNOVATION HUB



UWTSD EXTENDED BRAND



SUSTAINABILITY LEADER
CREATIVE CHANGEMAKERS



Future will be extended
Source: My conceptual Framework
Justification for the Brand Extension
1. Market Demand for Executive Education
The market for executive education has been expanding rapidly due to changes in workforce demands and technology breakthroughs. According to a recent UK Executive Education Council (2023) study: 72% of businesses are going to expand their expenditure on employee training. 60% of professionals prefer short-term, skill-based learning over traditional degrees. Online and hybrid training schemes have experienced 40% growth following the pandemic. Recent trends show a sharp increase in demand for flexible executive education. A report from GMAC (2024) indicated that since 2020, online executive education in the UK has grown by 40%. Businesses increasingly value micro-credentials and certificates for talent development. This market demand is driven by digital transformation(Perera et al., 2022), environmental changes, and the need for adaptable leadership. According to GMAC (2024), UK executive education demand rose 40% from 2020-2024. This trend is attributed to: Remote learning normalization, Increased need for leadership in digital/sustainable areas, Employer interest in micro-credentials
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 Graph: Growth in UK Executive Education Demand (2020-2024)
Source: GMAC, 2024
UWTSD can leverage this growing demand by offering high-quality programmes at accessible price points. This linear growth trajectory validates UWTSD's decision to enter this space. Even a 10% market share in this growing sector would be profitable.
2. Revenue Diversification
Universities need to look for other sources of income because of increased competition and decreased state financing. Leveraging current academic experience, corporate training provides a steady and lucrative revenue stream. A strong brand extension like the Executive Learning Hub supports the university's financial sustainability(Hall et al., 2024). Executive education requires lower infrastructure investment and provides higher margins compared to traditional programmes. UWTSD can generate revenue through individual enrolments, corporate training deals, and subscriptions from alumni for ongoing learning access.
Table: Projected Revenue Streams for the Executive Learning Hub
	Revenue Source
	Year 1
	Year 2
	Year 3

	Individual Enrolments
	£750K
	£1.2M
	£2M

	Corporate Contracts
	£500K
	£900K
	£1.5M

	Alumni Subscriptions
	£100K
	£200K
	£300K

	Total
	£1.35M
	£2.3M
	£3.8M


These figures demonstrate the potential for sustainable income generation, especially when scaled globally as collected from website..
3. Strengthening Industry Partnerships
By providing training services to companies, UWTSD can strengthen its ties with prominent figures in the field, which could result in long-term corporate sponsorships, research partnerships, and student internship possibilities. Industry collaboration is key to the success of executive education. The Executive Learning Hub will build strategic alliances with employers, public agencies, and professional associations. These partnerships will enable: Co-designed curriculum with firms like Deloitte and Welsh SMEs, Guest lectures and mentorship opportunities, Real-world case studies and consulting projects(Marginson et al., 2024). Through these efforts, UWTSD reinforces its commitment to applied, industry-aligned learning while increasing job opportunities and innovation capacity.
 
3. Market Segmentation, Targeting, and Positioning (STP)
Market Segmentation
To effectively launch the Executive Learning Hub, UWTSD will implement the STP strategy—Segmenting the market, Targeting the ideal customer group, and Positioning the service accordingly. Segmentation involves dividing the broader market into smaller groups with similar characteristics. For the Executive Learning Hub, the segmentation is as follows: Segmentation for 'UWTSD Online' would primarily be based on geographic and demographic factors. The platform would target individuals worldwide who are seeking higher education but are unable to attend traditional on-campus programs(Mayer, 2025). This could include working professionals, stay-at-home parents, or individuals living in remote areas. The positioning of 'UWTSD Online' would be as a flexible and accessible solution for quality higher education.
Market segmentation helps identify key customer groups for targeted marketing. Below is a detailed segmentation framework for UWTSD's Executive Learning Hub:
	Segmentation Criteria
	Details

	Demographic
	Senior executives, mid-career professionals, HR managers, entrepreneurs

	Geographic
	UK-based professionals with potential for global expansion

	Behavioral
	Professionals seeking career growth, businesses investing in employee training

	Psychographic
	Ambitious professionals, lifelong learners, innovation-driven individuals


Target Market
The primary target market includes: Targeting focuses on attracting: Corporations seeking employee development programmes. Individuals wanting career progression or change. UWTSD alumni returning for continued education. Corporate clients (large businesses seeking training for employees)(Liu et al., 2023). Government institutions (public sector leadership training). Mid-career professionals (individuals looking for career advancement). Entrepreneurs (seeking business skills and networking opportunities).
Positioning Strategy
To differentiate itself from competitors, UWTSD's Executive Learning Hub will be positioned as:
Positioning aims to place the Executive Learning Hub in the minds of customers as a flexible, practical alternative to traditional MBA programmes. The brand will be positioned as a forward-thinking, accessible platform designed in partnership with industry professionals to ensure real-world relevance. An affordable and high-quality training provider on par with the best business schools. Industry-focused, providing practical insights from seasoned faculty and business professionals(Gupta et al., 2021). Versatile delivery, providing online, on-site, and blended training models To develop a strong brand position, UWTSD will apply Keller's Brand Equity Pyramid: Salience: High brand recall through consistent digital presence, Performance: Reliable and industry-validated courses, Imagery: Professional, forward-thinking, and accessible, Judgment: Recognised for flexibility and quality, Resonance: Strong emotional and professional connection with learners, Brand Differentiators: Modular courses at competitive prices, Focus on real-world application, not theory, Embedded Welsh culture and values, Flexible learning delivery (on-site, online, hybrid)
4. Customer Persona Profile
The typical customer for 'UWTSD Online' would be an individual aged 18-50, of any gender, who values education and is seeking to further their knowledge and skills. They may be working full-time or part-time, or they may be a stay-at-home parent. They are likely to be tech-savvy and comfortable with using digital platforms(Perera et al., 2022). In terms of psychographic information, these individuals are likely to be ambitious, self-motivated, and value flexibility and convenience in their learning.
Here is a customer persona that illustrates a typical executive education participant in order to better understand the target audience:
Customer Persona Example
Name: James Roberts
Age: 38
Occupation: HR Manager at a multinational firm
Location: London, UK
Pain Points: Needs affordable employee leadership training, does not currently have flexible learning resources.
Goals: Enhance workforce performance, retain high-caliber talent, integrate innovative leadership.
Buying Behavior: They prefer training organizations having online training facilities.
To better understand and address the needs of its ideal customers, UWTSD has created a detailed customer persona:
5. Marketing Mix Strategies (4Ps/7Ps)
Product Strategy
The marketing mix for 'UWTSD Online' would include the following: Product: The core offerings will include executive certificates, micro-credentials, short courses, and customised corporate programmes. These will be focused on trending areas such as digital leadership(Perera et al., 2022), sustainability management, and artificial intelligence for executives. A variety of online courses and degrees. Price: Competitive pricing, with potential discounts for early enrolment or for enrolling in multiple courses. Place: The platform would be accessible worldwide via the internet. Promotion: Marketing efforts would include social media advertising, email marketing, and partnerships with relevant organisations. If considering the extended 7Ps, People: Experienced educators and support staff. Process: Easy enrolment and course selection process. Physical Evidence: Digital certificates upon course completion.
UWTSD's Executive Learning Hub will offer:
Short-term executive education programs (leadership, business strategy, AI in business). Customized corporate training packages tailored for business clients. Flexible learning options (self-paced online courses, hybrid workshops, in-person masterclasses).
Price Strategy
The pricing will be competitive, with short courses ranging from £500 to £1,000 and certificate programmes from £1,500 to £3,000. Corporate packages and alumni discounts will also be available. Competitive pricing compared to leading UK business schools. Bulk discounts for corporate clients. Subscription-based model for professionals seeking continuous learning.
Place Strategy
Delivery will occur through a mix of online platforms and physical campuses located in Carmarthen, Lampeter, and London, ensuring maximum accessibility. Online platform with recorded and live classes. Physical training centers at UWTSD's main campuses. In-company workshops for corporate clients.
Promotion Strategy
UWTSD will promote its programmes through digital marketing campaigns (Google Ads, LinkedIn), email newsletters, professional webinars, and blog content featuring thought leadership from instructors(Hall et al., 2024). Social media marketing (LinkedIn, Facebook, Twitter) to target professionals. Corporate partnerships for sponsorship and employee training programs. Alumni engagement to leverage successful UWTSD graduates.
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Source: UWTSD Website- Civil & Computer Lab some Special moment
People, Process, and Physical Evidence
People: Experienced faculty, business consultants, and customer service teams will be central to delivering the learning experience. Trainers from UWTSD professors and industry expertise.
Process: The registration and learning process will be user-friendly, with simplified enrollment, responsive support, and an integrated learning management system (LMS). Digital certification system, smooth online enrollment(Hall et al., 2024).
Physical Evidence: Learners will receive branded digital and physical certificates, testimonials from employers, and access to an executive alumni network. UWTSD-branded certificates and state-of-the-art learning facilities.
6. Data Representation
Market Potential Graph
Table: Projected Revenue from Executive Learning Hub
	Year
	Projected Enrollments
	Revenue (£ millions)

	2025
	500
	1.5

	2026
	1200
	3.8

	2027
	2500
	7.5

	2028
	4500
	14.2

	2029
	7000
	22.3


 Source: Collected data from website
7. Competitive Analysis
UWTSD's Executive Learning Hub will compete with: London Business School Executive Education - provides high-level programs but is expensive. Cambridge Judge Business School Online - prioritizes digital learning but does not offer physical attendance(Popov, 2025). Open University Professional Development - cost-effective courses but no brand prestige. UWTSD's competitive advantage lies in its affordability, flexibility, and industry relevance.
Comparing with other University: 
The University of Wales Trinity Saint David (UWTSD) is a good choice for those seeking a supportive learning environment, a diverse student body, and a focus on practical, real-world skills. UWTSD emphasizes interactive learning with smaller class sizes and experienced staff, offering a variety of programs and opportunities, including entrepreneurship and industry placements. UWTSD, UWS (University of the West of Scotland), and the University of South Wales (USW) all offer a variety of programs and cater to different needs, including international students. UWTSD emphasizes a hands-on, vocationally-focused approach, while UWS focuses on research and sustainability, and USW prioritizes engagement with industry and collaboration. Job facilities, tuition fees, and the international student experience differ across the institutions.  UWTSD Offers opportunities for professional and academic development, including fee waivers for staff taking relevant University courses. USW: Offers a comprehensive career service, including online tools, employer events, workshops, and mentoring opportunities, and business start-up support. UWTSD: International undergraduate fees are around £15,525 per year for full-time courses. Available scholarship also as student merit. USW: International undergraduate fees typically range from £15,850 to £17,900 per year. UWTSD: Welcomes international students and offers specific support services, including visa guidance. USW: Has a strong track record of welcoming international students, particularly those from India, and offers a variety of support services. 
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Source: UWTSD- London Campus Class room (Teacher and Student community)
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Explanation
UWTSD Executive Learning Hub is an apt extension of the brand that leverages the rising demand for corporate and professional development. In the knowledge-based economy, companies are now paying more attention to employee upskilling(Marginson et al., 2024), especially in the domains of leadership, digitalization, and strategic management (UK Executive Education Council, 2023). With its academic reputation and industry linkages, UWTSD is positioned to offer high-end, flexible learning solutions to accommodate the requirements of professionals and executives. The major distinction of this initiative is its cost-effectiveness, accessibility, and tailor-made solutions—all of which are not usually offered by standard business schools. Strategically, this brand extension also assists UWTSD in countering the risks of diminishing government funding and changing student populations (Altbach, Reisberg, & de Wit, 2020). Through diversification of income streams from corporate training, the institution becomes more financially resilient and builds up its brand presence among academics and businesses. Competitive positioning versus established players such as Cambridge Judge Business School and London Business School necessitates focus on practical, industry-focused courses to drive instant workplace application(Mayer, 2025). Through strategic marketing, corporate collaborations, and digital outreach, corporate training offers the potential to effectively penetrate this high-value market. Finally, the Executive Learning Hub supports the life-long learning mission of UWTSD and establishes the institution as an innovative, cutting-edge learning organization.
8. Risks and Mitigation Strategies
	Potential Risk
	Mitigation Strategy

	High competition from elite business schools
	Focus on affordability and flexible learning options

	Lack of brand recognition in executive education
	Strong digital marketing and corporate partnerships

	Low initial enrollment numbers
	Aggressive outreach via alumni and industry networks


 
9. Conclusion
The proposed brand extension 'UWTSD Online' would allow the University of Wales Trinity Saint David to diversify its offerings and reach a wider audience. By carefully considering segmentation, targeting, and positioning, and by developing a detailed customer profile and marketing mix, UWTSD can successfully launch and promote this new service. UWTSD's Executive Learning Hub would be a strategic brand extension that follows industry trends(Gupta et al., 2021), fulfills market demand, and offers a sustainable source of revenue. This initiative will: Enhance UWTSD's reputation as an industry-engaged university. Generate significant revenue from corporate training. Foster long-term partnerships with businesses and government institutions. Having a strong marketing strategy and utilizing the academic prowess of UWTSD will make this brand extension successful.
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