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                                                                            Tesco Marketing Strategy Pitch    Introduction to Tesco WellNest Tesco WellNest is a newly developed smart - home wellness brand offering products such as air - quality monitors, sleep - enhancing lamps and portable sanitisation devices . The brand aims to provide affordable, accessible and technology - enabled wellness solutions supported by Tesco’s strong retail network    Alignment with Market Trends The launch aligns with rising UK consumer interest in home - based wellbeing, preventive health, and smart - home convenience . Wellness has become a growing priority, with 73 % of UK consumers actively increasing wellness spending, supporting strong demand for affordable wellness technology (Callaghan et al . 2024 ) .  Segmentation Details Demographic : Adults aged 25 – 55 with medium - to - high income, tech - aware lifestyles and strong interest in home comfort and health improvement . Families aged 30 – 55 also form a key segment seeking healthier home environments . Geographic : The brand targets urban and suburban UK households where smart - home adoption and wellness awareness are rapidly expanding (Mordor Intelligence, 2024 )  Marketing Mix Elements Product : Smart wellness devices integrated through the WellNest app, offering real - time monitoring and simple user experiences . Price : Value - based pricing ranging from £ 29 – £ 149 , positioned lower than premium competitors such as Dyson or Philips, supported by bundle deals and Clubcard - driven personalised pricing .  Conclusion Tesco WellNest is strategically positioned to meet growing wellness and smart - home demands through accessible pricing, strong brand trust and targeted segmentation .  References Callaghan, S., Doner, H., Medalsy , J., Pione, A. and Teichner, W., 2024. The trends defining the $1.8 trillion global wellness market in 2024. [online] McKinsey & Company. Available at: https://www.mckinsey.com/industries/consumer -  packaged - goods/our - insights/the - trends - defining - the - 1 - point - 8 - trillion - dollar - global - wellness - market - in - 2024 .  Mordor Intelligence., 2024. United Kingdom Smart Home Market Size & Share Analysis - Industry Research Report - Growth Trends. [online] Mordorintelligence.com. Available at: https://www.mordorintelligence.com/industry -  reports/united - kingdom - smart - home - market .                           
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