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Introduction
Due to its innovative business practices, the consumer electronics sector recognises MKS as a reliable company. MKS specialises in high-quality home appliances and innovative technology and maintains strong product quality standards to meet modern consumer requirements. The smart home technology industry receives services from the company through its product portfolio, which consists of smart thermostats and security systems combined with automated lighting solutions and voice-controlled home assistants. The company creates products that improve user convenience and security while raising energy efficiency so users can enjoy an integrated connected system for daily simplification. The market trusts the company because its brand identity centres on principles of innovation combined with reliable products and client-focused solutions.
This assessment investigates and provides an extensive review of MKS Smart Home Solutions as a new brand expansion for the company. The extension establishes a complete solution range dedicated to increasing consumer requirements for home automation and security systems with energy-saving capabilities. The research evaluates this new product range's market prospects and determines target customer groups before establishing a 7Ps framework-based marketing approach to launch the brand expansion successfully. The objective focuses on analysing whether the new product matches MKS's current brand identity and whether it satisfies untreated smart home needs within consumer markets.

Brand Extension
MKS Smart Home Solutions will offer their market customers a selection of smart devices, including intelligent thermostats, security cameras, innovative lighting products, automation systems, and voice-operated assistants. A central hub provides connectivity for these products, thus enabling users to control their homes via apps and voice commands (Verhoef, et al., 2019). The brand will launch top-quality user-cantered products that install seamlessly while integrating effortlessly into daily life through its innovative capabilities.
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Figure 1: MKS Smart Home Solutions
Alignment with Existing Brand Values and Market Position
The company demonstrates its dedication to superior quality and innovative solutions while providing personalised experiences for its customers. The company successfully established itself as a trustworthy product manufacturer of dependable high-performance solutions. MKS Smart Home Solutions embraces these company values through its implementation of modern technology and its range of dependable, interface-friendly devices. The extension enables MKS to establish itself as an innovative technology-focused company delivering refined, easy-to-use solutions that respect its core values of trust combined with excellence (Pranjal & Sarkar, 2020).
Value Addition, Market Gap, and Emerging Need
The introduction of MKS Smart Home Solutions targets an essential market void because emerging economies show rising demand for budget-friendly smart home automation products. The modern smart home sector posts significant growth because users actively pursue enhanced energy efficiency with improved security needs and convenience features. The extension addresses current market requirements through combined advanced hardware, which enables end-users to manage their household functions easily (Georgia, et al., 2021). MKS can use this initiative to expand its product offerings into the expanding Internet of Things industry along with its existing business prospects. The new product range from MKS will enhance its business standing and help address contemporary customer requirements for innovative household solutions that combine connectivity.
MKS Smart Home Solutions plans to enhance its market presence through innovative product offerings that mirror brand reputation and fulfil increasing customer needs in the innovative technology sector.
STP for the New Brand Extension
Segmentation
The segmentation approach for MKS Smart Home Solutions includes four fundamental areas: demographic, geographic, psychographic and behavioural aspects.
Demographic Segmentation:
The age profile, household income, and family makeup serve as essential characteristics for determining the target audience for MKS Smart Home Solutions. The intended customer base consists of individuals who fit the profile of middle to upper-class age group 25-55 with homeownership or renting preference and smart home technology investment interest. Young families with elderly members will serve as a top priority segment since smart home benefits of enhanced safety security and user convenience attract them specifically (Sanguinetti, et al., 2018).
Geographic Segmentation:
The customer demographic will emphasise urban and suburban areas since the adoption of smart home technology reaches higher levels due to better internet service connectivity and strong technological infrastructure (Wang, 2021). The first phase of MKS Smart Home Solutions will use developed markets because they demonstrate a high adoption of smart home products. The company plans to examine emerging markets in Southeast Asia and Latin America because their middle-class consumers, with improving financial capacity, make the products accessible and desirable.
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Figure 2: Customer Segmentation for MKS Smart Home Solutions
Source: (Sanguinetti, et al., 2018)
Psychographic Segmentation:
The target customer psychographic sections consist of the following:
· Teen enthusiasts: Tech enthusiasts are those who adopt emerging technologies because they value automated convenience and environmental control more than anything else.
· Security-conscious individuals: Home monitoring technology seekers with strong security concerns need devices that foster remote surveillance and home protection features (Sanguinetti, et al., 2018).
· Eco-conscious buyers: People who value sustainability alongside energy efficiency actively purchase smart home equipment to reduce their power usage and improve environmental protection.
Behavioural Segmentation:
· Early adopters: The behavioural segment comprises people with varying product use levels who show different degrees of brand preference while seeking diverse advantages.
· Price-sensitive buyers: The market includes enthusiastic technology enthusiasts who adopt smart home solutions before others during the early stages of product availability (Wang, 2021).
· Value-seeking consumers: People who value affordability in their smart home investments yet prioritise top-quality products make up price-sensitive buyers.
Targeting
MKS Smart Home Solutions’ targeting approach includes three market segments that will receive distinct attention.
· Affluent, Tech-Savvy Consumers: The affluent technology-oriented professionals within the 25-45 age range specifically pursue convenient high-tech systems and independent dwelling control. These customers appreciate premium features and invest money into acquiring high-quality smart home solutions with advanced features. The brand requires this segment to establish its premium market position.
· Security-Conscious Families: The product company MKS will direct its marketing toward households with aged members and children who focus on safety, security, and monitoring initiatives (Kexel, et al., 2020). The provided products address the home monitoring needs of consumers who want security cameras for self-surveillance, alarms, and innovative doorbell functions for family protection. Presenting products that highlight safety features and peace-of-mind assurance finds particular market demand.
· Eco-Conscious Homeowners: MKS targets homeowners focused on environmental responsibility and emission reduction who seek sustainable smart home solutions (Wilson, et al., 2018). This customer segment shows interest in energy-saving devices, such as smart thermostats and lighting control systems that minimise power consumption.
Positioning
· Innovative Features: MKS offers cutting-edge automation technology that seamlessly integrates with home systems, providing advanced functionalities like smart security and energy-saving solutions.
· High Quality: The brand ensures top-notch product quality, combining durability and high performance in every product (He, 2018).
· Affordable Pricing: MKS maintains competitive pricing, making smart home technology accessible without compromising on features or quality.
· User-Friendliness: The system is designed for ease of use, with intuitive interfaces and personalised services that enhance the overall user experience.
· Security Features: MKS prioritises safety with advanced security measures, ensuring peace of mind for homeowners.
· Sustainability: MKS incorporates energy-efficient solutions, promoting eco-friendly living while reducing environmental impact.
MKS Smart Home Solutions stands apart from competitors like Amazon’s Alexa, Google’s Nest and Apple’s Homekit by offering balanced blend of luxury and affordability while emphasising innovation and sustainability (Mahboobi Renani, et al., 2021).
Customer profile for MKS Smart Home Solutions
Demographic:
· Age: 35 years old
· Gender: Male
· Income: $80,000 - $100,000 annually
· Occupation: Mid-level manager at a tech company
· Education: Bachelor's degree in Engineering, with a Master's degree in Business Administration
· Family Status: The customer is a married man with two children whose children are four and seven.
· Location: Suburban area in a metropolitan city (Greater London Area, UK)
· Homeownership: Owns a single-family home


Psychographic:
· Values: Security, together with sustainability, convenience, and quality, represent his core values. He maintains a preference for efficiency through his dedication to utilising modern technology in all aspects of his life. Sustainability holds great importance to him, and he selects options that help decrease his environmental impact.
· Attitudes: The owner of this household embraces technology as a leader and perceives that technology delivers improvements to all life spaces, including occupational activities, personal life activities, and recreational activities. Home improvement for him means an ongoing search for innovative methods to develop his environment across security systems and automation and energy control systems.
· Lifestyle: Regarding his lifestyle, this person works as a busy professional who maintains a balance between his active work demands and household responsibilities. He devotes his free time to family bonding activities with his wife and children and keeping up-to-date on emerging technological developments. The weekends of this person involve outdoor adventures and family gatherings as he leads an active lifestyle.
· Buying Behaviour: He selects premium products over others because these items deliver reliability and concrete advantages. He performs extensive research before buying items and reviews other customer evaluations to confirm that the devices combine with his connected home system.
· Aspirations: His aspirational plan includes obtaining professional success and family happiness in his life of wellness. His goal is to build a smart and effective house that uses green technology to provide his family with security and comfort.


MKS Smart Home Solutions: Marketing Mix Strategy (7Ps)
MKS Smart Home Solutions will apply the 7Ps marketing mix framework, which incorporates Product, Price, Promotion, Place, Process, People and Physical Evidence. As an organisation that mainly sells products, MKS requires a tailored marketing mix model that emphasises smart home devices while delivering simplified processes to customers.
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Figure 3: Marketing Mix 7Ps
Source: (Li, et al., 2019)
1. Product
The MKS Smart Home Solutions portfolio consists of premium interconnected devices for contemporary residents who wish to combine comfort with secure operations and energy-saving capabilities. The product range will include:
· Smart thermostats: Smart thermostats function through learning the household temperature preferences to establish optimal energy usage patterns (Li, et al., 2019).
· Security cameras and smart doorbells: Security cameras and smart doorbell devices enable homeowners to monitor their property remotely through live alerts, ensuring enhanced home security.
· Smart lighting systems: Intelligent lighting systems feature energy-efficient bulbs that users can control using mobile applications and voice commands.
· Voice assistants and hubs: The voice assistants/hubs serve as hub applications, enabling users to manage their smart devices in totality throughout the house.
2. Price
The pricing system includes the following terms:
· Premium products: The prices for security cameras and home hubs involving high-end smart devices will be slightly elevated because of their superior performance capabilities and reliability attributes (Nadipalli, 2025).
· Mid-range products: Smart thermostats, lighting, and doorbell products will maintain cost-effective price levels to appeal to all consumers who want useful devices without extravagant features.
3. Promotion
The promotional plan aims to raise brand visibility and train consumers about smart homes before generating excitement regarding MKS's product series. The promotion mix will include:
Digital marketing:
· MKS launches marketing efforts through Facebook, Instagram, and Twitter platforms, focusing specifically on technology enthusiasts, safety-focused households, and sustainability-minded consumers.
· MKS should partner with technology influencers and home renovation bloggers to perplex reviews and product demonstrations about their products.
· MKSA utilises content marketing by producing educational blogs, videos, and tutorials demonstrating how its products improve home lifestyle quality.
In-store promotions: The Best Buy and Home Depot stores display promotional products which let customers operate the devices physically (Burke, 2022).
Referral programs: The program gives current buyers incentives to recommend MKS to new customers through discounts that apply to their following transactions.
Partnerships: The company develops alliances with builders and real estate brokers along with designers to construct MKS technology integration into residential projects.
4. Place
The distribution strategy of MKS Smart Home Solutions will feature a dual-channel strategy to enable target customers to access offline and online retail venues. These channels include:
· E-commerce platforms: The company will distribute products through its official website, coupled with Amazon and eBay, among other major e-commerce platforms.
· Retail Partners: The retail partnership initiative will enable MKS to demonstrate its smart home products in the brick-and-mortar locations of electronics stores, including Best Buy, Home Depot and Lowe’s (James, 2021).
· Global reach: MKS's expansion target is the international market because it seeks to distribute its smart home technology to territories like Europe, Asia, and Latin America, with increasing adoption of this technology.
5. Process
· Easy installation: MK Smart Homes will develop a continuous process to guide customers through interaction from product interest to long-term assistance. Key processes include:
· Customer Support: Each product will offer straightforward installation directions for easy consumer use alongside paid professional installation as an extra service (Wirtz, 2019).
· Order fulfilment: MKS will provide 24-hour customer support through phone calls, chat sessions, emails, and online guidance tools containing video tutorials.
· Warranty and returns: MKS will use trustworthy logistics providers for rapid product delivery while providing customers with tracking capabilities for orders.
6. People
Build a workforce oriented towards customer satisfaction and support under the people element of service design. This includes:
· Sales representatives: Sales representatives at both stores and online channels demonstrate product knowledge to provide beneficial explanations that relate to customers' needs (Sharma, et al., 2020).
· Customer service team: A knowledgeable team stands ready to provide support through multiple contact methods, including telephone, email, and live chat, from which customers can obtain assistance with device problem set-up processes and troubleshooting help.
· Brand ambassadors: MKS will use brand ambassadors who represent influencers and technology enthusiasts to promote the company through their trustworthy testimonials about MKS products.
7. Physical Evidence
The brand’s reputation for quality and innovation will be strengthened through physical evidence. This includes:
· Packaging: The packaging includes premium eco-friendly materials that showcase both sustainability initiatives and installation and integration features of MKS products.
· Retail experience: Physical displays at retail stores enable customers to handle MKS devices first-hand through product exhibition setups.
· Online presence: A well-designed, user-friendly website with detailed product information, customer reviews, and instructional content (Hombali, 2021). The website has same-time virtual demonstrations which show the product features in real life.
· Customer testimonials: User feedback appears through testimonials, stories, and endorsements from initial users, which are presented on social media platforms and website pages to gain consumer trust.

Conclusion
MKS Smart Home Solutions is a brand extension that responds to market needs for linked energy-efficient, secure residential technologies. MKS will reach an upcoming market segment of security and technology-conscious consumers by launching easy-to-use, environmentally friendly smart devices, including smart thermostats, security cameras, lighting systems, and voice control platforms. The business strategies developed in this report use segmentation and targeting methods that correspond to MKS's fundamental principles of developing reliable, innovative customer solutions.
MKS will use strategic marketing practices built from the 7Ps mix to penetrate developed and emerging markets with competitive prices and strong promotional campaigns through strategic distribution channels, thus meeting the rising demand for smart home automation solutions. The segmentation approach targets specific customer segments, including tech-professional wealthier groups and families who value security or environmentally minded homeowners who effectively reach various consumer needs.
The competitive market benefits from MKS's ability to deliver affordable premium technology through its price strategies. UDA should extend their product innovation efforts and build highly responsive customer service since this will strengthen consumer loyalty.
As a future strategy, MKS should build its brand reach by forming business alliances with real estate developers and home builders, which will quicken the market adoption rate. The growing smart home market gives MKS an unambiguous chance to establish leadership through innovative solutions for houses of the modern age while keeping its dedication to top-notch performance.
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