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1. Introduction 
Established in 1869, Sainsbury’s has grown to become one of the United Kingdom’s most respected and trusted supermarket chains. It is well-known for its commitment to delivering quality products, good value for money, and excellent customer service. Over the decades, Sainsbury’s has successfully expanded its operations into areas such as clothing, banking, and online shopping, consistently adapting to meet the changing demands of the UK market (Smith, 2022).

In the current dynamic and competitive business environment, brand extension represents a powerful strategic approach. It allows companies to leverage the strength of an existing brand to introduce new products or services, reducing the risks and costs associated with launching new brands. Successful brand extensions can help companies access new markets, reinforce brand loyalty, and enhance overall brand equity (Keller, 2021).

The purpose of this report is to propose a new brand extension for Sainsbury’s, called Sainsbury’s Health+. The report will outline the concept, target customer segments, marketing strategies, and the alignment of the extension with Sainsbury’s brand values, aiming to demonstrate how this initiative can strengthen the brand’s market position in the growing health and wellness sector.

2. New Brand Extension: Sainsbury’s Health+ 
2.1 Description of the New Service
Sainsbury’s Health+ is a new wellness-focused service designed to offer both in-store and online preventive healthcare and lifestyle services. The service will feature:
· In-Store Wellness Hubs: Dedicated areas inside larger Sainsbury’s supermarkets offering health screenings, dietary advice, and wellness workshops.
· Online Wellness Platform: A digital portal providing customers with virtual consultations, fitness and nutrition plans, and health tracking features.
· Mobile Application: An easy-to-use app allowing customers to book appointments, receive health updates, and access personalised wellness content.
The goal is to integrate wellness services into customers' regular shopping experience, making health management more accessible and convenient.
2.2 Strategic Rationale Behind Choosing the Health and Wellness Sector
The UK health and wellness industry is expanding rapidly, valued at over £20 billion and continuing to grow post-pandemic (Johnson, 2023). Consumers are increasingly prioritising physical and mental wellbeing, with 73% of people in the UK recognising wellness as an essential part of their daily lives (Williams, 2024). Entering the wellness market offers Sainsbury’s the opportunity to diversify its business, attract new customer segments, and reinforce its position as a socially responsible retailer. It also capitalises on growing consumer demand for convenient, affordable wellness solutions integrated into everyday environments.
Moreover, healthcare and wellness services often drive frequent repeat visits, enhancing customer loyalty and lifetime value. 

2.3 Link to Sainsbury’s Core Brand Values
The launch of Sainsbury’s Health+ aligns closely with the company’s long-standing brand values:
· Trust: By offering credible and professional health services within its trusted retail spaces.
· Quality: Ensuring all services are delivered by qualified professionals and maintaining high standards.
· Accessibility: Making wellness services affordable and available in convenient locations, including online.
This alignment strengthens customer confidence and ensures the new service feels like a natural and authentic evolution of the Sainsbury’s brand (Taylor, 2021).

2.4 Market Gaps and Opportunities
	Market Gap
	Opportunity for Sainsbury’s Health+

	Limited access to affordable preventive care
	Offer low-cost screenings and advice in everyday locations

	Fragmented wellness services
	Provide integrated wellness hubs combining multiple services

	Lack of convenience in traditional healthcare
	Embed health services into regular shopping routines

	Growing demand for personalised wellness
	Deliver tailored wellness programs through digital tools


By addressing these clear market gaps, Sainsbury’s Health+ can differentiate itself from traditional healthcare providers and position itself as a leader in accessible, everyday wellness solutions (Brown, 2024).

3. Segmentation, Targeting, and Positioning (STP) Strategy 
3.1 Segmentation
For the Sainsbury’s Health+ brand extension, a clear segmentation strategy is necessary to ensure a strong market fit.
· Demographic Segmentation: The primary demographic segment includes individuals aged between 25 and 65 years from middle-income households. This group represents a broad section of consumers who are health-conscious but also value affordability and convenience (Kotler et al., 2021).
· Psychographic Segmentation: Psychographically, the focus is on individuals who lead busy lifestyles and prioritise personal health and wellness. These customers are proactive about maintaining their well-being but require flexible solutions that fit into their demanding schedules (Solomon, 2020).
· Behavioural Segmentation: Behaviourally, the segment targets consumers who seek convenience and are loyalty-driven. These customers prefer brands that offer integrated services and consistent value, often staying loyal to brands they trust and rewarding excellent service with repeat business (Baines et al., 2022).
This segmentation enables Sainsbury’s Health+ to tailor its wellness services to a well-defined audience with high potential for engagement and loyalty.

3.2 Targeting
Sainsbury’s Health+ will adopt a differentiated targeting strategy, offering tailored services to meet the distinct needs of the defined segments.
Justification for Target Market:
The UK wellness market is booming, valued at approximately £23 billion in 2023, and continues to grow annually (Johnson, 2023). A significant proportion of middle-income earners between 25 and 65 years old are increasingly health-aware, seeking convenient and affordable wellness services.
According to recent studies, around 70% of consumers in this age group report actively seeking ways to integrate wellness into their daily lives (Williams, 2024). Busy working professionals and families, in particular, demand easily accessible, reliable health services without the inconvenience of attending separate clinics or health centres.
By targeting these segments, Sainsbury’s can leverage its widespread retail presence to meet latent consumer demand, while enhancing customer loyalty through an integrated wellness offering.

3.3 Positioning
Sainsbury’s Health+ Value Proposition:
The value proposition for Sainsbury’s Health+ is captured in the brand message:
"Affordable Everyday Wellness at Your Fingertips."
This reflects Sainsbury’s commitment to providing high-quality, accessible wellness services that are seamlessly integrated into customers' daily shopping experiences.
Positioning Against Competitors:
To successfully position Health+, Sainsbury’s must differentiate itself from established competitors like Boots and Holland & Barrett. While Boots offers pharmaceutical services and Holland & Barrett focuses on health products, Sainsbury’s Health+ will provide a comprehensive, integrated service that combines physical wellness hubs, digital health tracking, and affordable consultations all in one familiar environment.

Positioning Map:
Below is a simplified positioning map showing Sainsbury’s Health+ relative to key competitors:
[image: Output image]

In this positioning, Sainsbury’s Health+ occupies a unique space: offering comprehensive services at an affordable price, an area currently underserved by mainstream competitors (Keller, 2021).
By focusing on affordability, convenience, and integration with daily life, Sainsbury’s Health+ can attract a broad audience of health-conscious consumers who seek value and simplicity.

4. Customer Persona/Profile 
4.1 Demographic Profile
The primary target customer for Sainsbury’s Health+ is represented by Emma Turner, a 38-year-old mid-level manager residing in suburban London. Emma earns an annual income of approximately £40,000, positioning her within the middle-income bracket commonly associated with strong purchasing power and brand loyalty (Baines et al., 2022). Emma lives with her partner and two young children, making her a typical representation of a modern urban family. Her shopping behaviour reflects a strong preference for brands that offer convenience, efficiency, and value for money (Kotler et al., 2021). She frequently shops at supermarkets like Sainsbury’s, both instore and online, leveraging loyalty programs such as Nectar Points to maximise value

4.2 Psychographic Profile
Emma’s lifestyle and attitudes perfectly align with the core offering of Sainsbury’s Health+:
· Motivations: Emma is highly motivated by a desire to maintain a healthy lifestyle while balancing the demands of a busy career and family life. She values solutions that promote physical and mental wellbeing without demanding significant time commitments (Williams, 2024).
· Values: Emma places high importance on convenience, affordability, and quality. She seeks brands that simplify her life while delivering tangible benefits, particularly in areas related to health and wellness (Johnson, 2023).
· Pain Points: A major frustration for Emma is the difficulty of scheduling traditional healthcare appointments around her busy schedule. Long waiting times and inflexible booking systems often prevent her from seeking preventive care as often as she would like (Brown, 2024).
· Buying Behaviour: Emma actively shops online and in physical stores, showing a strong preference for retailers offering both channels seamlessly. She is highly engaged with loyalty programs and is receptive to personalised offers and recommendations through apps and digital platforms.
By targeting customers like Emma, Sainsbury’s Health+ can capitalise on a clear need for accessible, trustworthy wellness services delivered in a convenient and familiar environment.

Customer Persona 
	Attribute
	Details

	Name
	Emma Turner

	Age
	38

	Profession
	Mid-level Manager

	Income
	£40,000/year

	Family
	Two children

	Location
	Suburban London

	Motivations
	Healthy lifestyle, time efficiency

	Values
	Convenience, affordability, quality

	Pain Points
	Lack of time for health appointments

	Buying Behaviour
	Online and instore shopping, loyalty app user



5. Marketing Mix Strategies (7Ps) 
The launch of Sainsbury’s Health+ will leverage the extended 7Ps marketing mix to deliver a high-quality, service-oriented brand extension.

5.1 Product
Sainsbury’s Health+ offers comprehensive wellness services, including health screenings, diet consultations, and mental wellness workshops. These services will be accessible through in-store hubs and an online platform.
Service quality will be ensured by employing qualified health practitioners and by implementing rigorous training programmes. Reliability will be further supported by consistent service delivery standards, which are crucial in building customer trust (Kotler et al., 2021).
Customers will be able to book personalised diet plans, attend wellness seminars, and monitor their health progress, blending medical precision with retail convenience (Baines et al., 2022).

5.2 Price
A competitive and affordable pricing strategy will be employed to make preventive healthcare services accessible to a wider audience. Individual health screenings and consultations will be priced lower than private clinics to encourage mass adoption.
Bundled offers will combine services (e.g., "Nutrition and Mental Wellness Package") and offer Nectar loyalty points, enhancing perceived value and encouraging repeat use (Smith, 2023).
Penetration pricing will be used during the initial six months, offering significant discounts to attract early adopters and establish a loyal customer base (Jobber and Ellis-Chadwick, 2020). Once the service gains market traction, prices may be adjusted slightly upward while maintaining affordability.

5.3 Place
Sainsbury’s Health+ Wellness Hubs will be located within larger Sainsbury’s stores across urban and suburban locations, providing easy access for daily shoppers.
An integrated online platform will allow users to book appointments, receive virtual consultations, and manage wellness plans through both the website and a mobile app (Solomon, 2020).

5.4 Promotion
A fully integrated promotional strategy will support the brand extension:
· Social media marketing will use targeted Facebook, Instagram, and TikTok campaigns, focusing on health, lifestyle, and wellness audiences.
· Email marketing will be tailored for Nectar card holders, offering exclusive wellness packages and incentives.
· In-store posters and digital screens will promote Health+ within Sainsbury’s supermarkets.
Additionally, collaborations with NHS-backed initiatives and trusted health influencers will build credibility (Brown, 2024).
Seasonal campaigns like a “New Year Wellness Reset” or “Summer Health Challenge” will tie promotions to customer lifestyle patterns, driving engagement during key periods (Johnson, 2023).

5.5 People
The success of Sainsbury’s Health+ will be fundamentally dependent on the quality, professionalism, and attitude of its people. The brand will invest in employing highly trained wellness advisors, including certified nutritionists, experienced wellness coaches, and qualified mental health support specialists. These professionals will deliver services both in-store and virtually, ensuring that customers receive expert guidance tailored to their individual health needs. Customer service excellence will be placed at the core of operations. All Health+ staff will be trained intensively to demonstrate empathy, professionalism, confidentiality, and deep product knowledge during all customer interactions. According to Parasuraman et al. (2020), employees’ behaviour and interaction quality significantly influence customers' perceptions of service excellence and brand trust, especially in service industries such as healthcare and wellness.

To maintain high service standards, Sainsbury’s will implement staff empowerment strategies that include regular professional development programmes, external wellness certifications, and internal training workshops. Staff will be encouraged to pursue continuous learning on the latest health trends, customer care innovations, and emotional intelligence skills. Additionally, providing employees with decision-making authority within their roles will foster higher motivation, accountability, and commitment to delivering exceptional service (Baines et al., 2022). 
5.6 Process
Delivering a seamless, efficient, and customer-centred process is critical to the success of Sainsbury’s Health+. As services revolve around personalised health consultations, smooth and intuitive operational procedures will be a major differentiator. The customer journey will begin with an easy online appointment booking system, available via the Sainsbury’s Health+ website and mobile app. Customers will be able to view available services, select convenient time slots, receive service descriptions, and make secure payments digitally. This frictionless process reduces barriers to engagement and appeals strongly to busy, digitally savvy consumers (Kotler et al., 2021).
Seamless in-store experiences will be delivered through dedicated Health+ kiosks and clearly signposted consultation areas. Staff will guide customers from arrival to consultation completion in a stress-free, welcoming environment. Minimal waiting times, organised check-ins, and clear service pathways will enhance operational efficiency.

Furthermore, automated follow-up reminders will be sent to customers via app notifications, emails, or SMS messages after appointments. These communications will not only encourage future visits but also offer personalised health tips, loyalty offers, and feedback surveys, strengthening ongoing engagement (Williams, 2024). Overall, the emphasis on an efficient, technology-enabled, and customer-centric process ensures that Health+ will deliver not just a service but a superior health and wellness experience.

5.7 Physical Evidence
In services marketing, physical evidence plays a crucial role in creating tangible assurance for customers, especially when services are intangible, such as health consultations. Sainsbury’s Health+ will focus on delivering strong, consistent physical cues across all customer touchpoints.

Firstly, branded Health+ kiosks will be prominently positioned inside selected Sainsbury’s stores. These kiosks will be designed with a clean, contemporary aesthetic, incorporating soft lighting, calming colour schemes (such as light greens and blues symbolising health and tranquillity), wellness imagery, and professional signage. Staff uniforms will feature clear Health+ branding, reinforcing brand identity and professionalism visually.

The in-store design will create an environment that immediately signals trustworthiness, comfort, and professionalism, important factors in customer decision-making for wellness services (Solomon, 2020).

In the digital environment, a dedicated Sainsbury’s Health+ website and mobile application will reinforce the brand image. The online platforms will feature user-friendly interfaces, consistent branding elements (logos, colours, tone of voice), and secure, easy-to-use functionalities such as appointment scheduling and wellness content access (Keller, 2021).
By ensuring consistency between physical and digital touchpoints, Sainsbury’s Health+ can strengthen customer trust, enhance perceived service quality, and create a holistic brand experience that bridges instore and online engagements.

6. Conclusion and Recommendations 
The proposed Sainsbury’s Health+ brand extension represents a strategic fit for Sainsbury’s evolving portfolio. It leverages the brand’s strong reputation for quality, trust, and accessibility while addressing emerging customer needs in health and wellness. Through the integration of preventive health services into its retail stores and online platforms, Sainsbury’s can enhance customer engagement, drive loyalty, and create new revenue streams.
The 7Ps marketing strategy carefully aligns with customer expectations, ensuring that Health+ will offer a convenient, affordable, and trustworthy experience. Its holistic wellness offering differentiates it from competitors like Boots and Holland & Barrett, positioning Sainsbury’s at the forefront of accessible healthcare innovation.
Future recommendations include:
· Expansion into standalone Health+ clinics if initial uptake is strong, further establishing Sainsbury’s presence in the healthcare sector.
· Broader service offerings such as physiotherapy or chronic disease management support.
· Partnerships with digital health startups to integrate advanced AI-driven wellness recommendations.
By proactively addressing wellness trends, Sainsbury’s Health+ can become a cornerstone of the company's long-term growth and brand enhancement strategy.
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