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Introduction
M&S is a UK-based retailer with a high standing for its high-quality food, clothing, and home products. However, M&S has a solid brand legacy and a loyal customer base and is therefore very well placed to explore strategic growth options. Brand extensions enable established brand firms such as M&S to offer different products, target emerging markets, and also develop brand equity. Moreover, to respond to the increased demand for the health-conscious lifestyle, M&S seeks to introduce a range of wellness products to be composed of supplements, yoga apparel, and fitness gear. This extension is built on consumer patterns and fits in M&S’s ambition to continue to be present in a competitive retail market.
[bookmark: _Toc195130919]Description of brand extension 
[bookmark: _Hlk195128823]The retail chain Marks & Spencer is preparing to introduce M&S Wellness, which will be a complete lifestyle brand extension that targets the rising health-conscious consumer base. The brand extension presents organic supplements and fitness gear alongside sustainable yoga wear as its three main sections. The M&S Wellness initiative strengthens the retailer’s reputation for quality and innovation and customer trust to serve developing wellness market preferences in the UK (M&S, 2024). Moreover, organic supplements represent the initial part of this brand extension, offering customers vitamins and nutritional products that aid immunity building and also reduce stress and boost energy levels. These products will utilize natural ingredients to develop wellness solutions that conform to UK health regulations for the benefit of customers who want trustworthy wellness products. Statistics show that the UK supplement market grew to £3.9 billion in 2023 which confirms growing consumer interest in natural health products along with preventive healthcare (BeautyMatter, 2025). This makes the supplement segment a highly viable entry point for M&S into the wellness category.
Among M&S's product line-up are purpose-designed fitness items which include resistance bands alongside foam rollers and compact dumbbells and water bottles. This product selection targets people who want gym exercises and adaptable health practices at home. According to analysis by Statista the UK’s health and fitness app market will exceed $725.80 million during the forecast period from 2029 to 2030 showing a continuous increasing interest in personal fitness management (Statista, 2024). M&S fulfills its mission of accessible wellness products by adding fitness gear collection to its brands. Sustainable yoga wear comprises the last addition to the extension that merges comfort together with functionality while presenting fashionable designs. The production line of the sustainable clothing collection includes recycled and organic fabric items consisting of leggings together with tops and outer garments. M&S’s “Plan A” environmental commitment addresses sustainability needs which resonates with consumers who want their style combined with social values in purchasing.
[bookmark: _Hlk195129184][bookmark: _Hlk195129239]The new brand extension maintains perfect strategic compatibility with M&S’s fundamental values. People who buy M&S's top-quality food, clothing, and home products fit the brand's lifestyle customer base. The market potential demonstrates strong support for this business expansion. The wellness economy in the UK generated $224 billion dollars during 2022 while maintaining its position as the fifth-largest market globally with robust recovery following the pandemic (Global Wellness Institute, 2024). The corporate wellness market will experience a 4.7% compound annual growth rate until 2033, when it will reach £4.5 billion, according to IMARC  Group (2024). The acceleration of customers toward holistic wellness creates both a favourable business opportunity and lasting revenue possibilities for M&S to expand its product lines.
[bookmark: _Toc195130920]Segmentation, Targeting, and Positioning (STP) 
	Element
	Details

	Segmentation
	· Demographic: Aged 25–45, urban dwellers, middle to upper-income groups
· Psychographic: Health-conscious, value convenience, sustainability, and brand trust

	Targeting
	· Young professionals with busy schedules 
· Health-focused parents 
· Women seeking holistic wellness and stylish athleisure options

	Positioning
	· "Affordable luxury wellness, trusted by M&S" 
· Combining quality, style, and ethical values in accessible wellness products


Table 1: STP Analysis
(Source: Self-created)
[bookmark: _Hlk195129407]The division of M&S Wellness intends to penetrate the expanding UK wellness market through the implementation of an organized STP framework. Breaking down customer segments depends on both population-based and consumer mindset criteria. People between 25 and 45 years of age who reside in urban and suburban neighbourhoods represent the target market at M&S Wellness because it belongs to mid-range to higher income groups. This customer group possesses the financial capability and also demonstrates a strong interest in health-related issues. Consumers who practice self-care habit and live sustainably, and look for convenient solutions can be found in this specific psychographic profile. According to  Deloitte (2023) UK report found that over 65% of Millennials and Gen Z favour socially and environmentally conscious brands, which aligns with M&S Wellness’s ethically focused brand extension approach. This positioning ensures that M&S Wellness is strongly positioned to cater to the aspiration and values of the growing large, wellness-oriented consumer market.
The company applies its targeting approach to concentrate on different strands of consumers with maximum potential. Business professionals with busy working lives adopt health-oriented strategies that include mobile fitness aids and morning vitamin pills. Besides, the customers segments includes health-conscious women who play important roles in family buying decisions. For instance, women is 28% more likely than the typical adult to purchase vegetarian or vegan ranges on a regular basis, highlighting their major contribution to consumer behaviour in health terms (Kantar, 2020).This information highlights the strategic value of female consumers being targeted as part pf M&S Wellness’s brand extension strategy.
M&S Wellness creates its market position by assuring M&S customers can trust its products represent "Affordable luxury wellness, trusted by M&S". The main concept behind premium wellness products entails delivering sustainable yoga wear along with ethically sourced supplements to customers seeking luxury-quality products at reasonable prices. Since M&S maintains strong brand integrity and places deep focus on product quality, they can effectively deliver this value proposition to their customers. According to Ambit (2024) the “affordable premium” section of the UK market grows while consumers look for performances in wellness and personal care which align with their values without requiring excessive costs. M&S Wellness has placed itself to seize competitive market opportunities in the UK's active wellness sector through its STP plan.

Brand Positioning
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Figure 1: Brand positioning
(Source: Self-developed)
According to the above image, M&S Wellness is placed in the ‘High Quality–Mid Price’ quadrant on the brand positioning map, thus positioning itself as an offering of premium wellness products at mid-range price. Moreover, it shows trust and quality legacy sees M&S placed next to similar rivals such as Holland & Barrett and. Demand for UK wellness industry functional, ethical, and high-quality health products in 2023 stands over £3.7 billion 2022 (Statista 2024a). This mainly occurs with brands specialised in that such as Holland & Barrett, however M&S, having a diversified retail and strong brand recognition, which hav an advantage.
Unlike competitors such as Primark that emphasize affordability with their fitness supplements and gear, M&S Wellness offers itself as a more complete lifestyle brand, in which wellness relates to everyday retail. Moreover, M&S promotes organic supplements, eco-friendly yoga wear, and its convenient fitness tools. Brand positioning helps organisation to attract modern consumers, for a credible and affordable luxury wellness solution (Serrano et al., 204). Thus, it is positioned between niche brands that command a high price and mass market offerings, whilst maintaining the premium appeal of the brand for the retail sector.
[bookmark: _Toc195130921]Customer Persona
	Consumer Persona

	



Demographic Story
	· Name: Emily Watson
· Age:34
· Occupation: Marketing Consultant
· Location: London suburb
· Household: Married, one child, dual-income household
· Income Level: Combined annual income of £75,000.


	




Psychographic Details
	· Health-conscious
· Environmentally aware
· Yoga enthusiast
· Time-sensitive
· Follow wellness trends online.
· Values ethical sourcing and sustainability
· Seeks quality and style in activewear.
· Prefers convenience and multifunctional products

	


Profile
	[image: How Indian women are striking a balance between health and professional  success – Apeejay Newsroom]
Qualification: Master’s degree in business management
Personality: Introvert, Disciplined, conscious buyer, goal-driven, empathetic
Hobbies: Yoga, reading wellness blogs, hiking, experimenting with plant-based recipes

	

Motivation

	· Already trusts M&S brand.
· Attracted by organic and sustainable products.
· Seeks balance between style, health, and convenience.
· Wants a one-stop wellness solution

	

Goals
	· Maintaining energy levels
· Set a healthy family example.
· Adopt wellness habits seamlessly into her daily routine.
· Reduce stress through lifestyle products

	

Pain points
	· Lack of trust in smaller or unknown wellness brands
· Inconvenience of shopping across multiple stores
· Limited access to stylish yet sustainable wellness products in one place


Table 2: Customer Persona
(Source: Self-developed)
According to consumer persona table provides a detailed persona that demonstrates Emily Watson's customer persona with the achievement of M&S Wellness brand objectives. Emily is the perfect example for the M&S brand extension as she is a health-conscious, time-sensitive individual with a stable income. As an extension of consumer preferences for sustainable, convenient, and ethically sourced wellness products, the M&S Wellness offering includes organic supplements, eco-friendly yoga wear, and compact fitness gear. According to Ray and Nayak (2023), UK consumers prefer to purchase from brands that align with their personal values, particularly in areas like sustainability, health, and ethical sourcing. Moreover, as Emily has a solid trust in M&S, being a well-established brand, this increases her predisposition to adopt the new line. With consumer objectives such as reduced stress, shopping hassle, M&S can be able to create bespoke marketing and product strategies. This persona is a strategic basis for fostering customer loyalty and long-term engagement in the wellness segment.
[bookmark: _Toc195130922]Marketing Mix 
	Element
	Strategy for M&S Wellness

	Product
	Organic supplements, eco-friendly yoga wear, and functional fitness gear focused on quality, sustainability, and innovation

	Price
	Mid-premium pricing strategy offering “affordable luxury” with bundling, membership discounts, and value packs

	Place
	Omni-channel distribution via M&S physical stores, dedicated wellness zones, and online retail (website/app).

	Promotion
	Digital campaigns, influencer partnerships, wellness events, loyalty programs, and social media marketing.

	People
	In-store wellness-trained staff, expert online support, and collaboration with health ambassadors.

	Process
	Seamless online purchase journey, easy returns, subscription plans for supplements, and in-store trials

	Physical Evidence
	Eco-packaging, wellness-themed store sections, branded reusable bags, and a wellness-focused landing page online


Table 3: 7Ps marketing mix
(Source: Self-developed)
Product
[bookmark: _Hlk195130231]M&S Wellness will provide customers with three integrated product categories consisting of organic supplements, sustainable yoga wear, and fitness essentials. Every brand product aligns perfectly with the fundamental brand characteristics of quality alongside trust and innovation. The supplements containing organic clean-label ingredients receive certification from the UK health authorities to address immunity and provide energy and stress reduction benefits. The yoga apparel line features both bamboo and recycled polyester fabrics to fulfill the demand for sustainable fashion products (Rahaman et al. 2024). Resistance bands, together with water bottles, serve the population's demand for home-based exercise equipment, which gained greater importance because of the COVID-19 pandemic. Moreover, the UK vitamins and minerals market is projected to reach approximately £650 million in 2024, significantly lower than earlier estimates that broadly included the overall wellness category (Statista, 2025). The cohesive health and sustainability and style integration in M&S's product line create a multi-dimensionally beneficial package that resonates with modern consumers' values.

Price
[bookmark: _Hlk195130283]M&S Wellness will adopt a mid-premium positioning often referred to as ‘affordable luxury, and the pricing strategy will be the same. The pricing approach represents a high quality of the product, and it is available for a wider audience at the same time (Ali and Anwar, 2021). Moreover, its products will be more expensive than mass market outlets like Tesco or Primark but cheaper than high-end specialist brands like Lululemon or Planet Organic. M&S can bundle prices as a way to increase the perceived value of the fitness kits, which include a yoga mat, resistance bands, and a workout plan. Nielsen (2023) also discovers that 58% of UK consumers consider bundled wellness offerings as more valuable when introduced by a brand they already trust and know. The balanced pricing strategy allows M&S to maintain its premium image while remaining competitive and appealing to value-conscious wellness consumers.
Place
The company will utilize its existing retail operations and digital structure through M&S Wellness. Customers can purchase products from wellness zones located inside both flagship stores and high-street branches of M&S. Primary online sales platforms will comprise M&S’s website and mobile application backed by wellness-oriented web pages together with lifestyle-focused blogs. The harmonization of various channels through click-and-collect will generate an uninterrupted shopping experience for customers. The research conducted by PwC UK (2024) showed that more than 80% of UK shoppers expect convenience between online and offline shopping by 2024. The existing logistics platform at M&S provides it remarkable advantages to deliver effective solutions for customer requirements.
Promotion 
The promotional approach will start with digital platforms while simultaneously developing offline initiatives for community development. The M&S Wellness brand will launch a contemporary social media initiative on Instagram and TikTok that directs content to active young fitness enthusiasts. Exclusively working with influencers from health and yoga fields will create genuine interactions that viewers can easily relate to the brand (Bailey et al. 2023). Users will engage more with videos showing how-to explanations and “day in the life” wellness updates as well as paying attention to sponsored content. The loyalty program (Sparks) at M&S can be modified to provide rewards for wellness products, which will establish a new profit channel. 

People
The M&S Wellness brand will require intensive employee interactions to succeed. Online customer support includes both certified wellness consultants available through live chat and quick recommendation tools and AI supplement advisors to assist consumers (Vashishth et al. 2024). According to the Chartered Institute of Marketing (2023), over 70% of UK customers say knowledgeable staff improve their overall shopping experience, particularly in health-related purchase. Hence, by investing in well-trained personnel and intelligent support systems, M&S can enhance customer satisfaction, trust, and long-term brand loyalty in the wellness sector.
Process
Operating a seamless service process stands as an essential factor for creating satisfied customers. Customers expects user-friendly navigation as well as health assessment quizzes for product suggestions and subscription plans combined with simplified reorder procedures on the online system (Ali and Anwar, 2021). Customers will enjoy fast checkout facilities and product demonstration sessions and supplement plan consultation services throughout the stores. Thus, child and convenient shopping experience process emerges from automated return solutions along with flexible policy rules that show live inventory information.
Physical evidence
Being a store brand in the physical space, M&S can support wellness positioning strongly through physical cues. Recyclable or biodegradable materials will be used as packaging material for the product and used for design with minimalist and nature tones (Rahaman et al. 2024). There will be calm lighting, nature-inspired visuals, and fragrance diffusers for sensory branding as an in-store wellness zone. Further, staff uniforms in soft earthy tones can be brought in. In addition, its M&S Wellness landing page will focus entirely on wellness blogs, product bundles, guided fitness content, and sustainability credentials. Thus, Printed product guides and QR-coded labels for video instructions will add to the tactile and digital experience.
[bookmark: _Toc195130923]



Conclusion 
It can be concluded that the M&S Wellness brand extension is a good strategic fit within the retailer’s quality, trust, and innovation values. M&S is poised to meet evolving consumer preferences by product differentiation, product positioning, and customer-centric marketing strategies with the entry to the growing wellness market with a good product mix. The mid-premium pricing, omnichannel presence, and strong emphasis on service and sustainability will strengthen brand equity while capturing a new, health-conscious audience seeking affordable luxury in wellness solutions.
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