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[bookmark: _Toc195441225]Introduction
According to Peng et al., (2023) brand extensions is a business and marketing strategy in which an established firm or brand with a well-developed image uses the same brand name in a different product or service category. Brand offerings enable organizations to diversify their offerings, enhance market share and gain competitive edge by leveraging on the existing brand equity (Peng et al., 2023). Thus, Tesco, a leading retailer in the UK with over a three thousand locations across the UK and parts of Europe known for its dominance in the grocery niche, as well as success product and service extensions including Tesco Bank and Tesco Mobile, is strategically positioned to explore new markets (Statista, 2025). This paper proposes Tesco Wellness Centres which would be an affordable chain of wellness centres providing short-stay experiences focused mainly on health and relaxation. In this regard, the paper explores various key aspects including product development, segmentation, targeting, position, customer profile and marketing mix strategy to inform how Tesco can take advantage of its established brand image and the increasing focus on health and wellness to start and grow the proposed Tesco Wellness Centres.
[bookmark: _Toc195441226]Brand Extension: Tesco Wellness Centers
Tesco Wellness Centres will be a chain of affordable wellness centres across selected locations in the UK offering between 1 and 3-days retreats with fitness classes, spa treatments, mental health workshops and healthy meals that feature Tesco’s own-brand products. The wellness centres build on Tesco’s ethos of “every little helps” that emphasizes that small actions and positive contributions, both internally and externally, can collectively make a significant difference to customers, colleagues, communities and the planet (Benghezal, and Izadi, 2022).  Even more, the wellness centres will also build on Tesco’s reputation for value and accessibility while targeting the UK’s wellness economy that is estimated to be about $224 billion and the fifth largest in the world (Global Wellness Institute, 2024). It is important to appreciate that this is a growing economy and Tesco wellness centres will have a chance to grow with it as indicated in the table below. 
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To cement its position in this market and continue with its ethos and brand identity, Tesco Wellness Centres will deviate from the considerably expensive industry players like Champneys that charge an average of £230 per night (Tripadvisor, 2025), and instead offer budget-friendly prices of between £45 and £100 per night, and £99 for the weekend. These align with the brands core values of affordability, accessibility, and customer focus (Tesco, 2025)
Compared to other Tesco brand extensions such as Tesco mobile that made use of partnerships with 02 (Srinuan, and Srinuan, 2023), the proposed Tesco Wellness Centres call for greater operational investment in terms of physical locations, equipment and staff training to succeed. On the other hand, the wellness centres mirror Tesco Bank’s strategy that involved getting into a high demand sector with a trusted name (Abdelazim, 2022). As it has been pointed out before, the UK wellness economy is estimated to be about $224 billion, which is huge and highly attractive (Global Wellness Institute, 2024).  
Extending the Tesco brand into wellness centres is anchored on several facts including an existing market opportunity founded on the projections that the UK wellness tourism sector alone, will grow at a CAGR of 9.8% from 2025 and 2035 as more people seek destinations promoting physical and mental wellbeing, as driven by the post-pandemic self-care trends (Future markets insights, 2025). Thus, Tesco is able to tap into this growing niche and establish itself among the market leaders. Also, Tesco enjoys significant brand trust among UK consumers where it holds at least 28.1% of the grocery market share which will ensure instant brand recognition and perception of credibility of the wellness centres (Grocery Gazette, 2024). This will ease and accelerate the market penetration process. Most importantly, Tesco will be able to make use of its club card data to help identify health-conscious customers and target them to boost the uptake of the wellness centres (Yawson, and Yamoah, 2022). Thus, the Tesco Wellness centres will add value by diversifying revenue beyond retail, banking and telecom, and tapping into the UK wellness economy. The wellness centres fill a market gap for affordable, trusted wellness options that is underserved by luxury brands like Champneys. A 2024 survey study by YouGov established that at least 53% of Britons engage in some form of self-care activity with majority seeking the most affordable methods to enhance their mental, emotional and physical wellbeing such as being with family and friends, walking in nature, reading, doing yoga, regular exercise, journaling, meditating, spa treatments, eating healthy and practicing mindfulness among others (Janice, 2024). 
[bookmark: _Toc195441227]STP for the Tesco Wellness Retreats
[bookmark: _Toc195441228]Segmentation
In terms of segmentation, the Tesco Wellness centres will focus on;
i. [bookmark: _Hlk195175227]Demographic: Adults, both male and female, from the ages of 25 to 55 years, with middle income of between £30,000 and £60,000, who are working professionals, freelancers or parents. This demographic is about 14 million of the UK middle income households with is a primary demographic for Tesco (Tesco, 2024).   
ii. Geographic: The focus areas will include suburban and rural areas located near Tesco stores such as the outskirts of Manchester. This will help in attracting already existing Tesco customers. 
iii. Psychographic: Tesco wellness centres will target health-conscious practical individuals who value affordability and convenience and probably have busy lifestyles and are seeking to bring balance into their lives, and also trust familiar brands like Tesco. Most likely, they will be existing Tesco customers. 
iv. Behavioural: The individuals or groups will be frequent Tesco shoppers, clubcard users and budget wellness spenders. 
[bookmark: _Toc195441229]Targeting
The primary target group is the middle-income, health conscious adults aged between 25 and 55 years, working professionals, parents and freelancers. These make up about 14 million of the UK population and have an overall annual spending of £12 billion on leisure and seek budget- friendly relaxation (Tesco, 2024). This group avoids spending over £200 on luxury spas thus Tesco wellness centres would be attractive to them. Thus, applying a concentrated targeting strategy that involves focusing on this group particularly using the club-card data to identify the health-focused shoppers such as those already buying Tesco’s Healthy Living range. By applying this strategy, efficiency will be maximized, taking advantage of the millions of loyal Tesco customers instead of spreading efforts and focus across broader segments (Azan, & Karimah, 2022).  This target group is vital because compared to the high-income earners who prefer luxury spas or the urban millennials that favor boutique studios, the target group are individuals or groups that already trust Tesco’s pricing and brand, and have as a top priority convenience which makes them ideal for Tesco wellness centers. Besides, to achieve growth in the future, the target group will include younger trend driven segments that include the gen-z and gen-alpha’s (Mai, 2023).
[bookmark: _Toc195441230]Positioning
Tesco wellness centres is positioned as “affordable wellness for everyday life.” The positioning statement is: “Tesco wellness centres provider trusted, pocket-friendly relaxation and health experiences for busy, value-conscious adults, blending Tesco’s e everyday reliability with accessible self-care.” When compared to other players like Champneys that have prices ranging above £230 for a weekend (Tripadvisor, 2025), Tesco wellness centers provides practical alternatives targeting the middle-income earners while adding holistic value that includes nutrition and mindfulness. Besides, Tesco wellness exceeds potential competition like Virgin Active whose focus is on fitness by providing a broader wellness experience. Leveraging on Tesco’s trusted brand, the wellness centers will be positioned as credible, reliable, and accommodative wellness service provider. 
[bookmark: _Toc195441231]Customer Personal Profile
A typical customer persona for Tesco wellness centres would be as follows;
[bookmark: _Toc195441232]Demographic
i. Name: Sara Alison
ii. Age: 41
iii. Gender: Female
iv. Income: £47,000
v. Occupation: Project Manager
vi. Education: Bachelor’s degree in Business Administration
vii. Location: Surburban Manchester, UK. 
viii. Family: Married with two children (ages 10 and 12)
[bookmark: _Toc195441233]Psychographic
i. Values: Sara’s priorities include health, family, peace of mind, and value for money or affordability as she seeks practical and well-intended and curated solutions that fit her busy lifestyle. Sara believes in balancing personal well-being and everyday responsibilities of work and family, valuing brands that deliver quality experiences without extravagance. 
ii. Attitudes: Despite the challenges of striking a work-life balance, Sara remains optimistic albeit with some stress, and trusts Tesco for its value and reliability and considers it as a dependable part of her daily routine. Even when she is frugal, she is always willing to invest in quality experiences that benefit both her and her family. 
iii. Lifestyle: Sara’s days are usually packed with work, household tasks and school runs as she is currently pursing a masters degree leaving her with little time for herself. She enjoys yoga for which she attends classes twice a month, and loves to cook healthy meals with products sourced from Tesco finest products. On weekends Sara usually takes time to recharge though due to budget constraints her options are usually limited. 
iv. Buying Behaviour: Sarah is a loyal Tesco shopper with an average weekly spend of £150 pounds on grocery during which she makes use of her Clubcard to get discounts. She also allocates about £70 monthly to wellness which includes occasional gym sessions, healthy snacks and vitamins as she prefers value-driven options over luxurious items/experiences. 
v. Aspirations: Sara seeks to achieve work-life balance and self-care without exceeding her budget besides having a model healthy routine for her children. 
Based on her profile, Sara Alison is one of the over 7 million working parents in the UK who have always been a target for Tesco (Tesco, 2024). Her considerations including seeking balance while avoiding luxurious spending and relying on trusted brands that are also accessible, and provide healthy and holistic wellness alternativeness makes the proposed Tesco wellness centres appealing to her. Thus, she matches Tesco wellness centres positions of affordability and holistic experience.  
[bookmark: _Toc195441234]Marketing Mix Strategy
[bookmark: _Toc195441235]Product
Tesco wellness centers offer short-stay wellness experiences priced at £45 for a day and weekend packages at £99. These packages include activities like yoga, pilates classes, mindfulness workshops, spa treatments and healthy meals using Tesco healthy living and finest ranges. Besides, it includes optional family-friendly addons like kids yoga to accommodate broader needs of the clients. This service is important as it taps into the growing wellness economy in the UK that is values at over £25 billion and addresses the demand for holistic, affordable self-care. Deviating from luxurious offerings by brands like Champneys, this product focuses on essential customer needs and anchors on its food expertise to differentiate from fitness-only focused brands like Virgin Active. Its focus on family also taps into the priorities of the working parents of UK who are estimated to at least 7 million (Tesco, 2024). It should be noted that Tesco will achieve this product design by integrating its own-brand products into the meals offered thus ensuring consistency with the retail quality while keeping prices low. Besides, the brand will partner with certified health and wellness instructors to ensure credibility. 
[bookmark: _Toc195441236]Price
Tesco wellness centres will offer competitive pricing packages starting from £45 for a day and £99 for a weekend, including 10% for Clubcard members. With this, the centres undercut luxury spas offering services from £200, and mid-tier options that range between £120, and targets middle income individuals like Sara who spend an average of £80 monthly on wellness. This pricing reflects Tesco’s affordability ethos which also appeals to the 53% of adults in the UK that seek affordable wellness programs which will ensure profitability due to high volumes. The pricing strategy will be implemented by integrating with the Clubcard to lower the perceived cost of the services which mirrors Tesco’s retail loyalty strategy. Besides, to maintain quality services at lower costs, Tesco may have to use some of its existing properties to reduce to rent and other recurrent costs. 
[bookmark: _Toc195441237]Promotion
The promotion strategy will be anchored on Tesco’s existing ecosystem that includes app notifications, Clubcard emails, and in-store posters as well as wellness campaign to target customers. By targeting the already existing 16 million Clubcard users, Tesco wellness centres will maximize reach cost-effectively compared to Champneys’ that focuses on celebrity driven ads which can be expensive (Statista, 2024). Relatable messages that resonate with busy, value conscious adults will be shared through various channels including the Tesco app. The multi-channel promotion will ensure that there is visibility coupled with data-driven personalised targeting to reach a larger audience effectively. 
[bookmark: _Toc195441238]Place
The Tesco wellness centres will be located in suburban or rural areas close to Tesco stores and some may share the same buildings with the stores, with online booking options available. Tesco could repurpose some of the underused spaces adjacent to its locations or partner with local hotels to reduce the costs of initial investments. Proximity to Tesco stores with leverage on the 2,947 locations in UK to enhance accessibility for the rural families (Statista, 2025). Besides, by integrating with the Tesco app, access to booking and scheduling will be made much easier for the potential customers. 
[bookmark: _Toc195441239]Process
Booking for the Tesco wellness centres will be app-based with options of self-service check-in and personalized schedules. Feedback will be collected via the app and also through Clubcard surveys. This efficient process will appeal to the convenience-driven customers such as Sara. Its should be appreciated that the data technology integration with the existing Tesco app will significantly cut operational costs and enhance efficiency. 
[bookmark: _Toc195441240]People
The primary staff will include certified wellness instructors and Tesco-trained service providers who understand Tesco’s values and professional standards. This is important since having quality personal builds trust and promoting Tesco values such as customer-first will help differentiate its wellness centres from competition. Thus, Tesco will invest in staff training to blend its retail hospitality with wellness expertise to ensure that it provided both the best and consistent services across its wellness centres. 
[bookmark: _Toc195441241]Physical Evidence
The wellness centres will feature Tesco branding including logos and colours, as well as welcome packs, and Finest dining areas showcasing branded materials or touchpoints including towels, menus and healthy snacks. Such tangible elements are important as they reinforce Tesco’s reliability and will be vital for success of the brand extension as it ties well with the trusted Tesco’s name thus further enhancing perceived service value (Ward et al., 2025).
[bookmark: _Toc195441242]Conclusion
The proposed Tesco wellness centres demonstrate how the retail giant can extend its brand into the growing UK wellness market that is valued at over £224 billion, thereby increasing its market share and relevance. By providing affordable retreats that are aligned with brands “every little helps” ethos, the company will tap into an growing need for accessible and budget friendly self-care centers for middle income earners like Sara. By targeting this underserved segment by make use of Tesco’s scale, expertise on nutrition and the clubcard data, Tesco is able to launch the wellness centers at affordable costs without compromising on quality of service. Thus, it is recommended that Tesco should consider piloting wellness centres near its high traffic stores to test for viability and use the Clubcard data and analytics to refine its offerings putting more emphasis on quality and efficiency. In addition, once the centers have taken root, Tesco should consider expanding the portfolio to accommodate more family friendly offerings. This will ensure the centers’ survival in the long-term.
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