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[bookmark: _Toc196582201]1. Introduction 
Marketing is an essential strategy for promoting or selling products to target specific audiences to meet their needs and develop relationships. Philips is a renowned technology company that focuses on health technologies, improving consumer lifestyles, and lighting solutions (Philips, 2025). Diversity in product offering helped its brand profile improve despite its narrowed focus mainly on the healthcare and well-being sector. The products include medical products, diverse consumer electronics, and lightning for the household. Philips generated €18.02 billion in 2024 for its customer-centred production and services (Statista, 2025). 
Diverse healthcare products include effective diagnostic imaging, patient monitoring, and the development of personal health devices. Products for consumer lifestyle include electric shavers, toothbrushes, coffee makers, air fryers, TVs, and sound systems. Key brand identity indicates its slogan “Innovation and You,” which indicates health and accurate wellness solutions to boost customers' daily lifestyle (Philips, 2025). High-quality and durable products, including customised services, enhance the brand popularity of Philips across the UK and global markets. Innovation, sustainability, and energy-efficient product development are the major aspects of Philips. The new tattoo machine will be part of the business expansion strategy to attract more customers. 
The purpose of the report is to describe the marketing strategy of Philips’s new tattoo machine in the UK. Details of the brand extension strategy, including segmentation and targeting, will be analysed in this study. The study will consist of target consumer profiles, including possible marketing mix strategies of Philips to popularise the new tattoo machine.
[bookmark: _Toc196582202]2. Brand Extension 
[bookmark: _Toc196582203]2.1 Description of Brand Extension
New brand extension using the launch of the new tattoo product of Philips in the UK can extend the business areas and attract more customers. The new product development can indicate Philips’s expertise in precise engineering techniques, design aesthetics, and a user-focused approach to offering innovative technology products. Uniqueness in production and service helps businesses stay ahead in market competition (Farida and Setiawan, 2022). The new tattoo machine will have precise technologies with advanced machines to ensure minimal vibration and low noise. A smoother tattoo designing experience due to the accuracy of the machine can attract users to replace older machines with newer ones. Ergonomic design of the new machine to reduce time consumption rate and adjustable speed can add a new era in tattooing. New designs, features, and performance of new tattoo machines can support Philips’s vision statement of “Making healthier and sustainable world through innovation” (Philips, 2025). Durability and easy wireless options can add value to the new products by targeting modern users who prefer advanced technologies. The new tattoo machine will target professional tattoo artists, amateur enthusiasts, and tattoo studios in the UK. The extension of the new tattoo products can streamline the service with user-friendly services and develop top-tier results.
[bookmark: _Toc196582204]2.2 Alignment with Brand Value and Market Position
Positive brand value in business attracts new customers to purchase products and enhances their engagement (Michel et al., 2022). Philips’ brand value includes healthy, innovative, and sustainable product development to offer quality services to customers. Product durability, advanced safety features, and customisation in new tattoo machines can align with the brand’s value of improving people’s health. Further, the new tattoo machine will have unique designs and features that will support continuous product innovation for Philips. Easy-to-use features, user manuals, prior after-sales services, and requirement-based services can align with its brand value. Philips can position its tattoo machine, including superior quality materials to enhance premium branding, offer products at a penetrative price, and maintain all regulatory compliances to gain a strong market competitive position.
[bookmark: _Toc196582205]2.3 Brand Value, Filling Gaps and Needs
Diversifying products and services is crucial for attracting customers by increasing their engagement. (Arte and Larimo, 2022). New tattoo machine development can expand the portfolio in the lifestyle and personal expression in the UK market. Tattoo artists in the UK and other consumers might remain inclined to trust the established brand for purchasing products due to quality after-sales support and technology-driven safety. Data supports a £713.4 million market size of tattoo businesses in the UK, with a 5.5% gap in 2024 (Ibisworld, 2025). High price of the machines, lack of advanced features, wireless facilities, precision issues, and poor after-sales are key gaps in the tattoo machine market. The new Philips machine can offer ergonomic features, design, low cost, premium after-sales services, wireless technology, and exchange offers to mitigate those gaps. Advanced machines with greater accuracy in design, minimal vibration, and faster processing can meet market needs. Wireless technology, advanced footswitches, and other features can meet the needs of simplified tattoo machines in the UK.
[bookmark: _Toc196582206]3. STP for New Brand Extension 
[bookmark: _Toc196582207]3.1 Segmentation
Customer segmentation is essential for effective focus on consumers’ purchasing behavior based on the marketing mix. Philips can segment the customers based on geographical, demographic, psychographic, and behaviour variables (Zhao, 2020). Philips can segment the customers without any gender bias, such as both male and female tattoo artists in the UK. Data indicates the average age of tattoo artists in the UK is 25-50 years, and the growth rate of tattoo artists is 10.5% between 2020-2023 (Ibisworld, 2024). Therefore, Philips can segment the tattoo artists based on the market data within the age of 20-45 years. For example, Micky Sharpz targeted 23-45 years old professionals to help them eliminate barriers during designing with advanced machines (Mickysharpz, 2025). 
Demographic segmentation indicates professional tattoo artists, apprentices, and tattoo studios in the UK with middle to high-end businesses. Data indicates that approximately 219,900 smaller enterprises, and 37,750 small SMEs offer tattoo services across the UK (Ibisworld, 2025). Penetrative pricing of the new machine can attract businesses with limited budgets, with potential for quality customer service. Customer-centric product or services can boost their satisfaction and long-term engagement with the brand (Dam and Dam, 2021). Philips can offer discounts and maintain such penetrative prices of its advanced tattoo machines to attract those mid-range tattoo artists or businesses [Refer to Appendix 1]. 
Geographic segmentation of Philips’s new tattoo machine can include the initial launch of the product in urban areas and large cities in the UK. Location selection for product launches needs market research to determine high population density and market needs (Farida and Setiawan, 2022). Philips can target large cities in the UK, like Manchester, Liverpool, London, and Birmingham for gradual growth of product popularity. 
Psychographic segmentation helps businesses to understand inner drivers for customer purchase and streamline customer-centred products (Lesser and Barthol, 2024). Sustainable offerings, including advanced features, hygiene, affordable price of tattoo machines, high precision of machines, green packaging, and easy availability, can satisfy professional tattoo artists. Low prices of products with advanced features can help enthusiasts to learn the tattoo process for future business development. Artists who prefer client safety, hygiene, creativity, and tech-savvy professionals can purchase Philips's tattoo machine. 
Philips can segment customers based on behaviour, such as heavy user tattoo artists, users who prefer loyalty to the brand, ergonomic structure with high safety, and customised products based on studio needs. Consumer behaviour analysis is necessary to determine needs and offer customised services (Dam and Dam, 2021). Philips’s new tattoo machine with key features like digital display, hygiene, advanced safety features, and wireless technology can attract tech-savvy artists and B2B tattoo parlours across the UK. 
[bookmark: _Toc196582208]3.2 Targeting
Philips can follow differentiated marketing by targeting tattoo professionals, B2B tattoo parlours, and apprentices. Differentiated targeting can target distinct customers to boost sales growth and gain higher profit (Rua and Santos, 2022). Targeting professionals and enthusiasts to avail of Philips’s advanced machine can help them to learn advanced design and reduce the time of services. Professional tattoo artists and B2B parlours will be the target due to their services to customers. They are the major consumers of tattoo machines in the UK that serve customers better using advanced machines.
[bookmark: _Toc196582209]3.3 Positioning
Positioning statement can be “Precision you can feel. Trust you can tattoo”. Innovative businesses can boost brand awareness and maintain a competitive position to influence consumer purchase decisions (Farida and Setiawan, 2022). Philips’s unique ergonomic design of tattoo machines with advanced safety features, digital display, speed control, and low-noise tools can generate insights among professionals or B2B parlours to replace their machines. Such advanced features can offer competitive advantages over Workhorse Irons, Micky Sharpz, and Killer Ink’s machines. Extension will be perceived due to the availability of diverse technical products at an affordable price that can help Philips to gain an advanced market position compared to its competitors. Philips can partner with popular tattoo artists, leverage health-tech credibility, and maintain performance parity with top brands to stay competitive.
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Demographic
Age: 25 years old, professional tattoo artist in London. 
Gender: Male 
Income: Annual income of £30,000 and £40,000 based on 2 years of experience. 
Occupation: Professional tattoo artists, enthusiasts for new design, use of new machines, and maintaining more precision to become a successful tattoo artist
Education: Graduate in Graphic Design with a minimum of 6 months of experience in professional tattoo art in the UK. 
Psychographic
Values
· Prefer artistic expression and individuality in design during customer service. Uniqueness enhances popularity and attracts new customers to avail services.
· Hygiene is the key target during tattoo designing, including safety and professionalism. 
· Use of eco-conscious products, machines that can easily be recycled. Use of cruelty-free ink during tattoo designing to protect the skin from future infection.
Attitudes
· Professional during servicing customers with attractive service prices to initially gain popularity.
· Friendly behaviour to determine customer needs.
· Punctual service providers with deadline-based tattoo designing work management. 
· Trustworthy service at any London location, including home services based on an advanced payment or additional charges.
Lifestyle
· Prefer to remain updated in the tattoo profession with advanced designs
· Prefer an instant payment system during services to maintain professionalism
· Likes to save money for families, urgent needs, and reduce unnecessary expenses
· Likes home-made food, soft drinks, and relaxation.
Buying Behaviour
· Purchase of tools that reflect artistic identity due to the ergonomic design of the tattoo machine with diverse needle cartridges
· Tech-savvy and offers advanced tools with advanced features to streamline the design and service time
· Influence of peer recommendations during purchases.
· Open to more innovative and trustworthy products purchased from reputed brands 
Aspirations
· To become the top professional tattoo artist in the UK
· To start a parlour by recruiting other artists for more earnings


Table 1: Customer personal profile
(Source: Created by Author)
[bookmark: _Toc196582211]5. Marketing Mix Strategy 
[bookmark: _Toc196582212]5.1 Product
Philips can offer quality tattoo machines with advanced features like rotary, coil types, and many more. For example, adjustable stroke length, digital control system, attractive ergonomic designs, and wireless options to attract customers. Product innovation is necessary for businesses' competitive advantage and for expanding their business area in challenging markets (Farida and Setiawan, 2022). Better precision, effective consistency, and comfort for both the artists and clients will improve the popularity of the new tattoo machine in the UK. For example, Workhorse Irons in the UK offers digital tattoo machines to its consumers with advanced stroke systems and design (Workhorseirons, 2025). Innovative features like reliability, safety features, and compatibility with diverse tattoos can improve the popularity of the new machine. Philips can make the tattoo machine available offline and online, including e-commerce availability, website, and app-based ordering system. Increasing warranty details, quality after-sales services, and easy replacement probability for defective products can enhance consumer trust in Philips.
[bookmark: _Toc196582213]5.2 Price
Competitive pricing with unique features of new products can readily attract new customers’ insights to purchase (Ali and Anwar, 2021). Philips can maintain the penetrative pricing of the new tattoo machine to grab the opportunity to attract target customers. For instance, the premium tattoo machine price of Workhorse Irons is approximately £325.00-£350.00 in the UK with advanced features (Workhorseirons, 2025). Philips can set the initial price of its new tattoo machine to £315.00-£335.00 to grab customers’ attention. Discounts for purchases for artists or customers during festivals can attract them to purchase. Philips can offer discounts for the first machine exchange in case of defects within 1 year of warranty, to stay unique in terms of pricing.
[bookmark: _Toc196582214]5.3 Promotion
Philips can opt the social media or other digital marketing tactics to readily popularise its new tattoo machine in the UK. Social media allows instant popularity growth due to the cost-efficient and wider reach of marketing ads (Li et al., 2020). Philips can use popular social platforms such as Facebook, TikTok, YouTube, and Instagram in the UK to maintain attractive marketing of the new tattoo machine. For example, Micky Sharpz in the UK used social media for promoting tattoo machines to enhance sales (Mickysharpz, 2025). Philips can use email marketing for personalised promotion to its potential customers to make them learn about the new product. Influencer selection and SEO-based promotion can boost website traffic towards Philips, which can boost brand popularity. Philips can arrange an online campaign for its new tattoo machine to attract customers in the UK. Traditional marketing, including TV ads, ads in newspapers, and billboards, can attract offline customers to purchase new tattoo machines.   
[bookmark: _Toc196582215]5.4 Place
Philips mainly can launch the products online, including availability in superstores or shopping malls across the UK. Place management for product launches or business establishments requires market research to determine the highest population numbers and customer needs in that location (Shaikh et al., 2021). Philips can opt for popular online e-commerce platforms like eBay, Amazon, Shopify, Etsy, or others to make products readily available. For example, Killer Ink uses social media and e-commerce sites like Amazon, eBay, or others to sell its advanced tattoo machine (Killerinktattoo, 2025). Philips can use local UK suppliers to enhance the supply chain of tattoo machine supply.
[bookmark: _Toc196582216]5.5 Process
Philips can streamline consumer services by simplifying the ordering process and delivery to maintain service quality. Accurate delivery to end customers with minimal delays can enhance customer satisfaction and trust towards the brand (Rolf et al., 2022). Philips can offer instant ordering using the website, its app, namely “Hue App”, social media ordering, and e-commerce ordering to streamline services. Advanced payment and low-cost home delivery options can improve the supply process of Philips, which can enhance customer trust. Further, punctual after-sales services can boost brand popularity and competitive position of new tattoo machines across the UK.
[bookmark: _Toc196582217]5.6 People
Skilled employee base in business is a crucial asset to increased business productivity, performance, and supply chain (Sorn et al., 2023). Philips can recruit local staff in the UK to maintain the supply chain, production, and customer handling. The strategy can eliminate language issues, enhance service punctuality, and develop consumer faith in the product. Philips can arrange training for its staff to improve marketing content sharing accuracy, customer query handling, and service to nullify possible barriers.
[bookmark: _Toc196582218]5.7 Physical Evidence
Sustainability in business is essential to protect future perspectives and growth in a rapidly changing business environment (Hanaysha et al., 2022). Philips can use eco-friendly packaging, a new logo for the tattoo machine, manuals, and promotional materials to maintain the brand’s identity. Further, specific dressings for Philips suppliers, tax invoices, and USP mentioned in the package can make products trustworthy. 
[bookmark: _Toc196582219]6. Conclusion 
The report described possible marketing tactics of Philip during the launch of its new tattoo machine in the UK. The study offered a detailed analysis of brand extension, including a description of the new product and reasons for such extension. The study shows that expanding business areas by launching tattoo machines can support the brand value of Philips, such as innovation and customer-centred product development. The study indicates the new machine can meet the market gaps of advanced tool availability with wireless features, digital displays, low noise, and more precision. Detailed STP analysis indicates target customers, including the strategy of targeting. A prominent customer profile example indicates the key target customers of Philips for launching a new tattoo machine. Possible marketing mix including pricing, product, and promotional process are described.
As a recommendation, Philips can offer discounts for professionals who exchange older machines for new generation machines. The exchange strategy can rapidly popularise the products by generating insights among professionals to use advanced machines at lower prices. Philips can arrange training for the professionals to learn the use of new machines precisely for better results. The training can boost the trust of customers and motivate them to stay engaged with Philips. Philips can improve marketing by using customer data to generate trust in buyers in the brand. Attractive content can engage target customers with the brand to surge sales and gain more revenue.
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	Segmentation
	Targeting
	Positioning

	Tattoo machine of Philips
	Gender: Male and female
Age: 20-45 years
Demographic: Professional tattoo artists, apprentices, and tattoo studios in the UK with middle to high-end business
Geographic: Urban locations of the UK and studio hubs in the UK
Psychographic: Professional tattoo artists refer to sustainable machines with high precision and hygiene at a penetrative price
Behavioural: Tattoo professional services higher customers, prefer premium process with loyal services, ergonomic design, and ease of use
	Differentiated marketing of tattoo artists
Primary: UK professionals prefer premium, reliable machines
Secondary: Aspiring artists, apprentices, and B2B, including tattoo parlours
	Trustworthy and top position due to transparent business


Table 2: STP analysis
(Source: Created by Author)
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