[image: Discover University of Wales Trinity Saint David]
	Student name:
	
 Meetkumar Sureshbhai Vasani
	Student ID number:
	
 2520608

	Programme:
	Master of Business Administration

	Module:
	Marketing Management 

	
Module code:
	
LCMB7024

	
Lecturer:
	 Laila Maazouz 
 Taonga Kaonga Sobere Snithers

	Assignment Title:
	Portfolio:
· Report
· Reflection
	Word count:
	 2217(Excluding References, Tables)

	
 Submission date:
	 14th August 2026 





Table of Contents
Element 2: STDP Analysis	1
2.1 Segmentation	1
2.2 Targeting	1
2.3 Differentiation	2
2.4 Positioning	2
Element 3: Marketing Mix (7Ps)	3
3.1 Product	3
3.2 Price	3
3.3 Place	4
3.4 Promotion	4
3.5 People	4
3.6 Process	5
3.7 Physical Evidence	5
Element 4: Reflection	6
4.0 Reflection	6
References	7
Appendix	8





[bookmark: _Toc237029923]Element 2: STDP Analysis 
[bookmark: _Toc237029924]2.1 Segmentation
Market segmentation allows organisations to define target customer segments and craft value propositions to achieve the greatest competitive advantage (Kotler, Keller and Chernev, 2024). The segmentation of Dyson AirForest™️ goes beyond the traditional demographics and includes sustainability values, technology adoption and wellbeing preferences, mirroring the changes in consumer behaviour in the premium smart-home sector.
Dyson AirForest™️ is based on a geography of high urbanisation, where demand for innovative solutions to air pollution, coupled with reduced access to green spaces and heightened environmental awareness, has grown stronger. The proposed brand extension is well received in markets like London, Singapore, Dubai, New York and Tokyo, where high-end smart-home technologies are well adopted (UNEP, 2024).
The primary audience is the professional, entrepreneur or dual-income audience aged between 28 – 55 years with above-average disposable income. These consumers value quality products, innovations, and the long-term value they can get for the purchase price. They are willing to purchase high-tech products that enhance health, convenience and sustainability – premium consumers (Kotler, Keller and Chernev, 2024).
Customers that appreciate smart home technology, sustainability, and healthy living are the focus of psychographic segmentation. These customers are more likely to buy cutting-edge goods that enhance their way of life. Recent studies have shown that consumers are more likely to prefer a brand when it is clearly demonstrated through the design of its products that it is committed to sustainability (White, Habib and Hardisty, 2024).
Last but not least, behavioural segmentation sorts customers who buy technology products regularly, who actively engage in connected smart home ecosystems, and who have a high level of brand loyalty. These customers want products that can provide them with multiple benefits and that can change their daily routine. Dyson AirForest™️ therefore caters to an elevated market segment that is less price-sensitive and more interested in innovation, customer experience and sustainable living.

[bookmark: _Toc237029925]2.2 Targeting
After segmentation, Dyson must use a focused targeting approach, targeting high-income urban consumers who are also interested in technological innovation, better health and lives, and environmental sustainability. By choosing to focus on a well-defined market niche that's of high value, Dyson can build on its brand equity and keep up its reputation for engineering excellence.
The target audience is mainly the professionals, executives, homeowners interested in the environment, and those that embrace and use connected devices in their day-to-day work. Usually, these consumers view the premium products as a long-term investment and thus base their purchase decisions on innovation, reliability, and customer value, more than price. In addition, the rise of hybrid working has driven a demand for healthier indoor spaces which can help to increase productivity and wellbeing, creating positive market conditions for Dyson AirForest™️ (World Health Organization, 2024).
As wealthy city consumers have greater purchasing power and are more interested in innovative and environmentally friendly items, Dyson should target them.

[bookmark: _Toc237029926]2.3 Differentiation
In the smart-home sector, competitive differentiation is essential as technological innovation doesn't seem to offer a sustainable competitive advantage. Dyson AirForest™️ is not a traditional air purifier, it is an intelligent ecosystem comprising of artificial intelligence, living bio-filtration, automated irrigation and sustainable engineering. This comprehensive solution simultaneously targets IAQ, environmental sustainability and consumer well-being.
While other brands like Philips, Blueair or Xiaomi focus on technology, filtration or affordability, Dyson AirForest™️ incorporates plants as its primary purification technology, addes AI-driven environmental monitoring and offers seamless connectivity via the user-friendly MyDyson™️ app. This ecosystem helps to continuously optimize indoor air quality while offering personalized environmental information and enhancing switching costs and customer engagement (Kotler, Keller and Chernev, 2024).
Additionally, the use of recycled aluminium, modular system design, energy-efficient parts, and closed-loop irrigation all contribute to the principles of the circular economy, enhancing Dyson's sustainability reputation (Ellen MacArthur Foundation, 2024). This means that Dyson is not just competing on the basis of their product capabilities, but by a distinctive blend of superior engineering, environmental stewardship, and high-end user experience.

[bookmark: _Toc237029927]2.4 Positioning
Dyson AirForest™️ should be marketed as the ultimate air ecosystem for the home, smart technology, natural air purification and sustainable wellbeing. The positioning further reinforces Dyson's long-standing reputation for innovation, and sets the product apart from traditional air purifiers, which are competing with an emerging smart wellness segment in the market.
Dyson needs to sell AirForest™️ not as an appliance, but as a way of living that improves health, sustainability, and connected living. This is in line with the expectations of high-income consumers who increasingly consider brands based on environmental impact, technology and contribution to daily life. Studies show that customers are willing to pay higher price for innovative products that provide tangible sustainability value, along with enhanced performance (Deloitte, 2024).
The positioning should be reinforced across all customer touchpoints, including premium retail experiences, digital storytelling, experiential product demonstrations and the integration of the MyDyson™️ ecosystem. These activities build brand trust and establish a unique market identity built around innovation, wellness and sustainability. This gives Dyson AirForest™️ a competitive advantage that enables long-term customer loyalty, premium pricing, and sustainable competitive advantage.
Table 2.1 STDP Summary
	Element
	Dyson AirForest™ Strategy

	Segmentation
	Affluent urban consumers segmented geographically, demographically, psychographically, and behaviourally based on sustainability, smart-home adoption, and wellbeing.

	Targeting
	Concentrated targeting of premium professionals, environmentally conscious homeowners, and technology adopters.

	Differentiation
	AI-powered living bio-filter integrating smart technology, sustainability, and premium engineering within one ecosystem.

	Positioning
	Premium sustainable smart-home solution delivering cleaner air, enhanced wellbeing, and intelligent connected living.



[bookmark: _Toc237029928]Element 3: Marketing Mix (7Ps) 
[bookmark: _Toc237029929]3.1 Product 
The product is the backbone of the marketing mix, as it is the value offered to the customers (Kotler, Keller and Chernev, 2024). Dyson AirForest™️ isn't just an air purifier; it's an AI-powered living air system. It integrates artificial intelligence, natural bio-filtration, smart sensors, automated irrigation, and the MyDyson™️ application to continuously monitor and improve indoor air quality while promoting healthier and more sustainable living.
AirForest™️ is a sustainable brand extension that reinforces Dyson's reputation for engineering innovation and that it has entered the growing smart wellness market. Instead of just mechanical filtration AirForest™️ uses natural plants and intelligent monitoring to create functional, emotional and environmental value. The use of recycled aluminium, modular components, energy-efficient technology and self-watering system further promotes circular economy principles and reduces environmental impacts (Ellen MacArthur Foundation, 2024). The product therefore offers a unique value proposition through technology, sustainability and high quality design combined in an interconnected system.

[bookmark: _Toc237029930]3.2 Price 
To align with the technological advancements, sustainability components, and brand recognition of the product, Dyson should adopt a premium value-based pricing strategy. For Dyson, lower prices is not the competition strategy, providing measurable value through the use of AI, natural bio-filtration, energy efficiency and the durability of their products is (Kotler, Keller and Chernev, 2024).
A penetration pricing may speed up the adoption but would lower Dyson's premium positioning and diminish the sense of quality. Strategically, value-based pricing is more suitable as it is tied to customer perceptions of innovation and environmental performance. Smooth financing structures and extended warranties can make buying easier and maintain product exclusivity. This approach creates a sustainable profit strategy and further positions Dyson AirForest™️ as a high-end investment.

[bookmark: _Toc237029931]3.3 Place 
Dyson AirForest™️ needs to take a selective omnichannel approach to distribution to ensure its premium positioning. The product should be available for sale via Dyson's official website, Dyson Demo stores, high quality electronics retailers, select luxury home furnishings outlets and respected online marketplaces. It enables customers to try out the product's innovations before buying and guarantees a level of service quality.
First, the markets with high environmental awareness, smart-home adoption and purchasing power in urban areas should be targeted. Creating demonstration areas in Dyson stores would allow customers to interact with the AI monitoring system, living bio-filter and MyDyson™️ application, lowering perceived purchase risk and increasing purchase intention. Dyson's premium distribution strategy helps maintain its brand image and provide a uniform customer experience throughout the distribution channels (Euromonitor International, 2024).

[bookmark: _Toc237029932]3.4 Promotion
Dyson AirForest™️ needs an Integrated Marketing Communications (IMC) strategy that emphasizes technological innovation and environmental responsibility. Rather than just the product specification, the focus should be on educating consumers about indoor air quality, sustainable living and the wellbeing benefits of intelligent home ecosystems through promotional activities. This educational approach builds trust while differentiating Dyson from competitors offering conventional air purification products (Kotler, Keller and Chernev, 2024).
The use of targeted social media advertising, search engine marketing, interactive websites and personalised e-mail marketing should be the basis of digital marketing. Collaborations with sustainability influencers, architects, interior designers and wellness professionals would add to the authenticity for eco-conscious shoppers. Potential buyers could experience the product first-hand, such as through in-store product demonstrations and smart-home product presentations.
Public Relations activities should also highlight Dyson's engineering credentials in supporting sustainability, innovation and research funding. These communications activities will build robust brand awareness and bolster the premium positioning of Dyson.

[bookmark: _Toc237029933]3.5 People
People are a major driver of premium customer experiences as they impact on customer satisfaction through their knowledge and service quality. This entails retail consultants, installation specialists, technical support staff, and digital customer service reps working on the platform MyDyson™️ via the Dyson AirForest™️ brand. To communicate the technical features and environmental benefits of the product, employees must be knowledgeable and aware of sustainability issues.
Employees should be consistently trained on AI capabilities, customer relationship management, and sustainable innovations. Customized consultations, installation advice, and prompt after-sales services foster customers' trust and commitment. High quality service thus complements Dyson's premium brand image and also contributes to the customer value over the life of the product (Kotler, Keller and Chernev, 2024).

[bookmark: _Toc237029934]3.6 Process 
Dyson should deliver a seamless customer journey from product discovery to long-term ownership. It should be easy for customers to look into, buy, schedule installation, register warranties, and get technical help via digital and physical channels. The MyDyson™️ application translates this process by allowing the user to view inside air quality, predictive maintenance alerts, optimise irrigation settings, and real-time performance reports.
Efficient delivery, responsive customer service, streamlined warranty processes, and frequent software updates minimize customer effort and enhance satisfaction. These technology-based processes enable services to be more consistent and enhance long-term customer relationships (Lemon and Verhoef, 2016). In this way, Dyson's process strategy strengthens the company's reputation for innovation, and at the same time, it provides a convenient and personalised ownership experience.

[bookmark: _Toc237029935]3.7 Physical Evidence
Physical evidence refers to the tangible cues in the business that affect customers' perception before and after buying the product. Dyson AirForest™️ must project a high-end character through its product design, recycled aluminium build, sustainable packaging and elegant shop stores. These visible components highlight Dyson's reputation for engineering prowess and their commitment to sustainability.
Retail stores need to have interactive demonstration zones to see live AI monitoring, living bio-filtration and smart irrigation. The ownership experience is further enhanced by premium recyclable packaging, digital user guides and intuitive product interfaces. The MyDyson™️ application is also physical proof, with professionally designed dashboards that show indoor air quality, plant health and sustainability performance.
Packaging, retail displays, digital platforms and customer communication all have a consistent visual identity to build brand credibility and solidify Dyson AirForest™️ as an innovative premium lifestyle solution. These ‘tangible cues' make customers more confident and help to justify premium pricing and long-term brand loyalty (Bitner, 1992).
Table 3.1: Summary of the 7Ps Marketing Mix
	Marketing Mix Element
	Dyson AirForest™ Strategy

	Product
	AI-powered living air ecosystem integrating natural bio-filtration, smart technology, and sustainability.

	Price
	Premium value-based pricing supported by financing options and extended warranties.

	Place
	Selective omnichannel distribution through Dyson stores, website, and premium retail partners.

	Promotion
	Integrated marketing communications emphasising innovation, sustainability, and wellbeing.

	People
	Highly trained specialists delivering premium customer service and technical support.

	Process
	Seamless digital and physical customer journey supported by the MyDyson™ ecosystem.

	Physical Evidence
	Premium design, sustainable packaging, interactive retail experiences, and digital interfaces reinforcing brand quality.



[bookmark: _Toc237029936]Element 4: Reflection 
[bookmark: _Toc237029937]4.0 Reflection
The Dyson AirForest™️ sustainable brand extension really helped me appreciate how strategic marketing can combine innovation, customer value and sustainability in a way that can create competitive advantage over the long-term. One of the most significant things I've learned is that developing a successful brand is not just about designing a novel product; it's a consistent process where segmentation, positioning, pricing, communication, and customer experience are intertwined to deliver value to customers and the brand itself. Using the concepts in a real business case enhanced my capacity to convert marketing theory into practical strategic choices and critically examine their commercial implications in a realistic situation (Kotler, Keller and Chernev, 2024).
One of the best learnings was to ensure that sustainability is not seen as a sales pitch, but as a company's value proposition. Consumer expectations for indoor wellbeing, smart-home technology and environmental responsibility were analysed for the design of Dyson AirForest™️. The process has proven the workings of sustainable innovation in the context of product design, customer experience and brand positioning. Moreover, going through the existing academic literature made me more capable of making decisions based on evidence as well as on assumptions, thereby enhancing my analytical and decision making skills.
The poster presentation also enhanced my professional communication skills. Given a brief timeframe and an involved concept, I had to communicate the brand extension quickly, confidently, and effectively, highlighting the most salient strategic messages. Creating the poster reinforced my capacity to communicate technical information effectively and clearly, highlighting the importance of visual communication in engaging stakeholders and promoting understanding.
One of the challenges of this portfolio was the combination of innovation and commercial viability. At first, the product characteristics were the focus, but subsequent analysis revealed coherent targeting, premium positioning, integrated marketing communication and customer experience are also factors for competitive advantage. These strategic interrelationships helped me to think marketing more holistically and to analyse business decisions critically.
This project has developed my academic research, strategic planning, communication and problem solving skills generally. For future marketing projects, I would like to include additional primary market and competitor benchmarking to aid in evidence based recommendations. I will also keep working on my presentation skills, seeking structured feedback and better communication skills on complex marketing plans to different groups. These enhancements will enable me to be ready to create creative and sustainable marketing strategies in the professional business context.
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