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Executive Summary
An expanded digital marketing plan is presented in this report for the Apple Watch Fitness+ service that recommends that Apple target the active-aging market for people aged 55-70 in Ireland that are looking to adopt technology to maintain their independence, remain active and remain socially connected. Currently Fitness+ targets younger, performance-based fitness users. With changing demographics and cultures in Europe focused on preventative health, independent living, and lifestyle-based health behaviours, the opportunity exists to position the Fitness+ service for older users.
The applied marketing strategy includes the Segmentation-Targeting-Positioning (STP) framework, Ansoff’s Market Development strategy, Customer Journey Mapping, and Integrated Digital Marketing Communications (IMC). The proposed campaign will reframe the Fitness+ service from a performance-based exercise platform to a supportive and confidence building companion for well-being. The campaign is focused on educating older users to combat common psychological barriers against adopting technology from injury to uncertainty to moving beyond perceived complexities. Additionally, this campaign aims to strengthen user trust through reassurance, effective and inclusive storytelling, and guided onboarding experiences.
To evaluate the success of the campaign the combination of appropriate success metrics for the campaign should include an awareness, engagement, subscription adoption, retention, and customer lifetime value. This combination of appropriate success metrics will ensure both behaviour and financial success outcomes (Ryan, 2020; Yang & Zhao, 2023). Therefore, through the execution of this campaign, Apple will have the opportunity to enhance their brand inclusiveness, social value creation and increase their participation in a growing demographic market.


















Introduction and Rationale
The new demographic profile of population ageing is becoming one of the more defining demographics in Ireland and Europe. Longer expected life span along with advances in health care technology plus cultural values related to healthy living and independent living are fostering a new consumer segment of older adults who want to keep active, social and continue to maintain their overall health. For people between 55 and 70, being physically active means more than just being an athlete, it has a greater correlation with feelings such as confidence when moving, maintaining mobility, having energy, having emotional wellbeing, and having the ability to live independently in everyday life.
This demographic's adoption of technology has also increased dramatically. In addition, many digital products are viewed as being useful, easy to use, and relevant to their lifestyle goals. Many older adults are using wearables and health tracking apps to monitor their daily steps, heart rate, sleep and overall activity levels. Research continues to show that older cohorts’ adoption of technology is being moderated by psychological and emotional factors such as their perception of the ease of use, providing reassurance, trust, social influences, and self-confidence in their ability (Tokhtasinovna, 2025). These psychological and emotional factors are at the core of the strategic rationale for repositioning Apple Watch Fitness+ to target the active-ageing market in Ireland.
Currently, Fitness+ marketing communications contain images of rapidly paced, physically demanding activity with an intensity associated with younger generations and athletic performance. While these images are effective with current athletic-fitness customers, they will often be seen as off-putting to older consumers who may view the service as being too physically demanding or visually intimidating and feel it does not speak to their everyday wellbeing priorities. Therefore, the issue is not that Fitness+ is unsuitable for older users, it is that its current marketing communications do not convey accessibility, reassurance, and inclusivity.
When Apple repositions Fitness+ for the active-ageing market, they are using Ansoff’s Market Development Strategy as a way to take an existing product and market it to a demographic (active-ageing) that is new to Apple by developing targeted channels of communication, as well as providing a new value proposition and adapting the experience for the audience (Guilherme and Mendes, 2023). Apple has experience in successfully implementing targeted re-positioning of their products in other countries, as evidenced by previous studies that show Apple has used market-specific re-positioning to produce successful results (Li, 2023; Al-Sakaf, 2025).
Furthermore, Apple's repositioning of Fitness+ for the active-ageing market syncs with the Healthy Ageing and Preventative Wellbeing policies of the Irish and EU Governments, as well as their focus on Preventing Falls and Supporting Independent Living. By presenting Fitness+ as a tool that instils confidence, encourages mobility and social connectedness, Apple can also assist in improving the overall wellbeing of society, while also providing new opportunities to acquire more subscribers. Digital Marketing plays an important role in carrying out this aspect of Apple's re-positioning efforts for Fitness+, as digital marketing allows Apple to connect with and engage with this demographic of consumers through addressing their emotional needs and fear of technology, as well as building trust through incremental builds of communication, storytelling and community-led initiatives that create confidence in the brand and its value to the user (Kaplan and Haenlein, 2020; Klever et al., 2025).
Targeting, Segmentation and Positioning
From a market segmentation perspective, the Irish Active Ageing Market will have distinct demographic, psychographic and behavioural segments. The Target Market will be made up of individuals aged 55–70 who, while not dependent, are transitioning or who have transitioned to retirement or are no longer working. Due to the need to maintain health and wellbeing, mobility and a connection to others, this group will be motivated to remain or return to living a healthy life. As such, their primary motivations will be to live a healthy and active life rather than to achieve performance or transformation-oriented goals. Older adults are usually very cautious with how they use technology and with what to do using technology. Their decisions about how to engage with technology are usually based on advice from family members, primary healthcare providers and trusted social networks instead of on trends or what is new.
The behaviour of older adults shows that they will regularly search online for health-related information and be more likely to buy products that provide information, clarity, direction and practical value rather than because they want to look or compete against others. Rather than aesthetics and competition (as with young adult consumers), older adults want to use the products safely, to have fun and to support their integration of activity with their everyday living (Kotler and Keller 2020). According to segmentation theory, effective positioning must be in alignment with an individual’s perceived capabilities, life-style relevance and differences in expected outcomes by generational cohorts. Therefore, a separate targeting approach for older adults using the Apple Fitness+ product is required (Tokhtasinovna 2025).
Micro-segmentation based on data analytics supports this new targeting strategy. For Apple’s ecosystem, micro-segmentation will allow for identification of user populations and their activity or health-monitoring-related concerns. Micro-segmentation allows for customer relationship management (CRM) analyses and longitudinal activity journeys to provide users with a better understanding of how to progress from a point of curiosity and reassurance to participation and habit formation. Therefore, the use of micro-segmentation and CRM analytics supports a relationship-based model, in which digital marketing that creates engagement and creates value over the customer’s life (Malthouse et al. 2020; Klever et al. 2025).
The new position of Apple's Fitness+ reflects the idea of a supportive partner to the customer regarding total well-being, whereas previously it was primarily focused on performance. In contrast to the previous focus on performance, the revised fitness product’s focus is upon accessibility, confidence, enjoyment and relevance in the lives of its users. The positioning statement, "Apple Watch Fitness+ gives older adults who want to be active and confident, as well as independent, an enjoyable way (that fits into daily life) to move proactively through guided exercise programming, to establish a long-term investment in their overall health and wellness," speaks to emotional inclusivity and reinforces Apple's central tenets of innovation and quality. This reframing aligns with research indicating that older consumers establish stronger relationships with brands when that relationship builds trust, community, and self-efficacy (Lamberton & Stephen, 2020).





Proposed Digital Marketing Campaign
The campaign, titled "Move with Confidence," positions movement as an extension of an individual's independence, vitality, and everyday healthy lifestyles, and not just athletic accomplishments. The tone of the message is calm, encouraging, and optimistic. The video graphic storytelling, however, reflects realistic depictions of Irish societies engaged in everyday activities like walking along the coast, walking through the local parks, or stretching at home and doing mobility exercises at a low impact level. The campaign does not focus on changes or challenges as it relates to physical activity; instead, it puts physical activity in the context of day-to-day routine activities and "meaningful experiences" like spending time with family, maintaining hobbies, or having the energy to perform day-to-day tasks.
The progression of the journey is driven by how engaging a digital experience can be for the user. The initial engagement with Fitness+ during the awareness phase of the consumer journey is when a consumer is introduced to Fitness+ as an inclusive option that addresses their needs and is safe, as well as relevant, to them. The content developed at the awareness stage of this campaign centres on the positive aspects of ageing and focuses on the alignment of the platform with overall well-being, not on high-intensity fitness levels. As the consumer moves through the journey to the reassurance stage, the level of content is deepened and made accessible by using videos to introduce the onboarding features of Fitness+, video demonstrations showing how to navigate the interface, as well as adding safety information and support messaging that addresses common technological or physical fitness concerns. The trial stage encourages participation via beginner-friendly pathways, mobility and balance introductory and guided routines to build confidence while avoiding performance comparisons or pressure. The final formation stage encourages the development of habits through recognition of progress, subtle motivation reminders, social connection prompts, and opportunities for sharing experiences. Thus, the staged approach to the product adoption for older users is reflective of the trust, meaning that the user has an ongoing "progressive" experience rather than a forced one (Jarvinen & Taiminen, 2022).
The campaign is based on relationship-marketing principles. Trust, familiarity and emotional security are key elements of the brand-relationship for older consumers. Therefore, the communication approach does not utilise transactional or urgency-driven persuasion but instead focuses on the foundation of trust, repetitive positive interactions (continuity), and building on the brand's established reputation for reliability and user-centeredness by creating credible content. This framework complements previous research that indicates when developing market penetration within older consumer segments, the effective communication focuses on demonstrating respect, providing reassurance, and establishing relational value (Jackson, 2009; Lu, 2022; Li, 2023).
Digital Channels
The digital-channel strategy is designed to provide balance among education, reassurance, engagement and behaviours activation while also ensuring consistency in communication messaging. The educational channels associated with YouTube and Apple's digital ecosystem provide structured onboarding resources, step-by-step navigation assistance, and visually clear workout demonstrations for seniors. The use of these channels decreases uncertainty by allowing individuals to view content at their own pace in a supportive, non-critical environment. The evaluation framework involves three distinct types of metrics (i.e., behavioural metrics, engagement metrics and financial metrics); all three metric types will be used together to continuously optimise the use of Fitness+. As an example of engagement and financial metrics, video-view duration will give insight into the importance of a specific video in establishing emotional resonance and message relevance. The trial activation rates, completion of onboarding and participation over the first week indicate the level of user confidence in the platform and exercise programme, which allows Apple to determine where users may experience barriers during their initial engagement (Srivastava & Sharma, 2021). The retention and habit-formation metrics, when used together with the trial activation rates, completion of onboarding and weekly participation, will provide Apple with a means for evaluating how users are incorporating Fitness+ into their day-to-day routines, or whether it has become a valued resource that addresses their emotional and functional needs of the consumer within this context. For example, older adults need to be able to use the platform and continue using the platform over the long term rather than only using the platform for short periods of time. Finally, customer lifetime value (CLV), acquisition-cost efficiency and return on investment (ROI) from marketing campaigns will provide evidence of Apple's strategic contribution to the overall customer base, as well as allow Apple to further learn from its past.
In conclusion, this digital-marketing plan presents a compelling business solution for the launch of the Apple Watch Fitness+ platform into the Irish active-ageing market. Through differentiated segmentation, inclusionary language and messaging that centre around building confidence, Apple will be able to address both the emotional and functional aspects of the older consumer's needs, while reinforcing the well-established brand image of Apple as a user-focused innovator.
This digital-marketing plan demonstrates how the technology-based marketing of Apple Watch Fitness+ can leverage an emotional-based story-telling approach, through providing community support, encouraging technological confidence and communicating the value of experience to create a compelling appeal for the older demographic that is generating an increased demand for technology-based services. The digital-marketing plan follows Apple's pattern of product and marketing development and enhances the long-term value of the Apple brand as it relates to the ageing population (Kotler & Keller, 2020; Klever et al., 2025; Li, 2023; Al-Sakaf, 2025).
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