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[bookmark: _Toc225888629]Element 1: Brand Extension – Google EduLens
Google EduLens proposed brand extension builds on the already established brand equity of Google to access the higher education wearable augmented reality market. According to Kotler and Keller (2012), brand extension is the use of a brand name, which is already being used to introduce a new product in a different market. As a subsidiary company of Alphabet Inc., Google is a technology powerhouse that has seven products with more than two billion monthly active users such as Search, YouTube, Chrome and Gmail. The market capitalisation of the company is greater than 3.3 trillion US dollars that means that there is a high level of consumer confidence and brand awareness.
EduLens focuses on students attending universities providing intelligent real-time tutoring AI, transcription of lectures, laboratory simulation in 3D, and navigation around the campus using lightweight AR glasses. The product is opportunistic with the emergent trends such as the 348 billion US dollars EdTech market by 2030 (Grand View Research, 2025), and the 44.4 per cent upswing in the shipment of extended reality devices in 2025 (IDC, 2026). EduLens is consistent with the sustainability agenda of Google since it has recycled aluminium frames, energy efficient processing, and paperless learning (Google, 2024).
[image: ]
Figure 1: Brand development strategies (Source: adapted from Kotler and Keller, 2012)
[bookmark: _Toc225888630]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
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Figure 2: STDP analysis for Google EduLens (Source: author's own, based on Kotler and Keller, 2012; Sharp, Dawes and Victory, 2024)
[bookmark: _Toc225888631]2.1 Market Segmentation
A proper brand extension strategy is built on good market segmentation. According to Kotler and Keller (2012), segmentation refers to the process of breaking down a general market into unique subgroups of consumers who have similar needs and aspects. In the case of Google EduLens, there are four bases of segmentation that are used to identify significant market groups in the sphere of higher education.
The first place of launch will be the developed markets that have an established system of digital education, namely, North America, Western Europe, and the Asia-Pacific. Grand View Research (2025) has singled out North America as dominating more than 35 per cent. of the worldwide EdTech market share, and thus is the most commercially viable market entry point, followed by expansion to the emerging economies as the digital infrastructure matures.
In the demographics, the main consumer group will include the university students between the ages of 18 to 30. This generation is Gen Z, and according to Theocharis and Tsekouropoulos (2025), Gen Z makes up about 25 to 30 per cent of the total number of consumers across the world, and the purchasing power of the generation is estimated at 360 billion US dollars. The institutional procurement officers form a secondary segment and who affect the decisions on bulk purchasing.
Psychographically, the digital natives, who make up the target consumers, emphasise innovation, sustainability, and a smooth system of technology integration. As it is proven by Catana, Imbrisca and Veith (2025), Generation Z consumers have high levels of adoption intentions to the technological products that will fit the environmental awareness and individualised digital experiences.
The behaviour aspect of the target segment has early technology adopters that use digital tools on a regular basis in an academic setting. Theocharis et al. (2025) validate the fact that the Generation Z actively pursues creative products that demonstrate the recent advances in technologies. The students already using the Google Workspace, Google Classroom, and YouTube in their learning are the most likely segment of adopters.
[bookmark: _Toc225888632]2.2 Target Market
It uses a differentiated targeting strategy whereby its main target is the students of STEM disciplines in the universities. According to Singh et al. (2024), the research in this area has indicated an upward trend since augmented reality in education was first initiated and out of all publications of AR-in-education studies, STEM has dominated the literature. This justifies the idea of focusing on the students of STEM as the first user base with future development of arts and social sciences. The second target consists of institutional buyers like the chief information officers capable of supporting campus-wide purchases.
Market statistics confirm the appeal of this segment. According to the projections of the global EdTech market reported by Grand View Research (2025), this market will reach 348 billion US dollars in the year 2030 with a compound annual growth rate of 13.3 per cent. According to IDC (2026), shipment of extended reality devices around the world has increased by 44.4 per cent in 2025 as a result of an increase in smart glasses. These statistics affirm the fact that the point of convergence between education technology and wearable AR is a high growth market.
[bookmark: _Toc225888633]2.3 Differentiation
Google EduLens has three strategic pillars that distinguish it. To begin with, the integration of the ecosystem is what makes EduLens stand out among its competitors like Meta Ray-Ban and Apple Vision Pro, all of which do not have native support of the connections with educational systems. EduLens is compatible with Google Classroom, Google drive, Google meet and Google YouTube. According to Falana, Aspara and Frosen (2024), the perceived fit between a parent brand and an extension is one of the key factors determining consumer acceptance, and Google is dominating in educational software, providing a strong level of perceived fit with a hardware extension.
Secondly, EduLens focuses on affordability by providing a subscription price model, which the cost barrier to adoption of XR, identified by IDC (2026) as a barrier to XR uptake, is addressed by this product. Third, it is environmentally friendly in its usage where the product is made out of recycled materials and energy-saving components that align with the 24/7 carbon-free energy that Google is aiming to achieve by 2030 (Google, 2024).
[bookmark: _Toc225888634]2.4 Positioning
Google EduLens can be described as the intelligent, low-price, and sustainable AR companion of the contemporary university student. The three needs that are catered to in this statement are academic improvement, affordability, and environmental friendliness. Sharp, Dawes and Victory (2024) maintain that the development of a brand is based on the ability to create mental and physical presence in wide market segments instead of a limited niche. Based on this, EduLens will not be marketed as a luxury device, but an indispensable learning device, in the same way that laptops went through the stages of a high-end gadget to an educational requirement. The stance is taking advantage of the brand equity Google already possesses and is creating a name to itself in the wearable technology segment.

[bookmark: _Toc225888635]Element 3: Marketing Mix (7Ps)
[image: ]Figure 3: 7Ps marketing mix for Google EduLens(Source: author's own, based on Kotler and Keller, 2012; Nguyen et al., 2025)
[bookmark: _Toc225888636]3.1 Product
Google EduLens is a simple and compact smart AR glasses gadget meant to be used in institutions of higher learning. It has core products based on Gemini AI-assisted real-time tutoring, lecture-transcription with smart summarisation, 3D laboratory training simulations in STEM, and indoor campus navigation. Koumpouros (2024) defines that the sphere of mobile AR applications is growing rapidly worldwide, and the technology finds its application in the educational field. EduLens is riding on this trend by offering various AR learning functions under a single wearable device, which is comfortable to wear through the entire classroom duration and has a sub-80-gram frame and customisable fit. Garzon, Pavon and Baldiris (2019) report that the AR technology has medium-large positive impacts on student learning outcomes, which is the empirical explanation why EduLens adopts the education-first design philosophy. The device will be based on the Android platform, which guarantees that it is compatible with other existing Google services and third-party learning applications.
[bookmark: _Toc225888637]3.2 Price
The penetration pricing strategy and subscriptions model are followed to ensure the greatest market reach to price sensitive students. The hardware is sold at subsidised lower entry point of 299 US dollars, which is much less when compared to the competitors like the Apple vision pro. The premium AI functions such as the individual study plans and 3D simulations are also available at a monthly subscription of 9.99 US dollars. As Nguyen et al. (2025) show, in instances that the sustainability is incorporated in the value proposition, the green marketing mix strategies such as pricing play a significant role on the willingness of consumers to pay a premium. Correspondingly, a bundle of Green Campus services available at institutional prices is an incentive and incentive to scale in the adoption of EduLens by universities. The tiers approach will make it available to individual students but will raise some recurring subscription revenue that will sustain the software development.
[bookmark: _Toc225888638]3.3 Place
The distribution is by an omnichannel approach that incorporates both virtual and physical touchpoints. The main platform is the Google Store, which offers direct sales to consumers and built-in WebAR product demonstration. According to Catana, Imbrisca and Veith (2025) Generation Z customers are looking at online shopping experiences that are seamless with quick delivery and accessible customer service solutions, which the Google store system already offers. Secondary physical distribution outlets are strategic alliances with university bookstores and university campus technology centres. Also, the Google for Education institutional sales allow bulk purchases, and EduLens can be integrated with the EduLens into current Google Workspace for Education licensing contracts. The multi-layered strategy focuses on individual preferences of the consumer and the institutional acquisition procedures.
[bookmark: _Toc225888639]3.4 Promotion
The marketing plan combines digital marketing, experience campaigns, and the association with influencers. Theocharis et al. (2025) affirm that social media networks and the use of endorsements through influencers are the leading factors influencing the technology adoption decision of Generation Z. As a result, it has a "Campus Creator" programme that attracts student ambassadors in the target universities to produce authentic user-created content on TikTok, Instagram, and YouTube. Google Ads paid search campaigns are based on education-related keywords, and the possibility of trial is availed through practical demonstrations at university orientation events. There is institutional credibility when it comes to sponsoring academic conferences in events like EDUCAUSE. Theocharis and Tsekouropoulos (2025) also note that Generation Z attaches importance to brand realness and individuality in brand encounters, which once again supports the significance of peer-created content and the assumption of traditional corporate advertising.
[bookmark: _Toc225888640]3.5 People
People element consists of a set of employees who interact with customers and general community of users. Partner universities employ Specialists called EduLens Specialists to assist students and academic staff with all issues related to onboarding, training, and troubleshooting. Kotler and Keller (2012) also note that service staff largely shape the view of the service quality and brand trust held by the consumer and that well-trained support personnel is an important part of a technology product entering the education industry. One can create a peer-support ecosystem by linking an online community of pupils, called EduLens Student Community, to Google Classroom, in which participants post study templates, AR education modules, and best-practice guides that are co-created to create brand loyalty.
[bookmark: _Toc225888641]3.6 Process
The customer experience is crafted to be frictionless and long term engagement. When a student buys EduLens, he/she sign in with his/her existing Google university account and EduLens is automatically connected to his/her Google Classroom schedule, Google Drive files and Google Calendar. Garzon, Pavon and Baldiris (2019) emphasize that one of the most crucial aspects of AR adoption in education is ease of use, which removes the technical barriers of wearable technology adoption that are very common in most cases. Institutional buyers have access to 30 days free trial whereby they can fully access the features of the product before the university makes a commitment to procurement. Automatic updates to the firmware via Google Play after purchase keep improving it without having to use a manual update (Al-Emran et al, 2023).
[bookmark: _Toc225888642]3.7 Physical Evidence
Brand credibility and the sustainability story is supported through physical evidence. The packaging of products is made of 100 per cent recycled cardboard printing with soy-based ink, which is in line with Google environmental policies (Google, 2024). The device itself has a recycled aluminium frame with a small Google logo of "G" lightly engraved on it producing a high-end yet low profile look. Statista (2025) estimates the global AR and VR market to grow to 75.9 billion US dollars in 2030, and the professional design of EduLens makes it an academic instrument and not a device that a consumer can purchase. Digital physical evidence has branded AR onboarding tutorials and a student dashboard with usage analytics and learning progress. According to Falana, Aspara and Frosen (2024), the perceived innovativeness of a brand extension depends to a large extent on the similarity in the design language of the extension and the identity of the parent brand. Thus, EduLens retain Google minimalistic design, which supports brand coherence within the range of products. Co-branded marketing content is given to university partners that further reinforce the actual presence of EduLens in the learning setting.



[bookmark: _Toc225888643]Element 4: Reflection
Creating the Google EduLens brand extension portfolio has been a mentally and career enhancing opportunity. The experience of working through the entire marketing strategy process - from segmentation to the marketing mix - helped crystallise my understanding of how theory translates to practice in brand-building in the tech industry.
Strengths
A key strength for me in this project was to apply the STDP framework critically as opposed to descriptively. I started out thinking of segmentation purely in terms of categorisation, but reading Sharp, Dawes and Victory (2024) helped me to think beyond narrow targeting and the need for wider mental availability for a new brand extension. This resulted in a more complex and scholarly positioning strategy.
The marketing mix module also saw my research and analytical skills grow. I could justify all the strategic decisions in the project with the use of academic and industry evidence and I found it particularly useful to integrate sustainability into the 7Ps rather than just promote it as a product selling point. Research by Nguyen et al. (2025) on green marketing mix strategies supported this approach, which I believe contributed to the portfolio's overall cohesion.
My other strength was presenting the poster. The need to distill a brand strategy into a single poster that would visually capture the audience's attention forced me to prioritise information and communicate succinctly. As a result, my presentation and communication skills in defending marketing strategies to a group also improved, a crucial skill for the workplace.
Weaknesses
A significant weakness of my work is the lack of primary data for the segmentation analysis. While I have cited reliable reports from Grand View Research (2025) and IDC (2026), I have not performed any primary research (e.g. surveys or focus groups) with students. This reduces the empirical rigour of my segmentation, as it is indicative of wider market trends, rather than the more specific needs and behaviours of my target consumers. Primary research would have provided more contextual and convincing evidence for the targeting strategies.
The second issue is with the competitor analysis in the differentiation section. I benchmarked EduLens with Meta Ray-Ban and Apple Vision Pro, but this was done only at a high level. This could have been done by undertaking a more comprehensive competitor benchmarking process, looking at pricing, features and positioning in more detail.
Action Plan for Improvement
To improve in these areas for future projects, I will:
First, I will include primary research in the early phases of the project. In the case of EduLens, this will be a brief structured questionnaire to university students, to understand intentions to use the technology, willingness to pay, and the importance of sustainability. This will be done in parallel with secondary research, so that the insights can inform the segmentation and targeting strategy.
Second, I will undertake competitor analysis using tools such as a competitive matrix or perceptual mapping prior to finalising the positioning. This will help ensure that claims of differentiation are made on the basis of relative observation.
Third, to enhance my poster presentation, I will invest time in practise with feedback from peers prior to the presentation. This will allow me to control pacing, explanation clarity and confidently answer questions.
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Appendix Poster:
	Google EduLens
Smart AR Glasses for Students
A Brand Extension Strategy for Next-Generation Education
	🌐  1. Introduction
Google LLC, a subsidiary of Alphabet Inc., is a global technology leader with a market capitalisation exceeding $3.3 trillion and over two billion monthly active users across Search, YouTube, Chrome, and Gmail (Alphabet Inc., 2024). Renowned for search, cloud computing, and artificial intelligence, Google has consistently expanded into hardware categories including Pixel smartphones, Nest smart home devices, and Fitbit wearables (Kotler and Keller, 2012). This poster presents Google EduLens — a proposed brand extension into the wearable augmented reality market for university students.
	 
	🚀  2. Brand Extension
A brand extension uses an established brand name to enter a new product category (Kotler and Keller, 2012). Google EduLens is a proposed lightweight smart AR glasses product designed exclusively for higher education. Utilising Google's existing AI (Gemini), Cloud platform, and Android ecosystem, EduLens extends the brand into the wearable EdTech space. The device offers real-time lecture transcription, AI-powered study overlays, immersive 3D lab simulations for STEM subjects, and indoor campus navigation — all integrated seamlessly with Google Classroom, Drive, and Meet.
	 
	👓 
AR-Powered Learning
Wearable EdTech for the Classroom

	 
	 
	 
	 
	 

	📈  3. Brand Extension & Current Trends
EduLens responds to converging market trends that make this brand extension timely and commercially viable:
	$348B
Global EdTech market projected by 2030
(Grand View Research, 2025)
	 
	44.4%
XR device shipment growth in 2025
(IDC, 2026)
	 
	$75.9B
AR/VR market projected by 2030
(Statista, 2025)


 
Koumpouros (2024) confirms mobile AR applications are experiencing rapid adoption in education, while Singh et al. (2024) report a consistently upward trajectory in AR-in-education research, particularly within STEM disciplines.
	 
	♻️  4. Brand Extension & Sustainability
EduLens aligns with Google's pledge to operate on 24/7 carbon-free energy by 2030 (Google, 2024) through three pillars:
	RECYCLED
	 
	100% recycled aluminium frame and recycled ocean plastics, reducing virgin material consumption (Google, 2024).

	 
	 
	 

	PAPERLESS
	 
	Replaces printed textbooks and lab manuals with AR overlays, significantly reducing campus paper waste.

	 
	 
	 

	EFFICIENT
	 
	Low-power ARM chip with solar-trickle charging, designed for all-day academic use with minimal environmental footprint.


 
Theocharis and Tsekouropoulos (2025) confirm Gen Z consumers view green credentials as a competitive differentiator, not optional.
	 
	💡  Key Features
●  Gemini AI Tutor
Real-time AI assistance powered by Google Gemini
●  Live Transcription
Automatic lecture notes with smart summarisation
●  3D Lab Simulations
Immersive AR experiments for STEM disciplines
●  Campus Navigation
Indoor AR wayfinding for university campuses
●  Google Ecosystem
Seamless integration with Classroom, Drive & Meet

	
	 
	
	 
	 

	⭐  5. Conclusion
Google EduLens is a strategically sound brand extension that leverages Google's brand equity, technological ecosystem, and sustainability credentials to enter the high-growth wearable AR education market. With the global EdTech market projected to reach $348 billion by 2030 and XR device shipments surging 44.4% in 2025, the timing is commercially compelling for both investors and educational institutions.
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	STUDENT-TIER PRICING
$299
Affordable entry into AR-powered learning
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