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[bookmark: _Toc228547071]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis of the Brand Extension 
[bookmark: _Toc228547072]Key Market Segments
Market segmentation, targeting and positioning are important parts in marketing. As customers have different needs, segmental allows the marketer to identify similar demands and expectations of customers and group them for providing them better service (Kasem, Hamada and Taj-Eddin, 2024). The market segmentation of the Apple Health+ can be defined based on four key variables, geographic, demographic, psychographic and behavioural segmentation.
· Geographic Segmentation: This segmentation divides the target market using location-based factors including region, nation, city and population density to tailor products and marketing campaigns. Hence, the new brand extension will target urban areas where the smartphone penetration and use of wearable devices are high among people. Particularly, Apple will initially roll out this platform at metropolitan cities in the U.S., such as New York, Chicago and Los Angeles. 
· Demographic Segmentation: The primary demographic segment for Apple Health+ is young individuals, males and females aged between 25 to 45 years old. Apple will particularly target young professionals, tech-enthusiasts and entrepreneurs, from middle to high-income group and who are digitally literate. As per the Cleaveland Clinic (2024) survey, 50% of Americans are using wearable technology to monitor their health and 79% have reported positive changes to their physical and mental health after using health monitoring technology. Hence, the brand extension will focus on this demographic who prefer digital health monitoring. 
· Psychographic Segmentation: As per this variable, Apple will target health-conscious and wellness-focused individuals, fitness enthusiasts, who value digital innovation, personalisation and convenience. It is observed that Americans highly prefer seamless and personalised care, as 75% of people value an app that offers personalised health recommendations (PR Newswire, 2025). Moreover, 82% or 8 out of 10 Americans wish for an integrated platform to access all their health information in one place, 64% are frustrated with the lack of integration and inaccurate metrics of current health apps (PR Newswire, 2025). Therefore, the psychographic segmentation will target individuals with a strong preference towards personalised health and premium brands for quality experiences. 
· Behavioural Segmentation: Customers with high usage of wearable devices, current users of Apple Watch, frequent users of health and fitness apps and loyal customers of Apple ecosystem will fall under this segmentation. Around 59% of Americans use an Apple Watch for tracking their health and fitness (Richter, 2023) (Figure 1). Therefore, the segmentation will be based on customers’ loyalty, repeat usage and benefits sought like convenience, personalisation and preventive care. 
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Figure 1: Share of Apple Watch Users in the U.S.
(Source: Richter, 2023) 
[bookmark: _Toc228547073]Target Audience
The primary target audience of Apple Health+ will be urban, young and tech-savvy customers who are already the part of Apple Ecosystem, health-conscious, highly value convenience, and are willing to pay for premium, integrated and personalised health platform. On the other hand, the secondary target market will be aged population (45 years or above) who require continuous health monitoring and seek optimised health performance metrics. Apple will leverage a differentiated targeting strategy based on its key segments. For the primary segment, the brand will promote AI-driven healthcare personalisation, convenience and integrated platform and utilise digital-first marketing strategy through social media, influencers and app ecosystem. In contrast, for the secondary segment, Apple will emphasise reliable and continuous health monitoring, safety and ease of use and promote through partnering with healthcare providers. 
[bookmark: _Toc228547074]Differentiation from Competitors
Apple Health+ will differentiate itself from competitors such as Samsung, Fitbit, Google Health and others through the ecosystem integration, AI-driven personalisation, privacy-focused approach and premium brand trust. Customers report frequent concerns about fragmented information, unclear insights and poor data quality, as 59% of people face challenges to navigate health records because of the lack of integration into one place (PR Newswire, 2025). 81% of Americans would like to easily access to their health information to have a more control of their health, driving the demand for integrated healthcare solutions (PR Newswire, 2025). Therefore, Apple Health+ will provide a seamless integration of all Apple’s existing services to unify experiences across devices. The brand will emphasise users’ data privacy and security control and utilise AI-powered personalisation to create a sustainable differentiator and competitive advantage. 
[bookmark: _Toc228547075]Positioning Strategy
Apple Health+ will be positioned as an integrated and premium healthcare platform that can deliver highly personalised and real-time health insights, secure and private data management and preventive healthcare analytics grounded in innovation, empowerment and positive well-being. It will focus on the premium positioning through high quality and brand trust to ensure sustainable differentiation from its competitors. The below positioning map (Figure 2) illustrates that Apple Health+ is positioned in the premium price and high technological advancement, personalised and secure healthcare data management segment. 
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Figure 2: Positioning Map of Apple Health+
(Source: Self-created)

[bookmark: _Toc228547076]Element 3: Marketing Mix
The 4P marketing mix is a comprehensive framework that analyses marketing strategies based on product, price, place and promotion (Bakar and Rosbi, 2025). The marketing mix of Apple Health+ is designed below to deliver customer values and sustain the competitive advantage.
Product
Apple Health+ is a premium and integrated health platform that combines existing services of Apple into digital healthcare to deliver real-time and personalised health insights, preventive analytics and telemedicine services. Kotler et al. (2020) designed three levels of a product (Figure 3) to add more customer value, such as core benefits, actual product and augmented product. The core product offers the main health benefits of proactive and secured health data management through continuous monitoring, personalised recommendations and improved well-being. The actual product benefits deliver customer values through integrated Apple ecosystem, AI-powered personalised monitoring and preventive health analytics. Augmented product benefits focus on additional values such as telemedicine and virtual consultations, robust data privacy and security features and seamless user experience. 
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Figure 3: Three Levels of a Product 
(Source: Kotler et al., 2020)
The product element of the marketing mix supports the overall brand extension strategy of Apple. The product strategy will be focused on design, quality level, features, packaging, warranty and product support. Apple Health+ will leverage data-driven and design thinking principles based on user-friendly and intuitive interface, inclusive app design, minimal and premium visual designs with seamless integration across Apple devices. Empathetic user design, seamless integration and tailored information to personalised mHealth intervention strengthen user engagement in digital apps (Ikwunne, Hederman and Wall, 2022). Similarly, the set of advanced features such as AI-driven predictive analytics for early disease detection, real-time health monitoring and personalised recommendations, telemedicine and others will create sustainable differentiation to the brand. The premium quality of the product along with Apple’s brand trust will deliver accurate biometric tracking, highly personalised AI-powered health insights and secure data management. Apple Health+ will offer additional warranty through service assurance, data protection guarantees and transparent and user-friendly policies on data usage. 24/7 customer support, in-app guidance and AI-driven health insights and chatbots will ensure a reliable customer support for the product. 
Price
Apple Health+ plus will utilise a combination of price skimming and value-based pricing strategy, considering Apple’s premium positioning, brand trust and customer loyalty. In order to launch the new product, the price skimming strategy charges the highest price possible at the beginning and gradually reduces it. Price skimming, if successfully done, is considered the most effective strategy to appeal to target customers to launch the new product and reduce the competition (Abid, 2022). Therefore, Apple will leverage a skimming price for its brand extension to attract tech-savvy, health-conscious and young individuals who can pay a premium for advanced health monitoring. After the reduction of market demand and rise of competition, Apple will adopt a premium value-based pricing strategy to appeal to customers based on perceived value. Value-based pricing enables a shift from a cost-based approach to product outcomes or values, introducing a premium revenue stream to deliver superior quality products (Mittal and Panchal, 2025). Based on this, Apple will develop a premium subscription price aligned with its premium brand positioning, exclusivity and strong brand trust. 
Place 
In the marketing mix, the element of place refers to the distribution channels used to deliver a product from manufacturers to end users at the right time and location. In the case of Apple Health+, Apple will harness a direct and digital distribution strategy that will be integrated to Apple’s existing ecosystem. As per Jiang, Dan and Huini (2024), with the proliferation of e-commerce, direct sales channels benefit a firm’s profit by reducing advertising costs and competition. Direct distribution through digital channels enables targeted advertising for firms aligned with customers’ needs to maximise firm’s profitability. Apple will integrate its ecosystem through Apple devices such as Apple Watch, iPhone, Apple Store and retail stores for customer onboarding and support. This will be aligned with Apple’s closed ecosystem strategy that enhance user experience, data control and seamless integration through its direct channels to improve customer satisfaction. Apple’s walled-garden ecosystem is based on tight control over software and hardware, seamless integration, convenience and simplicity that delight Apple’s customers to strengthen their loyalty and retention to the brand (Dieselhaus, n.d.). Hence, it will enable that brand to differentiate its service and maintain brand exclusivity over mass targeting. 
Promotion
The promotional strategy of Apple Health+ will be based on an integrated communication mix. Integrated marketing communication (IMC) is widely used by brands in recent years to communicate with customers and reshape brand appeal. IMC delivers consistent message by integrating multiple channels and enables organisations to achieve superior communication effectiveness (Rehman, Gulzar and Aslam, 2022). Hence, Apple will adopt an advertising strategy through social media, TV, billboards, focusing on emotional storytelling and preventive healthcare. Emotional advertising appeal creates an emotional connection with the brand and promotes irrational and impulsive buying behaviour of customers (Vrtana and Krizanova, 2023). Moreover, the brand will utilise personal selling strategy in Apple retail stores and partner healthcare organisations where trained Apple professionals will demonstrate its Health+ plus features and provide personalised support to influence consumer engagement. 
The direct marketing strategy will be at the core of Apple’s promotional strategy where the brand will execute social media marketing through Facebook, Instagram, YouTube and TikTok, collaborate with fitness and wellness influencers and use content marketing through high-quality and visually appealing videos, blogs to educate customers about preventive healthcare. Alotaibi et al. (2025) opined that direct marketing strategies focus on customer-oriented activities through personalised content and real-time tracking that encourage customers to build a strong relationship with the brand and enable repeat purchasing and a positive word of mouth. Therefore, Apple will use a targeted marketing strategy to drive customer engagement and satisfaction. Moreover, public relations will play a vital role in Apple Health+ promotional strategy as public relations foster credibility, brand trust and facilitate strong relationship building with customers (Vlasiadis, Vlasiadis and Kliagkona, 2025). Thus, Apple will develop partnerships with healthcare professionals and hospitals and participate in health and innovation conferences to build a positive public relation. 
[bookmark: _Toc228547077]Element 4: Reflection 
My experience on developing the brand extension of Apple Health+ was an interesting one as it provided me with valuable learning insights on the brand extension and marketing. Developing the integrated Apple Health+ platform, as part of Apple’s brand extension strategy enabled me to apply theoretical concepts to a real-world setting. It improved my learning on brand development, segmentation, targeting and positioning strategies and marketing mix theory that were applied to justify the brand extension strategy. I demonstrated analytical thinking in preparing the STDP and marketing mix of the new product. By researching about current market trends and customers’ preferences, I designed the target market and positioning strategy for Apple Health+. Using the theoretical insights of the 4P marketing mix, I prepared a comprehensive marketing strategy of the new product. It proved my effectiveness in research skills, as I was able to justify every marketing strategy with academic references and customer behaviour. 
Particularly, the poster presentation delivered a unique experience for me. It allowed me to develop public speaking and visual design skills. Academic communication is a multifaceted process that requires information dissemination to diverse audience. Modern poster formats focus on simplifying content with minimal text and more visual elements to engage the audience (Bentsen and Østergaard, 2026). Similarly, I used a clear structure, balanced text and visual content to effectively communicate the idea to the audience. I learned the importance of visual hierarchy, layout, content flow, verbal communication and self-confidence while preparing the poster presentation to appeal to the audience. 
The skills and knowledge gained throughout the entire process including poster presentation and report, significantly contributed to my personal and professional development. For example, critical thinking is known as one of the most desired skills of employers. According to Rarița (2022), critical thinking transforms the knowledge acquiring from an inert process to a mental exercise, resulting in a deeper understanding of the content. In today’s complex and evolving business world, critical thinking allows individuals not only to receive information but also to analyse and solve problems using corrective measures. Apart from analytical thinking, I developed my problem-solving skills to design the brand extension strategy of Apple. These skills contributed to my personal and professional development to achieve my career aspiration. 
However, I need to further enhance my public speaking confidence and visual design approaches to improve my performance in similar projects in the future. Effective public speaking requires self-confidence to engage the audience and effectively communicate the idea (Rahman and Marzal, 2024). Due to my lack of self-confidence, I could not effectively communicate with the audience in the poster presentation. Additionally, I limitedly use visual design skills in the poster, which requires improvement. The following action plan could further enhance these skills for better performance in similar projects in the future.
	Objectives
	Action Plan
	Resources
	Timeframe

	To increase self-confidence for public speaking
	Attend public speaking workshops, mirror practice and watch TED talks 
	Workshops, TED Talks 
	3 months

	To improve visual design skills for preparing a poster
	Study visual design principles, colour theory through online courses and create sample posters
	Online courses, poster templates
	2 months


Table 1: Action Plan
(Source: Self-created)
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Brand Extension of Apple: The Apple Health +

Reasons to Appeal the Brand Extension to the Current Market

Introduction to Apple e The digital health market in the U.S is expected to grow at a 20.1% CAGR
Apple Inc is an American multinational between 2023 to 2030 (Fortune, 2026).

consumer electronics and technology company. ~®  Driven by technological advancement and mobile health, 54% of
It embraces innovation and technology to build a Americans use telehealth services (POS, 2024).

strong ecosystem of premium products including . Rising trend of preventive healthcare, 42% of Gen Zs and Millennials highly
iPhone, Mac, iCloud, Apple Watch and others prioritise wellness (McKinsey & Company, 2025).

(Apple, 2026). The brand extension strategy will appeal to tech-savvy, health-conscious and

young individuals, as per the emerging trends of digital and personalised
healthcare management

Aligning Brand Extension with Sustainability Goals

. Environmental: Lower carbon emission through
reduced physical visits (van der Zee et al., 2024).

. Social: Improved healthcare access to remote areas,
enabling early disease prevention and data security.

. Economic: Generating Apple’s new revenue streams
and increasing profitability.

Brand Extension Strategy

The brand extension strategy is Apple Health+
which is an Al-powered healthcare platform
which integrates all existing devices of Apple  Apple (2026) Home. Available at: hitps//www apple.com/ (Accessed: 04 April 2026)
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