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PRODUCT.
Is a next-generation - - s PR I CE

smartwatch designed to

provide real-time, proactive startPricing Structure:
health monitoring with Al- i Base Model: USD $399

powered early risk detection. i Pro Health Edition: USD $499
The watch does not merely Subscription: USD $9.99/month

record activity data—it for Al coaching, medical
franslatesidatalinto i reports, and telehealth services

personalised health insights,
risk notifications, and

wellbeing action plans. @:
o ...
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PLACE

Samsung official website and online
store
Brand experience stores &
authorised retailers
Hospital networks, pharmacies, and
health insurance partners
Corporate wellness program
partnershipst

. Marketing,Healthcare :
Partnerships,Corporate iSegmentation
: » N
. Wellness Programs tDemographic Segmentation Targets consumers based on measurable population characteristics.

* Age 30-60 professionals
* Middle-to-high income, university educated
iPsychographic Segmentation Groups consumers by lifestyle, attitudes, and personal motivations.
* Strong health and self-improvement mindset
* Tech-savvy early adopters with high achievement orientation
Behavioral Segmentation Segments customers according to how they use and respond to products
* Seek preventive health and Al guidance benefits
i’ i* Daily wearable users or lifestyle-change seekers
medical experts i Geographic Segmentation Segments customers based on location and urban lifestyle patterns.
* Urban and metropolitan residents
CEQ
* High smartphone and digital health adoption regions -~
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DIFFRENTATION '|‘ —[J .
| Q'S 4P Samsung BitaTrack responds directly

to evolving consumer demands for
preventive healthcare solutions and

. Social media campaigns
targeting professional
. wellness communities
e Influencer partnerships with
doctors, health coaches, and

“TARGETING™

Primary Target — Health-Focused

Urban ProfessionalsTime-pressed i * Risk forecasting from biometric tfrends

professionals seeking convenient i * Personalized real-time wellness = -

healthcare technology. Aged 35-55 i coaching Wellness Beyond Fitness digital wellbeing support. Through
with sedentary work lifestyles Expands wearable use from fitness strategic segmentation targeting
Secondary Target - Active Seniors ~ } fracking to total wellness management. urban professionals, strong

: * Detects sleep disorders, stress, and
: hydration
i Provides early cardiovascular risk alert

Older consumers focused on
managing early health risks digitally.
Aged 55-65 monitoring chronic
issues

differentiation using Al health
infelligence, and a positioning built
around health protection rather than
lifestyle tracking
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