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Introduction  

The world's leader in technology and innovation is Samsung Electronics Co., Ltd., a 

flagship corporation of the Samsung Group. Samsung was established in South Korea 

and has diversified its product range over time to comprise digital appliances, 

semiconductors, consumer electronics, and mobile communications. It is primarily 

famous for manufacturing high-definition smart TVs, sophisticated home appliances, 

and the Galaxy series of smartphones. The brand identity of Samsung is based 

inherently on making consumers' digital lifestyles better, seamless connectivity, and 

forward-thinking innovation. 

Samsung is not just a technology supplier but also an ecosystem creator. The 

company has emerged as a top player in influencing contemporary life through its 

emphasis on networked devices, human-centric designs, and high-performance 

solutions. Its ongoing R&D expenditures and strategic collaborations have allowed it 

to remain ahead of the curve in extremely competitive global markets. 

This research will suggest a strategic brand extension for Samsung: introducing its 

maiden electric vehicle (EV). While the world is racing towards intelligent, cleaner 

mobility solutions, Samsung has a rare chance to increase its market share in the 

transportation industry. The extension rationale, alignment with Samsung's corporate 

brand, and benefits to customers and the firm are all presented in this study. By 

entering the EV market, Samsung will be able to diversify its offerings, make itself a 

pioneer of next-generation living, and compete with a wider range of products. 
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Figure 1: Samsung Revenue by Segment 

(Technology, 2025)  

1. Brand Extension: Samsung Electric Car  

The suggested brand extension is the Samsung eMotion, a high-end electric car that 

will become an integral part of Samsung's already existing digital ecosystem. With its 

cutting-edge battery technologies, AI-based driving innovations, and live device 

connectivity, the Samsung eMotion would be so much more than just a means of 

transportation. 

Samsung's core competencies its leadership in lithium-ion battery technology, sensor 

innovation, and smart device integration (Wong and Lee, 2021) would be leveraged in 

this vehicle. The EV would deliver a distinct, lifestyle-driven driving experience with 

such features as the SmartThings platform to connect to users' homes, real-time 

health monitoring through Samsung wearables, and the Bixby voice assistant to order 

things within the vehicle. 

All the aspects of innovation, sustainability, and smart design find themselves within 

the eMotion, one that bodes well for the Samsung brand values. The vehicle's 
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engaging curved OLED dashboard, solar roof panels, and over-the-air updates using 

5G technology would all play their part in providing a high-tech, environmentally 

friendly experience as a user. Samsung going electric would look genuine and not be 

a coerced one, as consumers tend to prefer companies that provide full-package and 

forward-thinking methods. 

Furthermore, this new addition plays to a growing marketplace need: tech-born 

vehicles engineered by top consumer electronics firms. Samsung can engineer a 

smart car from the ground up for digital living, as opposed to incumbent automakers 

retrofitting digital functions. Urban pros, PC aficionados, and eco-conscious buyers 

who want a car that synergizes with their digital lifestyle would be most drawn to the 

eMotion. 

The Samsung entry would sustain competitive equivalence and likely alter electric 

mobility expectations, with Apple and Xiaomi now also exploring EVs. Samsung would 

solidify its reputation as a genuine industry pioneer by being able to reinvent the car 

as a standalone device successfully and convert it into a must-have node within the 

ecosystem of the smart life by integrating consumer and motor vehicle technology. 

2. STP for Samsung’s Electric Car  

1. Segmentation 

The Samsung eMotion, the company's electric car, will carve the market on four broad 

lines: 

Demographic: This market segment is focused on Gen Z early adopters between 25 

and 45 years old, tech-savvy professionals, and city millennials. They possess 

moderate to high incomes, are engaged online, and place a high premium on 

sustainability and innovation (Suh and Chow, 2021). This demographic is already well-

versed with Samsung products and hence ideal for a digitally connected car. These 

include smartphones, smartwatches, and smart home appliances. 

Geographic: Tech-savvy and urban territories like South Korea, the US (California, 

New York, and Texas), Germany, the UK, and a few countries in Southeast Asia will 

be at the center of geographic segmentation (Baumgarte, Kaiser and Keller, 2021). 
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These territories have greater EV adoption rates, highly developed infrastructure, and 

government support for electric mobility. 

Psychographic: Psychologically speaking, the target market consists of consumers 

who value status through smart living, innovation-focused consumers, and 

environmentally conscious consumers. They are interested in innovative products that 

are consistent with their green, resource-efficient, and minimalist way of life. They 

value technology not only as a tool but also as an emblem of identity (Kalar et al., 

2021). 

Behavioral: Behavioral segmentation takes into account customers who are tech 

integrators, early adopters, and brand loyal; these customers are likely to make online 

bookings or pre-orders and need convenience and frictionless experiences 

(Sundararaj, 2021). When converting from conventional to electric vehicles, these 

customers will be willing to use a known tech brand like Samsung because they 

already spend on smart products. 

Since they align with Samsung's most important brand positioning high-tech, user-

centric, and ecosystem-based these segmentation characteristics are perfect. 

Needless to say, the same shoppers who purchase Samsung smartphones and smart 

homes are going to do the same with cars. 

2. Targeting 

Samsung will use a specific strategy for targeting, with an emphasis on two important 

markets: 

• Urban professionals (ages 25–45) who are tech-savvy 

• In urban environments, ecologically conscious Gen Z and millennials 

Due to the nature of these groups having high levels of interaction with Samsung's 

current environment, they are targeted heavily (Haleem et al., 2022). They tend to be 

early adopters of smart and sustainable technology and place a high level of emphasis 

on integration. This is the ideal product to be launched in cities, particularly those with 

EV infrastructure and incentives. 
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Personalized discounts for current Samsung customers, digital-first marketing, and 

partnerships with tech influencers, charging stations, and mobility platforms are all part 

of the targeted strategy (Rosário and Dias, 2023). A community-oriented brand launch 

is achievable by delivering personalized experiences through data from Samsung's 

Galaxy and SmartThings user base. 

3. Positioning 

Positioning Statement: "The Samsung eMotion is the electric vehicle that naturally 

extends your digital life unifying your car, home, and devices into a single smart 

experience for forward-thinking urban commuters who are hungry for smart, 

sustainable innovation." 

As a natural outlet of the Samsung smart ecosystem, the Samsung eMotion will be 

marketed as a lifestyle EV. Samsung has a technology-driven strategy when it comes 

to EVs, emphasizing interconnectivity, user experience, and device harmony, rather 

than the likes of Tesla or Volkswagen (Sudirjo, 2023), which will pursue a purely 

automotive-centric strategy. 

Shoppers envision the Samsung eMotion as a mobility device as smart and multi-

functional as their phone, not merely as a vehicle. Its brand positioning is about 

convenience rather than complexity, experience rather than horsepower specification, 

and lifestyle integration rather than horsepower. 

By being compatible across other ecosystems, Samsung can position itself differently 

from companies like Tesla, which excel in performance and innovation. It stands out 

differently from conventional auto manufacturers as an innovator with no baggage 

from outdated production, which means that there is greater flexibility in the form of 

user-driven design, updates, and tech integration. 

Samsung has a solid platform to occupy a niche market: the smart mobility lifestyle 

segment (Park and Kim, 2020). Utilizing its rock-solid brand value, global reach, and 

in-depth understanding of customers, the eMotion is more than an electric vehicle; it 

is the extension of how people interact, move, and live. 
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3. Customer Personal Profile: Jordan Kim 

Demographic Characteristics: 

A UX designer at 34 years old, Jordan Kim, resides in Seattle, Washington. She is a 

graduate with a bachelor's in human-computer interaction and is an employee of a 

reputable IT company. Jordan resides in a city with a decent EV infrastructure and is 

immersed in people who understand modern technology and green lifestyles. 

Her yearly earnings of approximately $95,000 comfortably place her in the upper-

middle-class income range. Samsung's Galaxy ecosystem offerings (phone, tablet, 

and smartwatch), the SmartThings hub, and smart refrigerator are among her smart 

home appliances in her sleek home. Jordan is single, loves to travel, and is involved 

in local activity that involves city life and green tech. 

Psychographic Characteristics: 

Jordan is a digital native and an early adopter. She lives a simple, green existence 

and is committed to sustainability. Everything she chooses, from clothing and 

technology to other things in life, is done with purpose, with efficiency, aesthetics, and 

positive influence first being considered. 

She loves to be the first among her generation to experiment with new innovations, 

keeps track of technology blogs on a regular basis, and looks at product ratings while 

making a decision. She loves it when her virtual world is like a smoothly running app 

intelligent, interconnected, and intuitive and she knows that communication between 

her devices effortlessly is crucial. 

Jordan sees the Samsung electric vehicle as more than a mode of transportation. It's 

a declaration of her values cutting-edge design, eco-friendliness, and smart 

technology wrapped up together. Its place in her life streamlines her daily routine and 

gives it meaning, connecting with her phone, calendar, and even home. 
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4. Marketing Mix Strategy for Samsung eMotion  

1. Product: 

The Samsung eMotion is an electric vehicle of the future that seamlessly integrates 

with the consumer's digital way of life. It is a mobile-connected solution and not merely 

a means of transport. Advanced AI-driven driving capabilities (autonomous 

capabilities, real-time route optimization) will be one of the EV's features. 

• Bixby voice control and integration with Samsung wearables and smartphones. 

• The ability to be integrated with SmartThings so that you can control your home's 

heating or lights while in your car. 

• A fully digital cockpit, ambient lighting, and sophisticated OLED dashboard displays. 

• Samsung high-efficiency lithium-ion batteries with fast charging. 

• Solar panels on the roof for power backup. 

• Customizable user interface and over-the-air software updates. 

Its most prominent selling points are innovation, sustainability, and environmental 

friendliness through incorporation into an ecosystem (Xiong and Dai, 2023). The 

vehicle adds intelligence and convenience to everyday commuting and represents 

Samsung's luxury design philosophy. 

2. Price: 

Samsung will employ a value-based pricing approach to position the eMotion's high-

end features, technology, and user experience. Priced in the range of around $45,000 

to $60,000, depending on the model and customizations, the price will be comparable 

to mid- to high-end EVs like the Tesla Model 3 or Polestar 2. At a price range between 

$70,000 and $95,000, Samsung's eMotion luxury EV reaches the luxury EV consumer. 

AI-powered features, Samsung device integration, and a thrilling in-car tech 

experience are provided. VIP programs, special packages, and loyalty benefits add to 

its aspirational value. 
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Flexible financing options will be available. 

• Monthly payments through Samsung Finance plans. 

• Special offers or loyalty programs for current Samsung customers. 

• Packages within which a phone, a SmartThings subscription, and a vehicle are 

bundled together. 

• For Samsung's technology-oriented customer base, this approach makes sense 

because it guarantees the device to be aspirational but within reach. 

3. Promotion: 

Experiential and online marketing will be highlighted in the marketing strategy in an 

attempt to engage a tech-savvy market. Through future imagery and narratives, teaser 

television commercials on social media sites (Instagram, YouTube, TikTok, and X) are 

part of the main advertising campaigns. 

• Collaborations to provide unboxing-style vehicle reviews with EV YouTubers and 

tech influencers. 

• An online configurator that people are able to engage with, allowing them to create 

their own eMotion and see the intelligent features come alive. 

• Samsung cars with AR previews so you can preview the vehicle from home. 

Co-branded pop-up experience centers in prime cities and tech malls; events launched 

alongside existing Samsung Unpacked displays. 

"The Smart Car for a Smart Life" will be the core message of the campaign in 

connection with Samsung's lifestyle ecosystem. 

4. Place: 

Distribution will be via a hybrid approach, combining digital and physical channels:  
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• Direct-to-consumer digital purchases through Samsung's website and app, including 

home delivery and vehicle customization options. 

• Flagship experience showrooms in key cities that have a combination of a smart 

lifestyle gallery and showroom. 

• Samsung can be incorporated with ride-sharing infrastructure to provide trial 

experiences (e.g., "Test Drive in the City") and collaborate with current EV dealerships 

to provide test drives, service centers, and charging facilities. 

This groundbreaking, adaptive delivery model supports Samsung's digital-native 

vision while ensuring wide availability. 

5. Process: 

Samsung will create a simplified, tech-enabled purchasing process. The process from 

discovery through delivery will be as follows for the customer:  

• AI-powered product suggestions based on usage of current Samsung products. 

• AR/VR configurators for making immersive choices.  

• Instant approval for financing and online reservation.  

• Live online consultation with product specialists.  

• End-to-end tracking of manufacturing, shipping, and setup through the Samsung 

app. 

• Post-purchase online onboarding and support. 

Just as it is simple to purchase a smartphone or smart appliance, the entire experience 

puts effectiveness, personalization, and control in the user's hands. 

6. People: 

Trained by Samsung, a dedicated team of eMotion and smart mobility specialists will 

be responsible for both offline and online communication. They will: 
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• Conduct offline product demonstrations at Samsung events and retail stores. 

• Provide digital onboarding and ecosystem integration. 

• Provide technical support and advice on safe driving. 

• Act as a brand ambassador with profound industry knowledge in the consumer 

technology and automotive industries. 

To encourage user-driven innovation, the company can also establish an online 

community website whereby early adopters can exchange ideas, comments, and 

experiences. 

7. Physical Evidence: 

Although a tangible product, the eMotion brand experience is digital. Physical 

evidence comprises 

• Flagship stores as minimalist, intelligent environments with interactive potential. 

• The Samsung eMotion car itself, which is smart-enabled and has a futuristic design. 

• Branded key fobs, charging stations, and dashboard user interfaces. 

• Branded buyer welcome packs containing Samsung device-synchronizing 

equipment. 

• Visual consistency of the brand across all touchpoints, including websites, app user 

interfaces, and support sites. 

All digital and physical aspects of Samsung's brand emphasize the company's 

dedication to intelligent, sustainable living because of its emphasis on design 

excellence. 
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Conclusion 

In conclusion, Relying on Samsung's technical strength, ecosystem power, and 

worldwide brand credibility, the Samsung eMotion launch is a risk-taking but strategic 

brand extension. This electric vehicle gives Samsung a strategic entry into a fast-

growing market and a chance to address the changing demands of eco-aware, digitally 

born consumers as the world moves toward more sustainable and networked living. 

Samsung is able to provide a highly seamless experience by incorporating smart 

mobility into its current product world so that its customers can access their devices, 

homes (Butarbutar, Purnamasari and Safitri, 2023), and now their cars from a single 

platform. Apart from adding to Samsung's product range, the eMotion changes the 

nature of interaction with vehicles for customers and turns them into smart mobility 

centers. 

This essay has demonstrated how the eMotion puts Samsung ahead of established 

automakers as well as upstart tech firms, meets changing customer needs, and fits 

into Samsung brand principles. Samsung is able to set a new standard for electric 

vehicles in an experience optimized for the user, personalized marketing mix, and 

laser focus on the target consumer base. 
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