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[bookmark: _Toc226217789]Element 2: STDP analysis 
For Apple’s extension, detailed analysis for market segmentation, targeting, differentiation, and positioning strategies is discussed below using the STDP analysis. 
2.1 Segmentation 
Market segmentation, as per Das and Nayak, (2022), refers to the division of a large market into small customer segments, the most appropriate customer base for a brand. Different subcategories, including demographic, psychographic, geographic, and behavioural, are the segmentation strategies used by organisations. For Apple’s extension, these segmentation strategies will be followed to evaluate the suitable market segments for the new launch of the smart health band.
Demographic segmentation
Demographic segmentation refers to the strategy that helps organisations to divide customer segments based on their gender, age, income, and education (Wigayha et al. 2025). By using this particular segmentation strategy, appropriate customer segments for Apple’s extension can be selected based on its features and benefits. Utilising the segmentation strategy, customers aged between 25 and 45 would be the primary segment, and the age group of 46 to 60 would be the secondary segment. 
Psychographic segmentation 
Psychographic segmentation refers to the division of customer segments based on their interest, attitude, values, and other psychological traits (Wardana et al. 2023). For launching Apple’s new smart health band for extension, this particular segmentation strategy will be highly beneficial in determining different types of preferences of different types of customer groups. This can further enable the brand to select the appropriate customer groups, which will match their personality traits with the features and characteristics of the new product.
Geographic segmentation 
Geographic segmentation, in the opinion of Griva et al. (2024), is considered the division of customers based on their country, living area, city, and climate. This segmentation strategy will be beneficial for Apple's new smart health band, as it will help the brand to understand the preferences of customers from different regions and climates. As a result, the brand will be able to find the most required geography regions and markets to launch the new product. Using the strategy, the primary markets for the launch of Apple’s extension would be the US, Japan, Germany, and the UK. 
Behavioural segmentation 
Behavioural segmentation is the strategy to divide customer groups based on their purchasing behaviours, patterns, and habits of interactions with other brands (Alves Gomes and Meisen, 2023). Implementing the segmentation strategy will enable Apple to analyse different types of purchasing behaviour of different customer groups, which can further help to select the right individuals as the target market for the new product called Apple Health Pro. 
2.2 Targeting 
Targeting in segmentation refers to the strategy to evaluate the most appropriate target market for a brand, a specific product or service (Luthfiandana et al. 2024). The proposed extension of Apple, called Apple Health Pro, requires a targeting strategy for a successful launch. The brand can use a differentiated targeting strategy to consider young professionals, wellness-focused tech enthusiasts, and urban customers who are adopting preventive health, as well as existing Apple users, as the target customer segments. Additionally, individuals of the middle and upper-middle income group can be the most suitable target market for Apple's new smart health band. The selected target market is considered best for Apple’s new smart health band due to the value of the individuals for high convenience, health integration, and status. Apart from that, the primary target market aged between 25 and 45 will be appropriate as they are easier to acquire than other groups. Moreover, these target individuals are most likely to purchase both the device and subscription at a time, which can further contribute to increasing the revenue of the brand. Thus, the differentiated targeting strategy will be the most suitable technique for Apple's extension due to its ability to encourage customisation based on the different needs of users without disrupting brand consistency. 
2.3 Differentiation
Differentiation refers to the strategy used by organisations to distinguish a particular product or service from the market competitors (Noor et al. 2025). For Apple's proposed extension, the product will be differentiated from the competitors due to its AI-powered personalisation, which will allow tailored recommendations for mental and physical well-being. Also, the emotional and lifestyle branding for the proposed extension will promote health empowerment and wellness, along with a premium user experience. Sustainability is also considered a pillar for the distinction of the smart health band. The product will be developed using recycled and low-impact materials, aligning with sustainability and environmental responsibilities, distinguishing the product from its rivals. 
2.4 Positioning 
Positioning is considered the strategy used by organisations to develop a positive perception among consumers regarding a particular product or service to secure a strong position in the market (Hossain et al. 2024). 
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Figure 1: Positioning map
(Source: Self-created)
Based on the positioning map, Apple’s extension, Apple Health Pro, will be placed in the high price, high quality category due to the premium experience and price range of the health band. Samsung is considered one of the major competitors of the brand, which belongs to the high-quality, low-price category due to its competitive price range. Additionally, Garmin Ltd. belongs to the low-quality, high-price category, and will also be a competitor of Apple’s new product; however, Apple will differentiate itself from the competition due to its comparatively high-quality product. Moreover, FitBit is considered from the category of low price, low quality due to its comparatively low quality products, which will help Apple to distinguish its new smart health band. 
[bookmark: _Toc226217790]Element 3: Marketing Mix 
Marketing mix, often considered the 4P marketing mix, is a strategic framework that enables organisations to establish and sell their products efficiently (Yusuf and Matiin, 2022). The framework includes components like product, price, place, and promotion, which help brands to strategise their product positioning. For Apple's proposed extension of the smart health band, the 4P marketing mix is considered highly beneficial for its entire marketing plan. 
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Figure 2: 4P marketing mix
(Source: epsilon, 2026)

	Product
	Price 
	Place 
	Promotion

	· Innovative and tech-savvy features
· [bookmark: _GoBack]AI-powered monitoring and subscription services 
· Sustainable packaging and recycled material usage 
	· Premium pricing strategy 
· Subscription-based pricing 
	· Omnichannel distribution strategy
· Physical and digital Apple stores for selling the new product
	· Integrated marketing communication 
· Digital campaigns
· Influencer marketing strategy



Table 1: 4P marketing mix for Apple Health Pro
(Source: Self-created)
3.1 Product
Product in marketing mix refers to the goods offered by brands to their customers by emphasising innovative features, exceptional design, and high packaging quality (Lim, 2023). For the new product, Apple’s smart health band called “Apple Health Pro”, highly innovative and tech-savvy features will be emphasised. The product will be developed in such a manner as to offer AI-powered monitoring services and subscription-based premium features to customers. Apart from that, mental health well-being recommendations and wellness support will also be ensured by the product. Modern technologies, including AI and automation, will be used to develop the product with innovative features. BMR measurement and nutrition tracking will also be ensured by the smart health band. In addition to this, Apple’s proposed extension will consist of biometric lock features to ensure the data security of customers, as well as tailored recommendations based on the different needs of different types of customers. Moreover, the product will be developed using recycled and sustainable materials to ensure waste reduction and a low impact on the environment. These seamless digital features of Apple’s new product will significantly contribute to the development of a premium user experience. Apart from this, the utilisation of sustainable and ethically sourced materials will contribute to the development of a sustainable brand reputation of Apple by ensuring the fulfillment of its environmental responsibilities and the achievement of sustainability goals. For the launch of the new product, Kotler’s 3 levels of products will be used to represent the core benefits, i.e., significant health control and mental well-being. As per the theory, the product Apple Health Pro will also offer augmented benefits such as subscription-based premium experience, warranty, and updates. 
3.2 Price
Pricing in the marketing mix refers to the strategy to assign value to a particular product, considering production expenses, pricing of competitors, and perceived value of customers (Wichmann et al. 2022). For Apple's new smart health band, a premium pricing strategy will be utilised. Through a premium pricing strategy, brands are able to uplift the premium brand perception and equity (Subrahmanyam and Arif, 2022). The high-tech and smart features of the proposed extension, Apple Health Pro, will justify the premium pricing change of the product. Moreover, a subscription-based pricing strategy will also be used by Apple to provide tailored recommendations through its health band. These pricing strategies will help to generate a significant amount of revenue from Apple’s new product. Moreover, the technology organisation will be able to develop a higher perceived value among its target audiences through the representation of premium features of the product using a premium pricing range. As a result, the organisation will be able to add value to the spending of customers.
3.3 Place 
Place in the marketing mix, according to Pitri et al. (2025), refers to the strategies considered by organisations for the distribution of their products across different channels. In the context of Apple’s proposed extension called Apple Health Pro, the organisation will prioritise an omnichannel distribution strategy to use both digital and physical channels for sales. Physical and digital Apple stores will be used as crucial channels for distribution of the new health band. Apart from this, the official website of Apple will be used to sell the products to its customers. Moreover, various electronics partners and e-commerce platforms will be considered for the distribution channels for Apple's smart health band. Health tech retailers and corporate wellness partnerships will be considered by Apple to sell its new smart health band. The utilisation of both physical and digital channels will enable the brand to effectively control its entire distribution strategy and ensure a consistent brand experience for its target customers by ensuring the availability of the products. Also, the omnichannel distribution strategy will be highly convenient for customers, which can further contribute to the development of a strong trust among the target customers of Apple. 
3.4 Promotion
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Figure 3: Integrated Marketing Communication
(Source: medium, 2025)
Promotion in marketing is considered an important aspect for developing significant recognition of a brand’s specific product or service (Bezhovski, 2025). For Apple's proposed extension of the smart health band, the Integrated Marketing Communication will be used for effective promotions through digital channels. Integrated Marketing Communication approach enables organisations to use different marketing channels to ensure a consistent brand message among consumers (Rehman et al. 2022). Apple will consider different digital channels like Instagram, YouTube, Twitter, TikTok, and others to promote its new product called Apple Health Pro through attractive advertisements and video content. Apart from this, the organisation will emphasize the development of attractive campaigns and promotional themes based on the innovative and high tech features of the new smart health band. Moreover, different strategies like influencer marketing, storytelling, PR, and store demonstrations will be considered by Apple to promote and market its new product called Apple Health Pro. These promotional strategies will help Apple to foster a positive perception regarding its new smart health band among its target customers, to further increase the product recognition. 
[bookmark: _Toc226217791]Element 4: Reflection 
The entire experience of doing the assignment on marketing management was highly beneficial for me due to the vast amount of knowledge I have gathered from the overall experience. I started the project by selecting a company to develop the brand extension and evaluating customer needs to understand the market trends. I considered the technology company named Apple with a proposed extension of a smart health band called Apple Health Pro. Initially, I felt quite anxious as well as excited about participating in such an assignment. However, gradually, I became confident after being able to research the required information and gain vast knowledge. Thus, I analysed that my strong research skills helped me a lot during conducting the assignment to find efficient information and complete the task within the stipulated time. 
From the overall evaluation of my entire experience during conducting the assignment, it can be considered that my strengths are critical thinking and decision-making. While structuring the poster, I was able to simplify the complex ideas due to my strong critical thinking skills. Apart from that, I was able to structure the assignment efficiently and complete the entire project within the given time due to my strong decision-making skills, which helped me to select the appropriate methods in frameworks to conduct the entire assignment quickly to further avoid time management issues. Also, while conducting the assignment, I have gained different skills, like project management as well as presentation skills. Moreover, my strong decision-making skills also enabled me to select the appropriate customer segment for Apple’s new health band based on its innovative and technology-driven features. This further assisted me in developing a strategy to balance the appeal of the new product for both investors and customers while preparing the poster. 
Apart from this, I have also analysed that I lacked several areas during conducting the assignment due to my weak problem-solving skills and resilience. I faced difficulties while aligning the required information of the project with the frameworks, and I was unable to resolve the challenges shortly due to my lack of ability to withstand sudden challenges. Thus, I analysed that my problem-solving skills are not efficient, which I need to develop further. Also, I got anxious while facing these challenges, which represents my lack of resilience. Therefore, I understood that I need to focus on the improvement of these weak skills to further develop my ability to conduct future tasks more accurately. 
I will take strategic actions to improve my weak skills of problem-solving and resilience. I will join online courses to learn different methods of problem-solving and being resilient in a challenging environment. Also, I will make future improvements in my future project by deeply using consumer data and benchmarking stronger rivals. 
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