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[bookmark: _heading=h.3fpibsr5wn5z]Introduction
This portfolio features a well-known company releasing a new product via means of brand extension. Extensions of a company brand might include introducing fresh goods or services under an existing brand name. This approach outperforms competitors, increases revenue, and draws fresh customers (Chen, Liu and Gong, 2021).   Apple Inc., a global technological powerhouse well-known for its iPhone, iPad, MacBook, and Apple Watch, is included in this portfolio.
There will be several necessary elements in this portfolio.  It would first go over the idea and fit of this new product for Apple's brand. The target market and product marketing will next be ascertained by discussing segmentation, targeting, and positioning (STP). A complete customer profile including age, interests, and habits will be generated for the ideal product user.   Using the marketing mix (4Ps) will show distribution strategies, pricing, promotion, and product qualities.
This portfolio will provide a clear understanding of how Apple can successfully launch this brand extension by maintaining its strong brand identity and meeting customer expectations. By using strategic marketing frameworks and consumer insights, the portfolio will outline how the new product can enhance Apple’s market position and create long-term value for the company and its customers.



[bookmark: _heading=h.jubimfqf8hsi]A new brand extension for the organisation chosen for one of their product/services
Brand Extension for Apple Inc.: Introducing Apple Vision Fit
Apple Inc. is well-known for its premium goods, creative ideas, and brand loyalty.   Millions of people daily utilize Apple's iPhone, iPad, MacBook, and Apple Watch in an ecosystem (Wright and Keith, 2014). Apple products are known for their modern, minimalist designs emphasizing form and function. The firm makes significant investments in product aesthetics, generating aesthetically appealing gadgets that set it apart from competitors. Apple’s brand image is reinforced, and a perception of high quality is created through the design-centric approach.   Apple has a special opportunity to expand its product range with a fitness-oriented device as consumer awareness of health and wellness rises. The possible brand development is the Apple Vision Fit smart exercise band.
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Figure: Apple Vision Fit (Chen, Liu and Gong, 2021).   
Concept Overview
Beautiful and light-weight smart fitness band Apple Vision Fit logs health, fitness, and wellness. Vision Fit is a less expensive, fitness-specific substitute for Apple Watch for individuals who don't need a full smartwatch. Those who want to monitor their health and activities without purchasing an Apple Watch may find this gadget useful.
Apple Vision Fit will track exercises, heart rate, steps, sleep, oxygen levels. It will interface with Apple Health and iPhones, have a 7-day battery life, and be water-resistant. It will also match exercise goals to user performance and health (Paine, Byron and Higgins, 2023).
Why This Brand Extension Makes Sense
Managing brand development involves extending a brand to new items or product categories. This includes evaluating the extension’s fit with the existing brand identity and guaranteeing that it corresponds with the company’s values. Apple Vision Fit supports innovation, usability, and outstanding design to fit Apple's brand. Apple's growing focus on health and wellbeing is complemented by the capabilities of the Apple Watch and health app. Developing a strong brand reputation relates to the brand’s market worth and power. Consumer trust, loyalty, and the capacity to command premium pricing indicate strong brand equity.
The new Apple Vision Fit product category separates simple fitness trackers from complex smartwatches.  Users who desire a simple, fitness-first smartphone without applications or alerts would like it.  Apple can now directly compete with Fitbit, Xiaomi, and Samsung in the fitness band market with this new device.
Key Features of Apple Vision Fit
Many hues and sizes abound to suit different designs.
Display: a small OLED touch screen with simple metrics and alarm UI.
Seven days between charges define battery life.
  Health tracking: 
1.Distance, calorie burn, step count.
2.Ongoing heart rate monitoring.
3.Tracking sleep quality and smart alarms; spO2 sensor for blood oxygen levels.
Fitness Coaching: Personalized activity goals and AI-powered tips through the Apple Fitness+ service (Islam et al., 2015).
Compatible: runs well with Apple Health, iPhone, and iCloud.
Water Resistance: Water-based resistance makes swimming and aquatic workouts feasible.
Price: Not quite $149, less the Apple Watch.
Market Opportunity
Wearable fitness is becoming very popular globally. Smart and reasonably priced fitness bands are in demand as more people understand the benefits of keeping an active lifestyle and tracking their health. Apple's reliable products have won public trust, hence presenting a health-conscious product might draw both new and loyal consumers (Pal et al., 2019). Vision Fit is intended for non-smartwatch consumers who want to track health and activity.
Apple places a high value on offering an outstanding customer experience. Its retail locations, known as Apple Stores, provide a distinct and inviting environment in which customers can engage with goods and receive individualized advice. This hands-on approach improves the emotional bond that clients have with the business. Apple might potentially be able to compete with less expensive fitness trackers with this ability. Many customers choose smaller producers as the Apple Watch either costs too much or has too many features. Vision Fit might provide a simpler and less expensive Apple-like experience.
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Figure: Marketing Opportunity (Paine, Byron and Higgins, 2023).
Future Possibilities
Apple Vision Fit could develop into a whole range of products in due course.  Models could be customized for youngsters, elderly, or professional sportsmen with changed features and styles, for instance.  Apple may potentially launch subscription-based products linked to the Vision Fit that include virtual exercise coaching, dietary recommendations, or health reports.
Working with gyms or health insurance providers would help Apple Vision Fit be even more beneficial for consumers who keep active by providing discounts or rewards.  Vision Fit may be a steppingstone towards medical-grade wearable technologies as Apple keeps investigating health-related technology.
Apple Vision Fit is an interesting and rational brand extension for Apple Inc.  It fits very well into Apple's current environment, satisfies a rising desire for health-conscious technologies, and lets the business attract a larger clientele.  Apple has the ability to make Vision Fit a market leader in the smart fitness band sector with great brand awareness, trust, and design quality (Mitchell et al., 2018).  This new device complements Apple's long-term goal of enhancing the lives and health of its consumers by means of creative technology, therefore strengthening its position in the wearables industry.
[bookmark: _heading=h.98mf9l38592y]Segmentation, targeting and positioning for the new brand extension
To launch the Vision Fit, Apple needs understand its customers and how to contact them.  Follow the STP model: Segmentation, Targeting, Positioning. STP helps companies identify market segments, focus on them, and create brand recognition.   Apple Vision Fit marketing and customer needs will be advised by STP.
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Figure: Segmentation, targeting and positioning (Close and Kukar-Kinney, 2009).
1. Segmentation
Segmentation breaks apart the market into smaller pieces depending on shared characteristics.   Apple Vision Fit covers many market segments:
a. Separating demographics:

· Age: Mostly between eighteen and forty-five. This generation is technologically aware, health-conscious, and fascinated with fitness technology.
· Gender: Consumers span men and women. The product will offer everyone-friendly unisex styles and features.
· Income: medium to upper middle incomes. Though still a decent fitness band, it is less expensive than the Apple Watch.
· Occupation: Office employees, students, independent contractors, and medical professionals looking for monitoring of fitness and wellness.
b. Psychographic Segmentation
· Lifestyle: People who give health, wellness, and fitness first priority.   They desire to be active even while they are busy.
· Personality: driven, tech-savvy individuals who like modern, fashionable technologies (Sarvari, Ustundag, & Takci, 2016).
· Values:   Consumers demand smart living, reliability, and creativity.
c. Behavioural Segmentation
· Use: Regular users of smart devices and fitness apps.
· Desired Benefits: Apple quality, simple, exact health monitoring, and simplicity (Sinha and Uniyal, 2004).
· Loyalty Status: Apple fans or buyers of iPhones or other Apple products.
2. Targeting
Target categories for Apple Vision Fit mostly consist in:
The main target demographic is young professionals (20–35) in urban areas using Apple products such iPhones and AirPods.  
· They want a fitness tool instead of a smartwatch as it's less expensive (Malhotra, Sivakumar and Zhu, 2009).
· They embrace new technologies, actively utilize social media, and give design and simplicity first priority.
Secondary Target Segment:
Vision Fit's primary fitness features appeal to students and university visitors with minimal means, it is preferred over Apple Watch.
Tertiary Target Segment:
• Older folks (40–55) are more health conscious and hence desire a simple, focused activity tracker.  Targeting these groups will help Apple to appeal to this crowd, who may not care about apps or notifications.
• Apple can reach more individuals than simply those who can afford a full-featured Apple Watch.   
3. Positioning
Positioning is the way a consumer views a product in relation to competitors.   With Apple's quality and clever features, the Vision Fit could be marketed as a premium, reasonably priced fitness band.
Key Positioning Elements:
· Vision Fit strengthens Apple’s ecosystem. The more devices a person owns from Apple, the more valuable each product becomes due to their integration and smooth functioning together.
· Apple One fitness band that really stands out with great integration with iOS, Apple Health, and iCloud is Vision Fit. Unlike Fitbit or Xiaomi (Schmalensee, 2016), this will deliver consumers a seamless experience across devices.
· Apple's straightforward design and high-quality materials help to define its brand value. Vision Fit will keep this legacy by designing elegant, cozy wearables that accentuate users' tastes.
· Vision Fit is a reasonably priced alternative for those looking for Apple's great fitness tracker without a premium pricing. This widens Apple's market (Wang, 2013).
· Apple Vision Fit stresses simplicity and health over wristwatch features.
· Vision Fit improves the ecosystem connectedness of Apple.   Apple devices are more worth the more you have as they mix and cooperate perfectly.
[bookmark: _heading=h.xt5y3wjyjyyk]A detailed customer personal profile for the new brand extension
Customer Persona for Apple Vision Fit
The introduction and marketing of Apple Vision Fit rely on a complete user profile.   This profile enables the company to pinpoint the perfect customer, their interests and behavior, and how best to interact with them.
Below is a fictional representation of a typical Apple Vision Fit user, based on market research.
· Customer: Ayesha Rahman 
· Age: 26 
· Gender: Female 
· Occupation: Marketing Executive at Digital Agency 
· Location: Dhaka, Bangladesh (urban area) 
· Marital Status: Single 
· Income: Mid-level (BDT 70,000-90,000)
· Education: Bachelor's degree in business administration
· Tech Savvy: High (owns iPhone, MacBook Air, and utilizes apps everyday)
Demographic Profile
Age and Life Stage:
Ayesha comes from the millennial generation.  At 26 she is young, vibrant, and career-oriented.  As she develops her work and personal life, she actively searches tools and items to support her busy existence.
Occupation and Income:
Her job and salary are full-time at a creative digital marketing company.  At work she has to be connected, orderly, and trend-savvy.  With a small but constant income, Ayesha is ready to spend on items that add value to her life depending on her interests and lifestyle.
Education:
Ayesha is technologically savvy, fluent in English, and adept at reading product manuals, feature evaluation before to purchase.  She looks at reliable, forward-looking items
Geography:
Ayesha's position in Dhaka exposes her to worldwide trends, fitness classes, cafés, gyms, and a culture that values health. Early consumers of tech-based health solutions are people like her.
Psychographic Profile
Lifestyle:
Ayesha has an active, fascinating life.  She deftly handles self-care, fitness, social events, and business.  Her disciplined workweek fits both morning jogs and late yoga.  She likes clever devices and apps for tracking fitness.
She enjoys experimenting with new fitness and technological trends.  On weekends she visits healthy cafés with friends and attends wellness activities. 
Personality Traits:
Ayesha is well-known for her organization, self- drive, and ambition.  Her love is structure and goals for her life both personally and professionally.  She notes water and sleep and has an extensive digital calendar.  She has a development mentality and is always becoming better.
Values and Beliefs:
Among her principles and beliefs is a balanced, healthy way of living.  To her time, efficiency, and health are important.  Ayesha supports environmentally friendly businesses with social conscience.  She likes companies with simple transactions and decent service.
Technology Behavior:
Ayesha finds everyday technological comfort quite easy.  She tracks fitness, answers emails, plans meetings, and listens to health podcasts on her iPhone.  She daily uses Apple Music, Apple Health, and iCloud. 
Buying Motivations:
· Ayesha seeks a simple solution for tracking health and fitness.
· Seeks seamless connection with current Apple devices for ease.
· She prefers fashionable, professional materials for both workplace and gym wear (Close and Kukar-Kinney, 2009).
· She views Apple Vision Fit as a cost-effective alternative to the Apple Watch because to her price sensitivity.
Challenges or Pain Points:
· For Ayesha, several smartwatches are too pricey or feature-heavy for her basic fitness requirements.
· She loves lightweight, comfy, and user-friendly devices over big ones.
· She wants precise health data without overwhelming alerts.
What She Wants from Apple Vision Fit
· Premium Apple quality at affordable prices.
· Tracking fitness and wellness efforts with progress reports and health suggestions.
· Long enough battery life to avoid daily charging.
· Stylish design for her lifestyle and clothing.
· Compatible with iPhone and Apple Health app.
· Personalization options include band color, goal settings, and reminders.
[bookmark: _heading=h.y4nwjrt4jc2v]Marketing mix strategies for the new brand extension (4Ps/7Ps)

[image: The Marketing Mix: Build a Complete Strategy With the 7Ps | BBR Network]
Figure: The 7Ps Marketing Mix (Saidani and Sudiarditha, 2019).  
1. Product
Apple Vision Fit is a lightweight, fashionable, and cheap fitness band for those who want to monitor their health and keep active without a smartwatch (Helm and Gritsch, 2013). This small, contemporary wearable gadget focuses on fundamental fitness features like:
· Heart rate monitoring 
· Step counting 
· Sleep tracking 
· Calorie burn estimation 
· Workout detection 
· Apple Health app integration 
· Water resistance 
· Long battery life (5-7 days) 
· Multiple strap colors and styles
2. Price
Apple is always a premium brand; Vision Fit will have more variable prices.   Making the product reasonably priced and elegant for younger, frugal consumers is the aim.
Pricing Strategy:
· The product will be priced competitively (e.g., $99-$129) to attract a diverse user base, particularly students and young professionals.
· Psychological Pricing: Using prices below whole numbers (e.g., $129.99) to make products seem more inexpensive (Ellickson and Misra, 2008).
· Value-Based Pricing: Aligned with the quality and experience of utilizing the product inside the Apple ecosystem.
3. Place
Apple Retail Stores: Customers may try the product and get personalized advice.
· The Apple Online Store offers direct sales with customization choices and AppleCare.
· Authorized resellers: Electronics and fitness shops that offer Apple devices.
· E-commerce platforms: Amazon, Best Buy, and local websites in several countries.
· Apple's premium customer experience is maintained via consistent branding and service quality across all distribution channels.
4. Promotion
Apple promotes its goods using stylish, emotive ads that emphasize lifestyle advantages over technical characteristics. Vision Fit's campaign will include:
· Launch Event: Apple Keynote or fitness-themed opening.
· Social Media Campaigns: Influencer collaborations, Instagram reels, and TikTok training shows with Vision Fit.
· TV and Online Ads: Visually appealing ads demonstrating Vision Fit's relevance in daily life.
· Student Discounts: University and online learning platform promotions.
· Fitness Challenges: Partnering with Nike Run Club and Apple Fitness+ for goal-oriented rewards.
5. People
Apple provides good customer service.  Everyone from Genius Bar workers to online support teams is educated to provide outstanding service.
· Vision Fit will prioritize well-trained sales professionals who can clearly communicate its advantages.
· Skilled customer support teams in health monitoring and fitness integration.
· Vision Fit is promoted by brand ambassadors and influencers who include it into their healthy lifestyle (Dwivedi et al., 2020).
· Apple's people approach prioritizes experience, professionalism, and empathy for first-time smart fitness device customers.
6. Process
· Apple excels in efficient product delivery and customer service operations.  Apple promises a simple setup and synchronization procedure for Vision Fit utilizing the iPhone and Apple Health.
·  Easy return and replacement policy with AppleCare.
·  Prompt online and in-store shopping with customisation choices.
·  Seamless software upgrades for improved functionality and bug fixes.
7. Physical Evidence
· Apple Vision Fit is a physical product, but physical evidence in services marketing encompasses branding, packaging, and retail atmosphere.  Apple will prioritize clean, simple, and recyclable packaging to align with their environmental aims.
· Apple's product design emphasizes quality and attention to detail.
· Apple Stores and online provide premium experiences, boosting brand trust. 
· Stores will showcase Apple Vision Fit in display models and demo devices for people to try before purchasing.


[bookmark: _heading=h.cxzbg6wjaib1]Conclusion
The portfolio demonstrated how Apple Vision Fit, a natural expansion of Apple's product line, meets the needs of young professionals, students, and health-conscious consumers looking for a trustworthy fitness tracker that connects with Apple devices.   They showed how Apple's brand extension gives them an advantage in the growing health and wellness sector.
Through segmentation, targeting, and positioning, Apple can focus on the right customers. The customer profile exposed values of the target population and how Apple Vision match may match their daily lives. At last, the 7Ps marketing mix was used to produce a product launch and promotion strategy (Saidani and Sudiarditha, 2019).   This included organizing consumer service, delivery, brand experience, pricing, selling tactics, product features, and advertising campaigns.   Apple Vision Fit supports Apple's image as a creative, customer-oriented company and meets market demands (Li et al., 2021).
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