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"PureAir" by Samsung

NEW BRAND DEVELOPMENT

Samsung PureAir is a new wearable device that has the capability
for the purification of the air and provides real-time information
regarding he health and environment. The product is an expansion
of Samsung's wellness technology. This integrates the detection
system for the pollutants in the air and filtering while also sensing
the quality of the air

HOW IS THE NEW BRAND ALIGNING WITH CUSTOMER TRENDS?

« There is an increase in health technology after the COVID-19 pandemic (Tilahun et al., 2021)
« In the urban cities, there is a growing pollution
« Increasing demands for the data driven health insights (Aljohani, 2025)

+ Demographic: People from 25- 40 living in <ot
urban regions + Soles Pramotion * Quolty
+ Psychographic: Health conscious and tech- + Advertising + Brnding
savvy consumers + PublicRelotons + Focloging
+ Behavioral: Travelers and daily commuters * Directmorteting * Seices
+ Geographic: Living in highly polluted + Warronties
areas.l
MARKETING MIX
«  Product Strategy: This will be segmented as a + Chomnes -
wearable premium technology that will integrate the + Morket coverage . W
HEPA-grade filtration. This will benefit the user + Assortment Pricng
providing a purified air. + Locaton * Alowances
*  Primary features includes selection of pollutants and © nertoy 14 Ao /o Discounts

filtration of the air.
+  Pricing Strategy: Value-based premium pricing
(Gutiérrez et al, 2024).

f CONCLUSION
Samsung PureAir positions itself as a leader in the wellness and

+ Tronsport + Poyment terms

innovation that can offer a better solution for the health concern
of the modern people related to the air pollution.
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