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Element 1: Brand Extension Poster Presentation

Ecosystem —

Introduction Brand Extension

Launch Samsung Smart Health Ecosystem
integrating:
. Wearables (Galaxy Watch)
. Al health monitoring app
J Smart home health devices
Real-time tracking of heart rate, sleep, and
fitness (Masoumian Hosseini et al., 2023).
Digital healthcare improves patient outcomes
and efficiency (Osipov and Skryl, 2021)

. Global leader in electronics and
innovation (smartphones,
wearables, Al).

Strong presence in loT and digital
health technologies (Samsung
2025)

Focus on sustainability, circular
economy, and digital wellbeing

Many consumers surveyed track health metrics and nutrition with wearable
devices—and appear willing to share that data to improve their wellbeing

T Brand Extension & Trends
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[ ) Global wearable shipments expected to reach around 440 million units by
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(Source: Deloitte 2024) Wearable market projected to grow from $35 billion (2020) to around $115
billion by 2028 (Deloitte Insights 2024)

v

Nearly 60% of households use wearable devices, with 87% tracking health
metrics daily (Deloitte, 2024)

39% consumers already use wearables (Deloitte Insights 2024)

Global wearable market growing rapidly due to health awareness (Statista,

e e mm l I 2026).
- . . . Digital health adoption accelerated post-COVID, with remote monitoring

and Al-driven healthcare rising rapidly (McKinsey 2024)

Market Value Trend of Wearable Healthcare from 2020 to
2029 (Source: Statista, 2025)

@ - Brand Extension & Sustainability

3 * Use of eco-friendly materials in devices (Ghosh et al., 2022)

Nﬂ[/ :__m - * Promotes preventive healthcare helps in reduces hospital

o burden
Energy-efficient products and reduced emissions strategy
2 " (Izu et al., 2024)
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Element 2: Develop a Segmentation, Targeting, Differentiation, and

Positioning (STDP) Analysis for the brand extension- Samsung

2.1 Segmentation

The target market for Samsung’ health ecosystem could be segmented through four different
dimensions according to STDP theory. This mainly includes geographic, demographic,

psychographic and behavioural variables.
2.1.1 Geographic Segmentation

Geographically, the brand needs to focus on technologically advanced as well as explicitly
focus on high-growth digital health markets. This mainly includes North America, East Asia,

Europe and other urban developing economies such as India.

Digital Health Market
Size, by Region, 2018 - 2030
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Figure 1: Global Digital Health Device Adoption and Market Size
(Source: Grandviewresearch 2025)

Such geographical regions demonstrate a strong smartphone penetration rate, increasing digital
health adoption as well as increasing consumer interest within the context of wearable

preventive wellness technologies (GSMA 2026; Grandviewresearch 2025).
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Figure 2: Global 5G network usage
(Source: GSMA 2026)

Whereas, individually, India represents a significantly important growth market. According to
recent industry data it has been evidenced that India’s wearable healthcare market was valued
at USD 1.04 billion which is project to grow to 4.2 billion USD by 2033 (Livemint 2025;
Globenewswire 2024). Among which the brand has already established its smartphone and
Galaxy ecosystems presence within these geographic regions that helping the organisation to
reduce market entry barriers as well as improve customer conversion opportunities (Samsung

2026).
2.1.2 Demographic Segmentation

Developing consideration from demographic perspectives Samsung should focus on the most
relevant segment such as urban professional aged between 25 to 45 years with specifically
middle and upper-middle-income customers. This is because such customer group possesses
of both the purchasing power and technological familiarity that is highly required for premium
health monitoring devices. This particular segment significantly prefers for productivity,
convenience and personal wellbeing. While the younger professionals also increasingly
adopting wearable technologies to track their sleep, fitness and productivity metrics

(Kyytsonen et al., 2023).

The second most important demographic for Samsun’s brand extension includes the middle-
aged adults aged between 40 to 60 years. This is because this customer segment remains more

likely to demand for health-monitoring solutions with a significant focus over preventive

healthcare and chronic disease engagement. Therefore, such demographic segment remains




highly relevant with the given rising global concerns around hypertension, cardiovascular risks
as well as sleeping disorder (Kollat, 2026). Such advanced health monitoring device of
Samsung would offer clinically relevant functions including heart rhythm monitoring and

blood pressure tracking (Deloitte Insights 2024).
2.1.3 Psychographic Segmentation

The psychographic segment of Samsung’s customers focuses on targeting those who
demonstrates potential health consciousness, technical literacy and self-optimisation lifestyle.
Such psychographic segment significantly values preventive healthcare, digital convenience
and proactive wellness solutions. Therefore, such customers are highly motivated through data-
driven insights which directly contributes towards their improved lifestyle choices, effective
stress management and monitoring long-term health outcomes (Coman et al., 2024). Moreover,
studies concerned with healthcare technology adoption shows that consumer motivation is
significantly linked with self-monitoring, developing personalised health development goals
and habit information, rather only considered fitness tracking (Izu et al., 2024; Ghosh et al.,

2022).
2.1.4 Behavioural Segmentation

Behaviourally, Samsung could focus on their most attractive segment that consists of their
existing customer ecosystem users. Specifically, customer those are using Galaxy smartphones,
or Galaxy Watches or any kind of SmartThings -driven home systems indicate towards a strong
ecosystem loyalty with repeated engagement behaviour. Therefore, the behavioural advantage
of such customer segment depends on ecosystem Lock-in in which existing users remains more

likely to extend their relationships with brand into adjacent product-service ecosystems.

2.2 Targeting

While targeting such consumer segment Samsung needs to adopt a differentiated targeting

strategy mainly focusing on two major target audiences.

While the primary audience includes the customers who are health conscious urban
professional aged 25 to 45 years. Such commercially attractive segments combines both
disposable income with frequent technology adoption and increased engagement with wearable

devices. This segment more likely to use the ecosystem for;

o fitness tracking




sleep optimisation
stress management
productivity and readiness scoring

wellness analytics

The secondary target audience for Samsung it needs to be target those middle-aged
professionals or customers along with ageing professionals with around 60 to 40 years require

for preventive healthcare monitoring.
2.3. Differentiation

The strongest differentiation of the new product extension of Samsung depends on ecosystem
integration combined with Al-driven healthcare intelligence. However, unlike many standalone
wearable brands the company could offer an interconnected systems while integrating the

below device’s potential;
Galaxy Watch
Galaxy Ring
Samsung Health app
smartphones
smart home health devices
Al-powered wellness analytics

This creates a seamless and unified health experience. According to Reuters (2024) it has been
claimed that Samsung has strategically intensified the health monitoring capabilities across
both its smartwatch and increasing product demands. Therefore, it reinforced their focus on
connected health experiences. Moreover, Samsung has been observed to differentiate itself

through the Al enabled predictive health insights (Wired 2024).

2.4. Positioning

Samsung should position this extension as a premium, intelligent, and preventive digital health

ecosystem. For this positioning Samsung could express it as;

“The tools are for health-conscious customers those are especially seeking for seamless and

intelligent wireless solutions, as Smart Health Ecosystem offers an Al -powered connected




healthcare experience that integrates wearables real-time health monitoring as well as

personalised lifestyle insights more effectively compared to any standalone fitness devices”

This positioning emphasises four important attributes:
premium innovation
preventive healthcare
ecosystem convenience
Al personalisation

Moreover, the major emphasis should be put on everyday health empowerment rather
developing medical dependency. Thus, making the product relevant for both the wellness

seekers consumers and adults seeking for early preventive care (Coman et al., 2024).




Element 3: Marketing Mix (4Ps)

3.1 Marketing Mix for Samsung Smart Health Ecosystem

The success of the product such as Samsung Smart Health Ecosystem significantly depends on
effective application of Marketing Mix strategies focusing on product development, pricing,
place (distribution) and promotion. According to Kotler and Keller’s 4Ps of marketing it
remains central towards delivering customer potential value as well as supporting brand
strategy (Singh and Jena, 2024). In this context Samsung’s extension into digital healthcare
ecosystem, each of these strategies needs to be effectively aligned with their brand’s premium

innovation positioning as well as ecosystem-based differentiation strategy (Mizrak, 2023).
3.2 Product Strategy

According to product element it remains the most critical component of the develop brand
extension. This is as it directly reflects towards the brand’s technological strengths as well as
its commitment towards innovation driven health solutions. Therefore, the Samsung Health
Ecosystem would directly be positioned as a hybrid product service ecosystem (Bulut and
Anderl, 2022). In other words, the product offering would need to include an integrated product

portfolio of;

Al-driven health analytics and recommendations
cloud-based data synchronisation

Galaxy Ring / wearable sensors

Galaxy Watch health devices

Samsung Health Al mobile application

smart home health-monitoring devices

Such product strategy significantly aligns with the concepts of augmented product theory, in
which customers mostly values extend beyond the core physical product into complementary
services or experiences (Indeed 2025). Therefore, the core product strategy would consider
developing of a preventive healthcare management as well as wellness optimisation. Whereas,
the actual product includes the wearable devices and tools along with the user-friendly
Samsung Health Platform. And the augmented product includes those technologically
advanced tools optimisation such as Al powered insights, cross-device compatibility, data

integration including warranty services with 24/7 customer support and health-data security.




Such ecosystem approach remains most effective in terms of offering alignment with increasing
demand for integrated digital health solutions and experiences. Moreover, industry evidences
also confirm the effectiveness of attractiveness of the brand extension where according to 39%
of global consumers already owing smartwatches to monitor their health (Deloitte Insights
2024). Such increasing demand becoming the primary drivers of usage beyond fitness tracking
product. Therefore, the product differentiation of Samsung should strongly focus on developing
features such as sleep core analysis, stress monitoring, energy scoring, ECH and heart-rate

alerts, blood pressure tracking and personalised wellness coaching.

This approach is highly supported by the recent Samsung product development strategy that
already focusing on developing Al-powered health monitoring across watches and smart rings
(Lee, 2024). Moreover, the product also needs to comply with sustainability parameters as it
would provide significant brand extension credibility. As according to Samsung sustainability
disclosures, it is confirmed that there seen an increased use of recycled material in product
development (Samsung 2025). Thus, it effectively supports environmental conscious consumer

preferences.

3.3 Pricing Strategy

Developing a strong pricing strategy for the brand extension of Samsung product remains
essential part as it shapes both market penetration as well as perceived brand value (Jain, 2023).
Therefore, focusing the new product of Samsung a premium skimming pricing strategy remains
the most appropriate during its launch. While through price skimming Samsung would focus
on launching at a relatively higher price with an aim to capture value from the early adopters
as well as technologically sophisticated consumers before gradually adjusting the pricings as

the market starts to mature (Majka, 2024).

Such skimming pricing strategy is directly aligned with the brand’s broader strategy for their
flagship products, specifically within the context of Galaxy ecosystem (Samsung 2025).
Therefore, the justification for considering a premium price for the product lies in the perceived

technological sophistication as well as ecosystem integration. For instance,

Galaxy Watch Ultra — premium price tier
Galaxy Ring — premium health device
subscription-free Al health app premium features

optional bundled ecosystem packages




Therefore, consumers within the primary target segment such as urban professionals including
middle income health-conscious users demonstrates less price sensitive in terms of when strong
value and innovation are evident (Akiogbe et al., 2025). Moreover, according to literature
studies it informs that premium pricing strategy positively reinforces a brand’s prestige,
innovation perceptions and quality signalling, specifically focusing on the technology products.
Moreover, Samsung could also implement a Tiered Pricing Strategy with the digital health
ecosystems (US, 2025). For instance, offering product and services through premium flagship
wearable package program, or mid-range Galaxy watch health devices, entry-level app-based
health subscription integration. Such approaches would enable smooth access across multiple

income segments while without diluting premium and brand perceptions among their users.
3.4 Place (Distribution) Strategy

The place strategy refers towards the context how brand extension would be distributed as well
as made accessible to targeted customers (Singh and Jena, 2024). In the context of Samsun
Health Ecosystem, it could consider an omni-channel distribution strategy (Guo and Keskin,
2023). Therefore, the place strategy of Samsung would integrate their official websites
including e-commerce retail platforms such as Amazon, Ebay or other global online partners.
While the brand’s global distribution infrastructure remains the most effective and strongest
competitive advantage (Samsung, 2025). Moreover, telecom stores, healthcare partnerships
and hospital or wellness clinic collaboration remains essential to leverage both direct and

indirect channels.

Direct Channels Indirect Channels

e Samsung website Electronics retailers
e Samsung Experience Stores e Pharmacies
e Samsung app ecosystem e Hospitals

e Insurance wellness programmes

Table 1: Direct and Indirect Distribution Channels

Such integration of omni-channel distribution mechanism remains important for health-related
technology products as it requires significant trust, accessibility as well as service support

(Moreira, 2023; Guo and Keskin, 2023).

3.5 Promotion Strategy




Promotional campaigns also remain central towards building potential awareness, trust and
drive adoption for the brand extension of Samsung. Therefore, developing promotional strategy
for Samsung Health Ecosystem an integrated marketing communication (IMC) strategy is most
essential (Harizi and Trebicka, 2023). This should combine digital advertising through social

media platforms such as TikTok, Instagram, Facebook, X (Twitter) and other renowned

platforms, optimising influencer marketing tactics, healthcare partnerships, experiential

demonstration and public relations campaigns (Harizi and Trebicka, 2023). Through optimising
such marketing techniques using IMC strategy, it would convey promotional messages such

as;

smarter preventive healthcare
Al-powered health insights
personalised wellbeing

connected living

Such promotional strategy reflects towards a Pull Promotional Strategy through which
Samsung would create consumer demand through promoting aspirational branding with
education driven campaigns (Corporatefinanceinstitute 2020). The campaign themes would
comprise promotional statements such as; “Your health, intelligently connected” or “Wellness
powered by AI” while supporting both awareness building as well as premium positioning

reinforcement.




Element 4: Reflection

The projected Samsung Smart Health Ecosystem presents a strategically coherent brand
extension which effectively leverages the brand’s existing technological competencies within
the product ranges such as smartphone, Al and IoT enabled smart devices and wearables. In
this reflection I have evaluated my experience and learning throughout the development of the
assignment task. Using Kolb’s Experiential Learning Cycle, it allowed me to reflect on my
learning through experience, reflection, conceptualisation and future action (De Almeida and

Nascimento, 2024).
4.1 Concrete Experience

The assignment engaged me in designing a brand extension strategy for a selected brand, for
which I selected Samsung while evaluating the product market trends, consumer insights and
branding theory into a coherent proposal. Through this assignment I engaged in preparing a
poster in element 1 and developing analytical components such as STDP and marketing mix in
further element 2 and 3 of this assignment. This experience required me to foster extensive
research into the wearable healthcare industry, sustainability as well as digital health innovation
of Samsung. Moreover, the experience of poster presentation further challenged my ability to

communicate complex marketing concepts through a visual infographic format.
4.2 Reflective Observation

Wile reflecting on the learning experiences throughout the three elements of this task, I have
recognised that the project significantly contributed towards enhancing my research, analytical
and communication skills. The strongest skill I identified during this task is my ability to
connect theoretical marketing frameworks with real-world market context and current market
data. Nevertheless, I also encountered challenges as I initially focused more on descriptive
content rather focusing on critical evaluation of the strategic alternatives. In the meantime, I
also realised the importance of visual hierarchy, presenting concise wording as well as audience

engagement in effectively delivering those marketing ideas for Samsung Health Ecosystem.

4.3 Abstract Conceptualisation

Overall, the experiences reinforced my understanding over the concepts that successful brand
extension significantly depends on creativity and maintaining strong alignment with consumer

behaviour, market trends, as well as brand equity theory. Moreover, the Kolb’s reflective




process in this element 4 I also developed understanding over the importance of transforming

experiences into conceptual knowledge (De Almeida and Nascimento, 2024). As a result,
through this assignment covering all the four elemental tasks I have developed a deeper
appreciation of strategic marketing planning, specifically acknowledging the importance of
frameworks such as STDP and marketing mix in terms of effective decision-making (Nordin
and Ravald, 2023). However, it also strengthened my confidence in applying academic

theoretical knowledge into practical industrial scenarios.
4.4 Active Experimentation

If T again get another chance to develop similar projects, I would therefore, improve my
approach while allocating more time for critical analysis, developing competitive
benchmarking and presentation rehearsals. Moreover, 1 also aim to focus on enhancing my
visual storytelling competencies with evidence-based synthesis (Isaacs et al., 2024). These
approaches would make my arguments more strong, credible and persuasive. From
professional perspectives, this entire experience has contributed towards polishing my strategic
thinking, research skills and presentation confidence all those are highly valuable for future

marketing or management career aspects (Indeed 2025).
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