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[bookmark: _Toc953388944][bookmark: _Toc622771849]Introduction
This assignment focuses on developing a marketing strategy for the Samsung Smart Ecosystem as a brand extension (Samsung uk, 2026). The aim is to understand how Samsung creates value by connecting its devices into one integrated system rather than focusing only on individual products. This reflects a wider shift in marketing, where companies compete through customer experience, connectivity, and long-term value creation (Kotler, 2020; Verhoef et al., 2021).
The Samsung Smart Ecosystem links devices such as smartphones, smart TVs, wearables, and home appliances through platforms like SmartThings (Samsung, 2025). This supports convenience and smart living, while also contributing to broader goals such as health and wellbeing (SDG 3) and reducing inequalities through accessibility (SDG 10) (Asi and Williams, 2018; Wang, 2025).
This portfolio applies STDP analysis and the marketing mix to evaluate the strategy and compare it with competitors such as Apple (Kotler and Keller, 2021). It also reflects on my own learning, including strengths and weaknesses in my presentation and time management.

[bookmark: _Toc1460405025][bookmark: _Toc1084683828]Element 2: STDP Analysis
[bookmark: _Toc1203366392][bookmark: _Toc608069979]Segmentation
Segmentation is important because it allows the company to focus on the most relevant target areas rather than trying to target everyone at once. Consumers use technology differently, so dividing the market helps create a more effective strategy (Mammadova and Mammadov, 2025)
From a geographic perspective, the main markets for the Samsung Smart Ecosystem include developed regions such as the UK, Europe, and the United States, where smart technology adoption is already high. These areas benefit from strong digital infrastructure, high internet access, and widespread use of connected devices, which makes it easier for customers to adopt an ecosystem (United Nations, 2015). 
However, Asia is also very important because Samsung smartphones are highly popular in this region (Encyclopedia Britannica, 2026). This gives Samsung a strong advantage, as customers are already familiar with the brand. Emerging markets also offer future growth, although adoption may be slower due to affordability and infrastructure (Grand View Research, 2022).
Demographically, the key group includes adults aged 25–60, mainly professionals and families. This group is more likely to afford multiple devices and values convenience and efficiency (Kotler and Keller, 2021). Compared to younger users, they are more focused on practicality, such as saving time and improving daily routines, rather than entertainment. This makes them more suitable for a connected ecosystem that supports everyday living. 
From a psychographic perspective, the most relevant customers are those who value convenience, efficiency, and smart living. These individuals are interested in technology that fits into their lifestyle and simplifies everyday tasks. Chaffey and Ellis-Chadwick (2019) suggest that modern consumers are increasingly motivated by ease of use and time-saving benefits, which aligns with the ecosystem’s purpose (Chaffey and Ellis-Chadwick, 2019).
Behaviourally, the strongest segment includes existing users of smart devices such as smartphones, smart TVs, and wearables. These customers are already familiar with digital technology and are more likely to adopt a connected system. However, not all users want to commit to a full ecosystem. Some prefer flexibility and may not want to rely on one brand for all their devices (Chaffey and Ellis-Chadwick, 2019). This creates a challenge for Samsung, as it must clearly demonstrate value without making users feel restricted. Overall, segmentation shows that while there is strong potential for the ecosystem, adoption depends on both willingness and ability to engage with multiple devices.

[bookmark: _Toc1601455138][bookmark: _Toc977927804]Targeting
Samsung uses a differentiated targeting strategy, focusing on multiple segments while prioritising those most likely to adopt the ecosystem. The primary target is existing Samsung users, as they are more likely to adopt additional devices, increasing loyalty (Sarjono et al., 2025). These customers are already familiar with the brand, making them more likely to purchase additional products. This reduces switching costs and increases the likelihood of long-term loyalty. It also allows Samsung to build on its existing customer base rather than relying entirely on new users (Sarjono et al., 2025).
The secondary target group includes families and professionals who are interested in smart home solutions. These customers value convenience, automation, and efficiency in their daily lives. For example, the ability to control multiple devices through one platform can simplify routines, which is particularly useful for busy households. Another important segment includes users who want smart technology but do not want to be locked into a closed system (Sarjono et al., 2025).
This is where Samsung can compete directly with Apple. Apple’s ecosystem is highly integrated but also restrictive, encouraging users to stay within Apple devices (Apple, 2026). In contrast, Samsung offers more flexibility and compatibility with other brands, which may appeal to users who want more control over their choices. However, this broad targeting strategy also creates a challenge. While it increases market reach, it may weaken brand identity. Kapferer (2012) argues that strong brands require clear and focused positioning. Apple’s more selective approach strengthens its premium image, whereas Samsung risks becoming too broad if it targets too many segments (Apple, 2026). Therefore, Samsung must balance accessibility with maintaining a consistent brand identity (Kapferer, 2012).

[bookmark: _Toc1546806168][bookmark: _Toc1325446426]Differentiation
Samsung differentiates its Smart Ecosystem through product range, flexibility, and accessibility. Firstly, Samsung has a wide product portfolio, including smartphones, TVs, home appliances, and wearables. This allows it to offer a complete ecosystem, a strong advantage over competitors with more limited product ranges (Boscari, 2023). Secondly, Samsung’s ecosystem is more open than its competitors. It allows compatibility with other brands, which reduces barriers to entry and makes it easier for customers to adopt the system.
However, this openness also creates a weakness. Porter (1985) explains that competitive advantage often involves trade-offs. In this case, flexibility may reduce consistency. If devices from different brands do not integrate smoothly, the overall user experience may be affected. In comparison, Apple’s ecosystem is more controlled and integrated, often resulting in a smoother experience and stronger customer loyalty. This highlights a key strategic tension. Samsung offers flexibility and a wider choice, while Apple offers consistency and control.
Therefore, Samsung’s differentiation is strong, but it must ensure that flexibility does not reduce reliability.
[bookmark: _Toc782033287][bookmark: _Toc212757448]Positioning
The ecosystem aims to improve everyday life by connecting devices into one system. This reflects changing consumer behaviour, where customers value experiences rather than individual products (Verhoef et al., 2021). However, positioning depends on customer perception. If the ecosystem does not perform consistently, its credibility may be weakened. This is where Apple becomes a key competitor. Apple positions its ecosystem as premium, secure, and seamless. If Samsung is seen as less reliable, it may struggle to compete at the same level, even if it offers more flexibility.
Therefore, Samsung’s positioning is strong but depends on consistent delivery. The ecosystem must be accessible and flexible, while also being reliable and easy to use.


[bookmark: _Toc305930558][bookmark: _Toc382346472]Element 3: Marketing Mix (7Ps) 
[bookmark: _Toc1904265689][bookmark: _Toc896512606]Product
The Samsung Smart Ecosystem is not a single product but a system of interconnected devices, including smartphones, smart TVs, wearables, and home appliances. Its main value comes from integration, as users can control multiple devices through one platform. This reflects a shift in marketing from individual products to connected experiences (Verhoef et al., 2021). This approach supports long-term customer engagement. Once users invest in several Samsung devices, they are more likely to remain within the ecosystem, which increases customer lifetime value. However, this also creates a dependency on system performance. If one device fails or integration is not seamless, it can affect the overall experience.
Critically, this creates a high-risk, high-reward strategy. A well-functioning ecosystem strengthens loyalty, but any failure can quickly damage trust. In comparison, Apple’s ecosystem is known for strong integration and reliability, which gives it a competitive advantage. Therefore, Samsung must ensure that its ecosystem delivers consistent performance across all devices.
[bookmark: _Toc108436038][bookmark: _Toc1657905877]Price
Samsung uses a tiered pricing strategy, offering products across different price levels. This allows the company to reach a wider audience and makes the ecosystem more accessible compared to Apple, which focuses mainly on premium pricing (Kotler and Keller, 2021). This strategy supports market expansion by allowing customers to enter the ecosystem at different points. For example, a customer may begin with a mid-range smartphone and later add other devices. This increases the likelihood of long-term engagement. However, this approach also creates a challenge. A wide pricing structure may reduce the perception of exclusivity (Armstrong et al., 2020). Apple benefits from a strong premium image, which allows it to maintain high margins and brand prestige. Samsung, on the other hand, must balance affordability with perceived quality.
From a critical perspective, while Samsung’s pricing strategy increases accessibility, it may weaken its position in the premium segment. Therefore, the company must ensure that its high-end products continue to reflect innovation and quality to remain competitive.
[bookmark: _Toc240271833][bookmark: _Toc1508323497]Place
Samsung has a strong global distribution network, including online platforms, physical retail stores, and partnerships with telecom providers. This wide availability increases accessibility and supports global reach (Armstrong et al., 2020). This is particularly important for an ecosystem strategy, as customers need access to multiple products over time. The ability to purchase devices through different channels supports the gradual adoption of the ecosystem. However, place is not only about availability. It is also about customer experience. If customers do not understand how the ecosystem works when they visit stores or online platforms, they may not see its value. This highlights a key limitation in Samsung’s strategy.
In comparison, Apple stores are designed to provide a clear and consistent experience, where customers can see how devices work together. This strengthens understanding and encourages adoption.
Therefore, Samsung must ensure that its distribution strategy also focuses on education and demonstration, not just product availability.
[bookmark: _Toc850246784][bookmark: _Toc324800635]Promotion
Samsung uses a combination of digital marketing, advertising, and social media to promote its products (Chaffey and Ellis-Chadwick, 2019). These channels are effective because the target audience is already digitally engaged. However, promoting an ecosystem is more complex than promoting a single product. Customers may not immediately understand how different devices connect or why that matters. If communication is unclear, the value of the ecosystem may not be fully recognised.
Therefore, Samsung’s promotional strategy should focus on real-life use cases. For example, showing how smart devices can improve daily routines or save time is more effective than focusing on technical features. In comparison, Apple often uses simple and clear messaging that focuses on user experience. This makes its communication more accessible and easier to understand. Critically, Samsung must simplify its messaging and clearly demonstrate the benefits of the ecosystem to encourage adoption.
[bookmark: _Toc1218194418][bookmark: _Toc1640826530]People
People play an important role in delivering the Samsung Smart Ecosystem. This includes employees involved in product development, customer service, and sales. According to Becker (1964), human capital is a key driver of organisational performance. Skilled employees are necessary to ensure that the ecosystem functions effectively and that customers receive support when needed. For example, customer service teams must be able to resolve issues quickly to maintain satisfaction and trust (Becker, 1964).
However, managing a global workforce creates challenges. Differences in training, service quality, and customer experience across regions may affect how the ecosystem is perceived. In comparison, Apple is known for consistent customer service and strong staff training, which supports its brand image.
Therefore, Samsung must invest in employee development and training to ensure consistent service delivery across all markets.
[bookmark: _Toc873197650][bookmark: _Toc664099858]Process
Processes are critical in ensuring a seamless user experience. This includes product setup, integration, and ongoing use of the ecosystem. For the Samsung Smart Ecosystem, processes must be simple, reliable, and user-friendly (Daspit, 1978). If customers find the system difficult to set up or use, they may become frustrated and disengage. Automation is a key feature, as it allows devices to work together without constant user input. This improves convenience and efficiency. However, there is also a risk. Daspit (1978) suggests that overly complex systems can reduce user satisfaction. If users feel that they do not fully understand or control the system, this may reduce trust.
In comparison, Apple’s closed ecosystem allows for more controlled processes, which often results in a smoother user experience. Therefore, Samsung must ensure that its processes balance automation with simplicity and user control.
[bookmark: _Toc716249313][bookmark: _Toc916438538]Physical Evidence
Physical evidence includes product design, packaging, and user interface, all of which influence customer perception (Keller, 2013). Samsung’s devices are generally well-designed and modern, supporting a strong brand image. However, consistency across products is important for an ecosystem. If different devices feel disconnected, the overall experience may be weakened. In comparison, Apple’s consistent design across all devices strengthens its brand identity and reinforces the idea of a unified ecosystem.
Critically, Samsung must ensure its ecosystem feels cohesive across design and user experience. This will help strengthen its positioning as a connected lifestyle solution.
[bookmark: _Toc267095854][bookmark: _Toc2040378890]Element 4: Reflection
This assignment helped me understand how marketing strategies work in real-life situations. I was able to apply models such as STDP and the marketing mix, which helped me see how businesses develop strategies for growth (Kotler, 2020). One of the main things I learned is that brand extension is not just about adding new products. It needs to create value and fit with the existing brand. Developing the Samsung Smart Ecosystem helped me understand how companies use ecosystems to build customer loyalty.
However, I feel that my biggest weakness was my presentation. I had multiple deadlines at the same time, and I did not have enough time to practise. This affected my confidence, and I could not explain my ideas as clearly as I wanted. Using Gibbs’ Reflective Cycle (1988), I can see that my main issue was time management. While I understood the content, I did not prepare enough for the presentation (The University of Edinburgh, 2024).
Becker (1964) explains that skills improve through practice, and I realise that I did not invest enough time in developing my presentation skills. Also, Daspit (1978) suggests that high workload can reduce performance, which reflects my situation. In the future, I will start preparing earlier and practise more before presenting. I will also try to manage my time better so I can balance multiple deadlines.
Overall, this assignment improved my understanding of marketing strategy, but it also showed me that strong ideas need to be supported by strong communication skills.
[bookmark: _Toc284668536][bookmark: _Toc481514038]Conclusion
Overall, the Samsung Smart Ecosystem is a strong strategy that reflects current trends in connected technology and customer experience (Verhoef et al., 2021). The STDP analysis shows that Samsung can reach a wide market, although this creates challenges in maintaining a clear brand identity (Kapferer, 2012). The marketing mix highlights that the ecosystem offers strong value through integration and accessibility, but it also depends on reliability and consistent performance.
A key comparison is with Apple, where Samsung offers more flexibility, while Apple provides greater control and consistency. This reflects different strategic approaches to brand development (Kotler and Keller, 2021).
From a personal perspective, this assignment improved my understanding of marketing strategy. However, it also showed that I need to improve my time management and presentation skills. In the future, I will focus more on preparation and practice to improve my performance.
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