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[bookmark: _Toc196531400]Introduction
Samsung UK can be described as an important subsidiary of Samsung Electronics Group in the global market, which offers consumer electronics and technology products. Samsung UK is one of the world’s leading Korean multinational companies that operates under a constantly changing market that offers a wide array of goods and services such as mobile phones and devices, television and home appliances, as well as smart home solutions. It is associated with innovation, quality, and futuristic design of the product that aims at improving people’s quality of life through advanced technology. Thus, Samsung holds a firm place in the consumer electronics market as well as in the B2B segment, having been founded on the values of innovation, reliability, and connectivity.
In this report, the author suggests a new brand extension for Samsung UK: SmartHome Wellness Hub, which is an all-in-one wellness solution for the contemporary world. The SmartHome Wellness Hub is a newly proposed concept by Samsung which is supposed to integrate the use of advanced technology and Samsung smart ecosystem to provide consumers with the best of both in terms of environmental and personal health management within the home space.
The record then provides a strategic marketing plan for this new product by looking at the rationale for brand extension, STP, customer profile, and the complete 7 Ps marketing mix. Besides, it also evaluates how this extension boosts Samsung’s brand values and strategic direction. The opportunities state how the SWH can be used to reinforce Samsung’s key position in the UK as a forward-thinking and consumer-oriented brand that adapts to emerging trends in the market and technology in the sphere of wellness and smart living.

[bookmark: _Toc196531401]Brand Extension
1. [bookmark: _Toc196531402]Description of the Proposed New Brand Extension
Samsung UK unveils the Samsung SmartHome Wellness Hub, an innovative system of home care and environmental control to enhance people’s lives in terms of health. The company of Samsung has incorporated this innovation with its smart home management system SmartThings and wearable technology. For instance, it tracks the quality of the air, light, temperature, and sleep duration, as well as the heart rate variability. The Hub provides the people with immediate results of how they can live a healthier life without having to go through the difficulties of visiting a hospital. As people are now more conscious about their health and fitness, especially after the COVID-19, this product is seeking to meet the market demand for smart home health management systems.\
2. [bookmark: _Toc196531403]Alignment with Samsung’s Brand Values and Strategic Vision
· This extension underscores very much Samsung’s corporate values (innovation, connectivity, human-centric technology), and continues the company’s established image as they are in consumer electronics and smart living (Hultman et al., 2021).
· It is also given that one of Samsung UK’s forte has always been to be a leader when it comes to digital transformation in mobile devices, smart appliances, and AI ecosystems and hence there is nothing stopping us from being hopeful about the release.
· The Wellness Hub is an extension of this innovation into the world of the wellness tech category of Samsung’s promise to improve people’s daily lives with intelligent solutions (Robinson et al., 2023).
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Figure: Samsung SmartHome Wellness Hub
Source: (Belen-Saglam et al., 2022)
3. [bookmark: _Toc196531404]How It Adds Value to the Brand, Fills a Market Gap, or Meets an Emerging Need
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Figure 1: Value Addition to Consumers (Jun et al., 2022)
This brand extension creates a niche in the UK smart wellness market by integrating environmental data and biometrics, which is not available in Google Nest. Since the consumer changes their preferences and focus on health, sustainability, and multipurpose living spaces (Bartram et al., 2023), the Wellness Hub has a comprehensive concept. It also helps to sustain Samsung’s X Category synergy which includes smartphones, wearables and home appliances through value added services Jun et al., 2022. In addition, Samsung is also a leader in responding to the global trends such as decarbonisation and socio-environmental productivity, which further strengthens the brand and its position in the market (Deng and Messinger, 2022). The SmartHome Wellness Hub is the best example of how Samsung has been focusing on the future-oriented approach that empowers the life of its users.

[bookmark: _Toc196531405]STP for the Samsung SmartHome Wellness Hub
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Figure: STP Analysis
Source: (Sheldon and Kwon, 2023)
[bookmark: _Toc196531406]1. Segmentation
Samsung UK’s SmartHome Wellness Hub offers market segmentation that reflects a mix of demographics, geographic, psychographic, and behavioural variables to ensure that the target market is aligned precisely.
· Demographic Segmentation
· Targeting individuals aged 25–55 years old.
· Focus on dual-income families and health-conscious professionals.
· Includes individuals with elderly family members or children.
· Typically financially stable and technologically adept, aligning with early tech adopters (Kattirtzi et al., 2021).
· Geographic Segmentation
· Focused on urban and suburban regions across the UK.
· Initial target cities include London, Manchester, and Birmingham.
· These areas have high population density, broadband access, and smart home adaptability.
· Strong visibility to wellness trends and higher rates of technology adoption (Kachale et al., 2023).
· Psychographic Segmentation
· Consumers with health-aware lifestyles and environmental consciousness.
· Interest in smart living, well-being, and connected technology.
· Seek convenience, control, and customisation in daily life.
· Aligns with Samsung’s brand values of innovation, design, and user empowerment (Joseph–Salisbury et al., 2021).
The product will appeal to people who are already using smart devices or that is actively working on their health – whether dealing with asthma, allergies or stress. In all likelihood, these consumers will value automated wellness monitoring features more (Sheldon and Kwon, 2023).
They are suitable segmentation variables because they reflect Samsung’s current consumer base and are in line with the emerging lifestyle and health trends, including post post-COVID-19 trend of rising demand for home-centred well-being solutions (Ke and Wagner, 2022).
[bookmark: _Toc196531407]2. Targeting
Tech smart urban environment seeking Gen Xers and millennials aged 30 and above who want health and wellness, convenience, and value in digitals. It is a digitally native, brand-conscious segment ready to invest its money into home improvement and personal well-being technology (Murad and Sfhea, 2023).
By focusing on families with health condition management, the hybrid workers and fitness-oriented consumers, Samsung will employ a differentiated targeting strategy which will be different from each of the different segments. In other words, by adopting this strategy, Samsung is able to customise its messaging as well as its channel strategy for returning its investment as maximally as possible.
The second segment involves the middle-aged persons aged 50 years and above, with chronic illnesses or living with their children or relatives. This group embraces technology that has to do with independence and their security while living. Instead, SmartHome Wellness Hub provides health monitoring and alerts for the house’s occupants and compatibility with other Samsung’s mobile and wearable applications. This is because it enables the family members to monitor the health of their loved ones especially in terms of vital signs, thus, increasing their confidence. They include It is also easy to use, thus suitable for the elderly people. With this segment, Samsung has the chance to develop the smart wellness solutions and strengthen the focus on ageing-in-place, which is a global trend and concerns more people and societies.
[bookmark: _Toc196531408]3. Positioning
Positioning Statement:
“The Samsung SmartHome Wellness Hub is a connected and intelligent wellness solution for wellness-conscious, tech-savvy individuals and families, that enhances indoor living and personal health by incorporating actual health and environmental data in real-time to provide a personalised and proactive wellness experience that meets their needs.”
The health-centric smart home innovation within Samsung’s brand extension will be positioned as a premium smart home innovation that will mesh with Samsung’s existing ecosystem now that Samsung is able to differentiate itself from other competitors such as Google Nest and Amazon Alexa. The difference is that Samsung’s value proposition is its interoperability with wellness diagnostics, biometric feedback, and personalised recommendations (Jung, 2024).
[bookmark: _Toc195001865]Finally, the product will be perceived as part of the broader lifestyle enhancement solution, that enhances sustainability, mental health, and personal autonomy. Based on data-driven insights and proactive well-being management, Samsung’s extension is in line with consumer expectations and contemporary living issues (Sheldon and Kwon, 2023).
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Figure: Samsung Smart Home Control via Smartphone App
Source: (Murad and Sfhea, 2023)

[bookmark: _Toc196531409]Customer Personal Profile
[bookmark: _Toc196531410]Demographic:
Amelia is a woman of 35 years who works in Greater London and lives with her partner and a child. She is educated to postgraduate level and is employed in the managerial position in the health care sector with the salary of £60,000 per annum. Amelia is an urban and financially independent woman of the new generation, well-aware of the technologies she uses in everyday life. She continues to use smart home, with Samsung Galaxy smartphone and smartwatch as well as other smart appliances for compatibility (Micu et al., 2022). She has quite a modern lifestyle, which means that she uses many digital gadgets and would certainly appreciate smart home technologies as well as wellness technologies.
Demographic Profile
	Attribute
	Details

	Name
	Amelia

	Age
	35 years old

	Gender
	Female

	Location
	Greater London

	Family Status
	Lives with partner and young child

	Occupation
	Manager in the healthcare sector

	Education
	Postgraduate degree

	Income
	Approximately £60,000 annually

	Tech Usage
	Uses Samsung Galaxy smartphone and smartwatch; maintains a smart home setup (Micu et al., 2022)




[bookmark: _Toc196531411]Psychographic Profile
Amelia appreciates invention, environmentalism and health. For that reason, she is aware of healthy living and the importance of exercise such as yoga, and she follows blogs, and other personalities involved in the healthy lifestyle. She takes good care of herself both physically and psychologically and she is very conscious of her personal and family life. Amelia is conscious of environmental issues and therefore, she purchases goods that can help her sustain her well-being as well as the environment.
Her buying behaviour is of a type that she only goes for quality, durable and fairly produced products. As stated by Castillo et al. (2021), she is ready to spend on such technologies which would make her life easier and safer. Amelia tends to buy something that is socially responsible, reflecting her status as a working and independent woman. Based on the Samsung SmartHome Wellness Hub research done by Elliott et al., 2025, it can be seen that her values, as well as her aspirations to have a smart and safe home, are met by the solution.

[bookmark: _Toc196531412]Marketing Mix Strategy for Samsung UK's SmartHome Wellness Hub
Samsung UK’s proposed SmartHome Wellness Hub, a product service hybrid combining smart home technology with personalised wellness services, is one such example of a hybrid offering, in its third field of use. It taps into Samsung’s brand identity of being an innovation-driving company and brings about health-focused technology to leverage consumers’ lifestyles.
[image: Market Segmentation of Unilever | Download Scientific Diagram]
Figure: Market Segmentation
Source: (Richardson, 2024)
[bookmark: _Toc196531413]1. Product
SmartHome Wellness Hub is a biometric sensor, air quality monitor, light therapy, and companion mobile app integrated wellness station. It seamlessly integrates with existing Samsung devices to allow users to see, real-time, physical health, emotional well-being and environmental factors (Lim, 2021). Current digital health products are tailored to fit into consumers’ daily lives and are aligned with the needs and demands of consumers, which offers points to capitalise on Samsung’s credibility as a high-tech, reliable company (Richardson, 2024).
Value-added services are offered to the core product which includes AI-driven health recommendations, remote consultation and custom wellness programs. Furthermore, these features not only serve to be of utility but also help in building brand loyalty by creating tailored user awareness (Wichmann et al., 2022).
[image: ]
Figure 2: Concept Image of the App for the Technology (Wichmann et al., 2022)
[bookmark: _Toc196531414]2. Price
Samsung will apply the value-based pricing strategy for the SmartHome Wellness Hub because this product is positioned to be a premium one. It means that there are different offers that are made at different prices to suit different consumers. The pricing is based on options such as the usage of AI, integration with the devices, and health monitoring options. Lastly, offering options and flexible payment methods would help to expand the company’s customer base and at the same time, enhance the customer lifetime value (Sheldon and Kwon, 2023).
	Tier
	Price
	Features

	Essential
	£549
	Core environmental sensors (air quality, light, temp), SmartThings sync

	Advanced
	£749
	Adds sleep & heart rate tracking, AI wellness tips, app integration

	Premium+
	£749 + £9.99/month
	All Advanced features + Telehealth support, live insights, cloud data storage

	Subscription Add-On
	£9.99/month
	Personalised AI reports, remote consultations, family multi-device support


Table: Pricing Structure for Samsung SmartHome Wellness Hub (Source: (Sheldon and Kwon, 2023)
The price tiers are designed to serve both budget-conscious consumers and those seeking high-end health and home automation. This strategy ensures Samsung meets various market expectations while reinforcing its premium brand image (Abedian et al., 2022).


[bookmark: _Toc196531415]3. Promotion
With the tech-savvy profile of the target audience, the promotional efforts will be carried out through digital channels. The campaigns target social media, influencer partnerships, and blogs to generate awareness (Niazi et al., 2021). In addition to experiential marketing tools like interactive in-store demos and pop-up wellness lounges in high-traffic retail locations, Samsung UK will engage its customers using mobile activation, retail installations and promotion of a new TV ad.
[image: The 7 Ps of Marketing]
Figure:  7P’s Marketing Mix
Source: (Abedian et al., 2022)

It will be centred on health empowerment, convenience and integration of technology for wellbeing. Ecosystem appeal will grow through cross-promotion with SmartThings on the Samsung Galaxy Watch (Jung, 2024).
[bookmark: _Toc196531416]4. Place
Samsung UK will make the product available through Samsung UK’s e-commerce platform and specialist retail partners Currys and John Lewis as well as Samsung Experience Stores. Seamless access can be achieved through a direct-to-consumer model and worked with smart home installation services to make customers' experience better.
As for geographically, the launch will begin with the metropolitan areas of London, Manchester, and Birmingham because the adoption of smart technology and wellness services is already high there (Murad and Sfhea, 2023).
[bookmark: _Toc196531417]5. Process
Efficiency and customizability of the customer journey will be defined. Customers will be on board from purchase to installation and inevitable use based on the easiest to impossible user experience with the SmartThings app, continually getting more personal with AI-powered recommendations that reflect past user behaviour (Wichmann et al., 2022).
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Figure: Samsung SmartHome Wellness Hub Application Control
Source: (Jung, 2024)
Support would be provided in the area of virtual consultations, app-based chatbots and tutorial videos. This will entail continuous improvement through the type of feedback loops within the app to improve services and user satisfaction (Richardson 2024).
[bookmark: _Toc196531418]6. People
Samsung’s customer care and product development teams will also be specially trained to assist that ecosystem of wellness tech. The credibility and utility of its offering will be further improved by Samsung working with wellness professionals, tech specialists and behavioural scientists (Niazi et al., 2021).
Using brand ambassadors and influencers knowledgeable of wellness and tech will be used to personalise customer interaction and build trust with targeted users (Jung, 2024).
[bookmark: _Toc196531419]7. Physical Evidence
The SmartHome Wellness Hub will have a sleek yet modern look so that it can easily fit in UK homes to reinforce trust and tangibility. Health benefits and sustainability credentials will be advertised throughout the packaging. Other means will be utilised to increase credibility (Lim, 2021), certificate logos (e.g., CE, ISO wellness standards) and Samsung’s branding.
[bookmark: _Toc195001867]The Hub’s value will be proved by in-store display units, Demo videos online, and User Testimonials (Abedian et al., 2022).
[image: ]
Figure: Samsung all-in-one hub
Source: (Niazi et al., 2021)



[bookmark: _Toc196531420]Conclusion
The proposed SmartHome Wellness Hub is a strategic and timely brand extension for Samsung UK. This wellness-oriented solution is rooted in the company’s tradition of technological innovation and commitment to improving everyday life and perfectly matches the evolving needs of consumers, including health, well-being and smart living. By incorporating smart home tech and personalised wellness features, Samsung can both meet a new need in the market and remain relevant in the market as a lifestyle enabler, rather than a tech provider. The STP analysis for the detail level confirms the importance of targeting the health-conscious and tech-savvy consumers in urban and suburban areas such as Millennials and Gen Z professionals. To illustrate this further, it’s backed up by strong insights as to how the customer behaves, what they aspire to be, and what they expect from an organisation like this. 
Moreover, the 7Ps of the marketing mix shows how Samsung can create a co-ordinated and customer-centric value proposition that fulfils both rational and emotional needs. Through product, price, promotion, place, people, process and physical evidence, the brand can align the whole consumer experience, find the right market and position itself clearly apart from competitors. When introducing the SmartHome Wellness Hub to the consumers in the UK, Samsung needs to launch this product in selected stores and online shops, starting with the regions with a high level of smart home usage. This would be done through alliances with wellness and health care providers so that Samsung can gain credibility and tap on their networks to reach out. These initiatives will help the company to pilot the new products with consumers, obtain real-time feedback, fine tune the products and marketing strategies based on customer feedback and response. 
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