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Figure 1.1: STDP Analysis (McMillan, 2010)
[bookmark: _Toc216780310]1. Introduction to the Company
The innovation is customer-centric and has a powerful digital ecosystem, which is what has enabled Apple Inc. to be known throughout the world as having a consistent user engagement across devices and services (Bitner, 2025). The strategic change in Apple, which is moving towards health and wellness, is reflected in the growth of the Apple Watch and Health App, both of which market preventative lifestyles and personalised wellbeing support (Apple Inc., 2023). With the growth of digital health usage, Apple can enjoy the fact that people have more trust in technology as a provider of wellbeing services (Statista, 2024). The brand equity also makes the company venture into other wellness segments as customers link Apple with quality, security and reliability (Blythe, 2013). This base can lead to the successful growth of health-based product extensions by Apple like Apple Vita.
[bookmark: _Toc216780311]2. New Brand Concept: Apple Vita
Apple Vita is presented as a technology-based personalised supplement brand with built-in smart capsules, artificial intelligence-based nutrient analysis, and the Apple Health app integration (Ries, 2025). It is based on the emerging global enthusiasm about digital health monitoring and personalised wellbeing routines, which are assisted by live data (Deloitte, 2024). Apple Vita is based on the current infrastructure of Apple and offers science-based supplementing suggestions based on sleep, stress, menstrual health, and activity trends (PwC, 2024). Such a strategy has placed Apple in line with consumer demands regarding preventative health care and open nutritional advice (aurthur, 2015). The information-driven quality of the product supports the position of Apple in the digital wellness economy, which keeps growing.
[bookmark: _Toc216780312]3. Segmentation Strategy
Demographic Segmentation
The target audience is comprised of people aged 18 45 and above who use health monitoring and online wellness services (Seri et al., 2023). These are consumers who have a medium-to-high income level and thus can afford to spend on high-end health technology products (Kumavat, 2012). They also prefer to reside in cities where the adoption of digital health is higher and technology ecosystems are properly organised (Statista, 2024).
Psychographic Segmentation
The market is psychographically profitable as it consists of health-conscious people who want to be innovative, self-improved, and physically and mentally better (Blythe, 2013). Numerous users are early adopters that like trying out new wellness technologies and have confidence in scientific or data-driven solutions (Kotler, 1994). This segment believes in customised insights, which can meet their long-term health objectives and lifestyles (aurthur, 2015).
Behavioural Segmentation
Behaviourally, the segment is made up of consumers that already monitor their fitness, heart rate, menstrual cycle, and sleep on Apple Watch and Health App capabilities (Apple Inc., 2023). They buy wellness supplements frequently and like the subscription services being convenient and providing constant support (Chaffey and Ellis-Chadwick, 2019). These people use factual information and are drawn towards brands whose reputation is associated with trust and functionality (McMillan, 2010).
Lifestyle Segmentation
Active lifestyles include other people who are interested in performance, recovery, and immune protection, including gym-goers, runners, and cyclists (Luthfiandana et al., 2024). It also has busy professionals who want an integrated health solution that is easy to understand to become more productive and healthy (PwC, 2024). Such consumers appreciate the use of digital aids that make the process of making health choices easier and less complicated in their lives (Bitner, 2025).
[bookmark: _Toc216780313]4. Targeting Strategy
Apple Vita is focused on Digital Wellness Leaders 2240 years of age who are heavy wearable technology users and are convinced in personalised wellbeing solutions (Ries, 2025). The segment is the best, as the members of it are already a part of the Apple ecosystem and thus have few barriers to entering it (Apple Inc., 2023). They have greater readiness to buy high-quality health technologies based on science (Kumavat, 2012). They have high long-term value due to the likelihood to embrace the use of subscriptions to purchase supplements and distribute wellness trends among their social groups (Luthfiandana et al., 2024).
[bookmark: _Toc216780314]5. Differentiation Strategy
Apple Vita is unique in that it provides an all-encompassing ecosystem where additional products are fine-tuned to Apple health metrics (Statista, 2024). Its AI-based nutrition prescriptions are based on the unceasing behavioural and physiological results, in contrast to the generic supplement varieties (Deloitte, 2024). Transparency, quality assurance and evidence-based formulas used by Apple make users trust it and competitive positioning stronger (Blythe, 2013). Smart packaging also enhances its users to adhere to the package, with notifications and automatic monitoring features available in the Apple Health interface (Bitner, 2025). All of these make a distinct competitive edge in the new digital wellness industry.
[bookmark: _Toc216780315]6. Positioning Statement
Apple Vita is a high-end, bespoke brand of smart-wellness supplements that are developed to boost daily health via the cleverness, trust and incorporation of the Apple digital ecosystem (McCarthy, 1960).
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Figure 1.2: Marketing mix. ( Kumavat, 2012)
[bookmark: _Toc216780317]1. Product Strategy
Product Idea and Essential Worth.
Apple Vita is a high-end, technological wellness platform which provides personalised nutritional advice in the form of AI-based supplement suggestions incorporated in Apple Health (Apple Inc., 2023). The core product is centred on preventive care, a better living, and customised nutrient optimization, depending on personal biometric information (Deloitte, 2024).
Actual Product Components
The physical product will be comprised of smart Vita Capsules, an AI-tailored supplement formula, a smart tracking bottle, eco-friendly refill packs, and monthly subscriptions bundles to make the product more convenient, compliant, and engaging to use (PwC, 2024). These characteristics indicate the current consumer preference of wellness solutions that are integrated into the daily routine (aurthur, 2015).
Features and Functionality of the product.
The Vita Capsules are classified as to meet particular health demands such as Energy Boost, Stress Relief, Sleep Support, Immunity, and Women Cycle Support (Blythe, 2013). Vita Smart Bottle will improve functionality by tracking the intake, providing LED notifications, and integration with the Apple Health in real time (Ries, 2025). Self-adjusting AI analytics will ensure that formulations of supplements are automatically changed on a monthly basis according to the health data patterns, which strengthens the reputation of Apple as a provider of personalised digital services (Seri et al., 2023).
Branding, Quality and Differentiation.
Apple Vita uses minimalism design with an icon of leaf-and-apple and clean colour to build a brand personality of scientific to make it more credible in the competitive market in wellness (Kotler, 1994). Third-party testing, GMP certification, and visible ingredient labelling are the quality assurance methods that address the rising consumer interest in safety and traceability (Bitner, 2025). This is in line with the beliefs of McCarthy regarding product strategy to generate better value by being innovative and reliable (McCarthy, 1960).
[bookmark: _Toc216780318]2. Price Strategy
Pricing Approach
Apple Vita is a price leader and value-based pricing strategy in line with the premium positioning of the Apple brand and perceived value of the high-tech digital health solutions (Kumavat, 2012).
Subscription Model and Price Structure.
The pricing model consists of a monthly subscription of the price of 49, a Starter Kit of 199, and individual supplement packs that are sold at a price of 29. Such prices are the combination of hardware, software, and AI-driven personalisation in the product ecosystem (Blythe, 2013).
Tiered Pricing and Bundling
Basic, Advanced, and Pro pricing tiers are provided to offer different AI analytics functionality regarding the needs of consumers with varied health requirements and financial means (Luthfiandana et al., 2024). Bundling prices (like buying Apple Watch with other products) are taking advantage of the synergies in the eco-system to drive the cross product adoption (McMillan, 2010).
Perception of Value Justification
Premium pricing is also based on the fact that consumers are less price sensitive when focusing on long-term health results, convenience and scientific credibility. This strategy conforms to the fact that consumer value and differentiation are more reflected in pricing, which is a principle of Kotler (Kotler, 1994).
[bookmark: _Toc216780319]3. Place Strategy
Distribution Objectives
Apple Vita uses an approach of hybrid distribution which involves combination of physical retail, digital distribution, and strategic alliances to ensure optimal accessibility and convenience (Bitner, 2025).
Physical Distribution Channels.
The Apple Stores are high-end experiential touchpoints where consumers are allowed to view the product, have wellness tests, and personalised advice (Blythe, 2013). This solution can meet the demands of consumers to have practical experience with health technologies (Statista, 2024).
Distribution Channels (via Internet).
Distribution is provided via the Apple site, App Store, and a special site of Apple Vita which users can access to purchase and subscribe to wellness services based on a subscription, which is currently on the rise using digital channels (Chaffey and Ellis-Chadwick, 2019).
Supply Chain Strategy and partnership.
The distribution is expanded by collaborating with gyms, corporate wellness programmes, and universities to make the brand more popular among health-conscious communities (PwC, 2024). The international supply chain at Apple will guarantee the availability of high quality and effective delivery of monthly subscription boxes (McMillan, 2010).
Strategic Alignment
This multichannel approach can be attributed to the principle developed by McCarthy stating that place choices must promote availability, satisfaction, and loyalty along with the reinforcement of the smooth ecosystem-based worth of Apple Vita (McCarthy, 1960).
[bookmark: _Toc216780320]4. Promotion Strategy
Promotional Objectives
The promotion strategy of Apple Vita will focus on creating awareness, promoting the use of subscription, and strengthening the leader of digital wellness solutions offered by Apple (Apple Inc., 2023).
Online and Influencer Marketing.
The influencer relationships with fitness experts, healthcare professionals, and tech reviewers support digital advertising on Apple platforms, social media, and YouTube Shorts and increase the credibility and reach (Chaffey and Ellis-Chadwick, 2019; Deloitte, 2024).
Launch and Experiential Promotion
Launching of products is conducted in the manner Apple does through key-note presentation with scientific explanation, demos, and testimonials to inspire trust and transparency (Kotler, 1994). Personalised plans, in-store wellness kiosk, and free biometric scan provide interactive promotional programmes (Bitner, 2025).
Sales Incentives and Promotion.
Incentives to adoption include one month complimentary subscriptions with Apple Watch sales and student plans at a reduced rate (Luthfiandana et al., 2024).
Public Relations Strategy
Press releases, expert interviews, and publishing of evidence-based findings are the PR actions that may be implemented to help Apple Vita to position its wellness as evidence-based (PwC, 2024). This combined promotional strategy is in line with the position of Blythe who believes that successful communication has to develop with varying consumer expectation and values of brands (Blythe, 2013).
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I am happy to present a new innovation today by Apple Vita which is the innovation in personalised wellness at Apple. Apple Vita is a smart, science-focused supplement system that assists individuals to optimise their daily health on the strength of the Apple ecosystem.
Based on the health data provided by the Apple Watch and Health App in real-time, Apple Vita compares sleep, stress, activity, and nutrition deficits, providing an individual with a collection of supplement packs corresponding to his or her needs. The product line consists of intelligent refillable bottles, biodegradable capsules, and an artificial intelligence dashboard, which automatically adapts your wellness programme every month.
This is a brand that is positioned in line with the increasing trends in preventative health and personalised wellbeing that is taking place globally. Apple is developing an entirely new category of product; technology-enabled supplements, by combining digital health technology and high-quality nutraceuticals.
The demographics of our target market are the health conscious yet tech savvy individuals aged 22-40 having already purchased Apple products and who appreciate personalised wellness solutions. Apple Vita markets itself as a high-end, credible, scientifically-proven brand that is meant to elevate wellbeing.
Apple Vita is a scalable, profitable, and future-oriented brand opportunity with high market demand, subscription-based prices, and with Apple having an existing strong ecosystem. Thank you.
[image: ]
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This assignment has greatly enlightened me about the interaction of branding, consumer behaviour and digital marketing strategies to form a very interesting product concept. In the course of the analysis of the examples like Apple Vita and NikeFuel and, in turn, creating my poster, I have learnt about the practical use of marketing theories. This reflection summarises my learning experience, the struggles I went through, and how the experience has shaped my professional competency.
I realised that one of the most important aspects was the significance of visual communication in developing consumer perceptions. The Apple Vita promotional poster as a design involved me going beyond product characteristics and thinking on how layout, colour psychology, icons, and typography would help in identity of the brand. As an illustration, after the minimalist design of NikeFuel, the message of simplicity and credibility with the help of visual consistency was conveyed by high-quality brands. This is in line with the fundamental concepts of consumer-behaviour in the sense that familiarity, clarity, and emotion appeal are all powerful factors in purchasing choices.
The other point of learning was the importance of segmentation and positioning. When designing the poster, I needed to concisely state the target audience, which is tech-savvy consumers of fitness, owners of Apple Watches, and millennials who care about their health. The definitions of these segments assisted me in the comprehension of how brands can use a specific message to suit the anticipations, inspirations, and way of life tendencies of certain consumer groups. Through the emphasis on personalised wellness, sustainability, and intelligent integration, I made Apple Vita an object of modern, science-oriented wellbeing product, which can accommodate the increasing trend of preventative health.
One of my greatest needs was in being consistent to an already established brand style and yet still developing a unique idea. The translation of the NikeFuel layout into a new design with the Apple theme took much care about hierarchy, space and iconography. The process helped me to be more conscious of how strong brands employ repetition, structure and visual information to establish recognisable identities. It also helped me acquire my ability to adapt design templates without imitating them.
Moreover, the exercise enhanced my knowledge on digital marketing strategy. Every part of the poster, including key benefits, sustainability, smart integration, audience, and availability, was to provide value-based messages. This is in line with the current marketing culture of using short but eye-catching content on digital platforms like Instagram, websites and promotional campaigns.
On the whole, this assignment enhanced my skill of combining theory with practise. I also studied how consumer-behaviour knowledge, branding, and visual communications can be combined to market a new product. It also enhanced my creativity, critical thinking as well as attention to detail. To continue, I am more confident in creating marketing materials based on a clear strategy, solid brand positioning, and the realisation of what drives customer engagement.
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