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Executive Summary
This marketing plan outlines a digital marketing strategy for the upcoming Samsung Galaxy Watch6 as it expands into the senior wellness market in Spain by targeting people aged 55 and older. The number of people within this age range adopting wearable technology for health monitoring, remaining independent, and achieving overall wellness is increasing. Historically, Samsung's communication around its brand within the European smartwatch market has targeted younger fitness-oriented individuals and consumers who are interested in technology. Additionally, as cities throughout Europe continue to experience growth among their older population, more people are aware of the importance of preventive healthcare and are also adopting more digital health solutions. Thus, the development of a marketing plan to reposition the Galaxy Watch6 to the senior audience as a device that can assist with healthy ageing, provide a safety alert for fall detection, and enable remote wellness monitoring is timely. The approach outlined will utilise digital marketing, integrated marketing communications (IMC), data-driven product development (DDP), artificial intelligence (AI)-enabled personalisation, and customer relationship management (CRM) methodologies to implement a marketing plan that establishes brand awareness, credibility, and consumer trust and a measurable return on investment (ROI) to Samsung (Belch & Belch, 2018, Weitz & Wensley, 2020; Wang & Xu, 2022).





Rationale
The demographic and social changes taking place within Spain present a strong rationale to target the senior wellness segment. The population aged 55+ is growing at one of the fastest rates in terms of consumer spending; with many senior citizens living independently in urban locations, the senior wellness segment includes people who rely on using digital technology to communicate, monitor their health, and manage their lifestyle. Therefore, the features offered by the Galaxy Watch6, including continuous heart rate monitoring, sleep-tracking, alerts for fall detection, electrocardiogram (ECG) functionality, and medication reminders, meet both the functional and emotional needs of this target audience. This campaign is in response to the increase in self-care/prevention, as well as the remote monitoring of many individuals during the COVID-19 pandemic. Older adults became more accepting of using digital tools to help them with their health and personal safety during this time and marketers also adjusted their marketing messages to correspond with the current socio-economic landscape and uncertainty (Chatterjee et al. 2022).
In addition to being a reaction to the current trend of self-care/prevention, the rationale behind the campaign is supported by Growth-oriented Strategy Theory; growth-oriented strategies are growth-driven. Market development, in Ansoff's Model, involves changing the target market segment of an already-established product. The introduction of this campaign is an example of growth-oriented strategy because it allows for the development of a new customer segment providing greater strategic growth opportunity and competitive advantage as compared to their competition in mature markets (Guilherme and Mendes 2023). The proposition of the campaign also promotes social well-being and supports Samsung's brand identity as an innovative company based on creating value for customers and communication of value and the long-term relationships that are created with customers (Kotler, 2020; Paley, 2017). The campaign recognises the growing importance of digital ecosystems and CRM platforms in building lasting relationships with consumers and increasing retention throughout the product lifecycle (Hybrid TP 2015).
Segmentation, Targeting and Positioning
Segmentation consists of demographic, psychographic, geographic and behavioural variable categories and are in line with existing frameworks within the marketing discipline (Kotler and Keller, 2016). The segmentation of Samsung's target market consists of urban and suburban older adults (55+) who tend to be either active or are still working. This group tends to be health-conscious, somewhat tech-confident, and are becoming increasingly interested in devices that allow them to maintain their own independence, health, and well-being. From a behavioural perspective, these customers are looking for reliability, trust, and simplicity in their products instead of solely focusing on performance or sports messaging. This segment tends to be drawn to brands that provide assurance of service delivery, credible health information, and after-sales support. This campaign takes a narrow approach to targeting, directing efforts specifically towards the clearly defined senior wellness market versus the overall smartwatch market. Such an approach focuses on consumers who derive both functional and emotional value from health monitoring, early warning alerts and remote care communication; namely, those who are aging or baby boomers themselves or are caregivers to someone.
The concept behind this targeting strategy is based on a combination of strategies and principles; the most notable one being that the best practice (or recommended course of action) for providing a competitive advantage is through targeting specific market segments where your company can deliver a unique value proposition. (Ries & Trout, 2001; Kotler & Keller, 2016).
The position of the campaign focuses on reframing the Galaxy Watch6 product not as just another technology gadget but rather as a trusted digital companion for independence, wellbeing and security in daily life. Positioned as a premium health support device, the Galaxy Watch6 has been engineered to help older adults monitor their vital signs, stay connected with their families, and maintain a healthy active lifestyle.
When positioning this product, Samsung emphasises the concepts of: Reliability, Safety and Reassurance, while also retaining Samsung's prestigious reputation for technological sophistication and design quality. This brand position is aligned with the brand positioning theories, which assert the importance of Emotional Meaning, Symbolic Value and Differentiation in the Consumer's mind. (Ries & Trout, 2001; Godey et al., 2016). By combining premium brand positioning with health messaging, the campaign further reinforces Samsung as an Innovative and Human-Centred Technology Brand.
Digital Marketing Strategy and Channels
The campaign is situated within an Integrated Marketing Communications strategy, ensuring consistent messaging, tone, and value propositions across all digital channels while also supporting select offline activities. According to Garcia and Lee (2022), and Weitz and Wensley (2020), integrating traditional and digital communication provides both credibility and reach, therefore successfully supporting a customer's seamless transition from awareness to purchase (and post purchase engagement).
The Galaxy Watch6 campaign's central narrative theme, "Live Well, Stay Connected", positions the Galaxy Watch6 as a companion in active ageing, everyday confidence in health and emotional security.
A significant portion of the Campaign's Digital Communication strategy is connected to social media platforms, search engine marketing, email, content marketing and CRM-driven personalisation. Platforms like Facebook and YouTube were prioritised due to their large number of older adult users, as well as their capability to contain both storytelling and testimonials.
As illustrated in the campaign, relatable lifestyle narratives of older adults walking, travelling, engaging in gentle exercise and staying connected to family are used to highlight the real-life benefits of reassurance, independence and improved wellbeing. As detailed by Tiago and Ver٠ssimo (2022), and Godey et al. (2016), engaging customers through social media therefore has a substantial impact on shaping customer's perceptions of Brand Value, as well as influencing customer behaviour where trust and emotional resonance are key influencers of the purchase decision.
In addition, search engine optimisation and paid search advertising focus on search engine queries related to health and lifestyle, such as smartwatch health monitoring, heart rate tracking for seniors, digital fall detection device and independent living technologies. Dedicated landing pages are used for each type of search engine query to inform users of the purpose of each type of device in a language that is easy to understand. It is possible to provide a user with a combination of credibility, medical reassurance and usability storytelling. Additionally, the digital communication strategy and creative content are continuously improved through data-driven optimisation techniques that allow for the continuous refinement of the campaign's creative content, messaging and channel spend. The campaign will take a machine-learning approach toward the Marking-Mix Optimisation, where the Marking-Mix will be improved and become more efficient and effective as time goes on (Wang & Xu, 2022).
Email marketing is essential in maintaining customer relationships for businesses by converting leads to buyers. Buyers, when they download an e-book/guide or express interest, receive customised content paths with onboarding instructions, tutorials, health features, and resources designed specifically for elderly customers/caregivers. The findings of studies show that strategically created email campaigns have a strong positive correlation with long-term buyer engagement and retention and customer lifetime value (CLV) (Venkatesan & Kumar, 2021, Yang & Zhao, 2023).
Additionally, Artificial Intelligence (AI) powered personalisation is a key feature of this campaign through personalisation to integrate the website to provide adaptive content, recommend tailored products, and utilise a sequence of message flows (CRM). Through personalisation, can better connect communications with users' motivations and health interest profiles, ultimately leading to improved user relevance, higher levels of user engagement, and increased user conversion rates. This approach is further validated by research suggesting AI-based personalisation will improve overall marketing effectiveness and customer experience as well as strategic value when appropriately implemented within digital environments (Erevelles, Fukawa & Swayne, 2022). Within post-purchase communication, CRM systems are also used to build trust through follow-up messages and to increase customer satisfaction by sending service reminders, software update messages, and loyalty building programs, all of which strengthen the long-term relationship and increase the perceived value of the relationship (Hybrid TP, 2015).
Enough educational content serves to validate the credibility of the entire campaign. When focusing on healthy ageing, independent living, quality of sleep, and cardiovascular awareness, a variety of educational articles, video explainer videos, and interviews are used as part of this content marketing strategy, which aligns with value-based communication principles. Together, these support an image of Samsung as a wellness partner and not just a supplier of a product. The combination of performance-based media, engaging with individuals, and providing followers of brands with relevant content (Weitz & Wensley 2020; Belch & Belch 2019) are the most current views of integrated marketing communications, including image, identity, and the role of the internet in creating trust, according to Belch & Belch (2019).
Measurement & Assessment
The determination of success will be based upon a data-led approach that can ascertain the effectiveness of campaigns against the strategic goals, financial potential, and behaviour-driven metrics. Campaigns will provide a clear assessment of increased awareness for the campaign, increasing engagement with Kenner television series and other media, and generation and conversion to leads, client retention, and lifetime value. These findings and the use of metrics to assess the ROI of digital marketing will lead to stronger accountability and optimisation of campaign resources through rigorously quantified analytics and data-driven decision-making process for campaign and product development and long-term relationship enhancement with the client (Srivastava & Sharma 2021).
Some of the indicators for an increase in traffic to the campaign page, organic and paid visitor interaction with educational material, the completion rates for videos, and the social signals and interactions from the senior wellness audience that indicate relevancy and how well the campaign resonates with the audience include conversion-related indicators such as inquiry rates on landing pages, e-commerce sales that can be tracked as "assist" for those sales, and trends in the cost per acquisition for acquiring customers to the campaign from each of the channels on which a campaign was run. The metrics after creating and delivering a campaign include completion of onboarding, active engagement from customers engaged with the campaign in their CRM and repeat purchases of ancillary items or accessories for smartwatches. Assessing the performance of campaigns over an extended time includes modelling lifetime customer value and the outcome of having retained customers over an extended period consistent with Lifetime Customer Value modelling (Yang & Zhao 2023).
Marketing campaigns continuously assess current performance based on dashboards, A/B testing results, and insights from attribution analysis enabling the reallocation of budgets and refinements to the creative form and processes of marketing through iterative learnings. This type of adaptive-based approach through evidence-based outcomes with robust analysis is in alignment with the trend of increasing reliance on performance-based marketing strategies and creating a marketing organisational culture based on data analysis for improving accountability of performance-based metrics (Srivastava & Sharma 2021; Wang & Xu 2022).


Conclusion
This marketing strategy describes how the Samsung Galaxy Watch6 can be effectively repositioned and promoted to effectively support the older adult market segment in Spain. Older adults who want to be self-sufficient and healthy will turn to digital health monitoring solutions that increase their sense of independence and help increase their overall health and wellbeing through having access to real-time information. The rationale behind this recommendation is based on demographic trends associated with an increased interest in proactively managing health and an increase in the level of trust that older consumers have for wearing technology to support health. By applying the theory of segmentation, targeting, and positioning, the marketing plan conceptualises the Galaxy Watch6 as a companion that supports healthy ageing instead of being exclusively fitness related.
The recommended digital strategy becomes a fully integrated marketing communications system incorporating an integrated digital strategy that combines IMC, CRM for personalised delivery, AI-driven personalised delivery, content delivery, and performance analytics that provide cohesiveness, credibility, and accountability to all parts of the customer's journey and are tied to the tracking of the campaign's actions and behavioural responses to the campaign against measuring return-on-investment, as well as measuring the relationship and development of a long-term relationship with the customer against the benchmarks of accountability and sustainable market development to the client (Srivastava & Sharma 2021; Yang & Zhao 2023). Through aligning innovative solutions with social value and well-being, Samsung adds to its overall competitive advantage and helps facilitate the transition to digital-societal transformation for inclusiveness among older consumers.
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