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[bookmark: _Toc225245207]Element 2: STDP Analysis for ARM Smart Home System
[bookmark: _Toc225245208]1. Segmentation
Geographic Segmentation: ARM primarily serves customers in the UK, Europe and North America; all three regions generally provide good digital coverage, enabling customer access via the Internet. About 68M internet users in the UK directly support smart home adoption in the country (Thuy, 2025).  
[image: ]
Figure 1- Internet Users in the UK
(Source: Thuy, 2025)

Demographic Segmentation- ARM targets adult-aged consumers, aged 25-55; generally, this group has a tendency to embrace new products earlier. ARM targets consumers within affluent families (middle-upper income) because smart home technology requires a financial commitment when buying first device. The categories of customers include people who have the financial means to invest in smart technology (Clarke, Freytag and Cortez, 2024).
Psychographic Segmentation- ARM targets consumers who are tech-comfortable and contemporary. They also show concern about the sustainability of environment, are more cognizant of climate change and are choosing to purchase brands that promote sustainable living. About 78% of UK consumers are willing to pay more for sustainable products which aligns with ARM’s low-energy technology (Ruiz, 2025). 

[image: ]
Figure 2- Sustainability
(Source: Ruiz, 2025)
Behavioural Segmentation- Today, consumers want benefits such as energy savings, security at home, home automation and comfort. Many of them already use technology regularly (smart speakers), which reinforces consumer loyalty towards brands that provide reliable and innovative solutions (Borg, Lindsay and Curtis, 2021).

Table 1-Segment Attractiveness Evaluation
[image: ]
(Source: Self-Developed)

[bookmark: _Toc225245209]2. Targeting
ARM plans to utilize a differentiated targeting strategy. This approach is chosen over concentrated or mass targeting because of ARM’s resource capabilities, competitive strategy, brand positioning, and market heterogeneity. ARM will target urban professionals/families/environmentally conscious consumers who have the highest propensity to adopt smart home technology. Urban professionals tend to be attracted to the convenience of using automated products due to their busy lifestyles. Families tend to be more concerned about security and safety in the home with AI-based monitoring systems (Lemmens et al., 2025).Environmentally conscious consumers have an emphasis on reducing energy consumption and their carbon footprint. 
· Resource Capability: ARM has both the expertise in terms of technology and a sufficient range of products that meet the needs of many customer segments at once. 
· Competitive Strategy: Differentiated targeting links with ARM’s differentiation approach, permitting it to provide unique value propositions to distinct segments. 
· Brand Positioning: By serving multiple segments, the company can position itself as a high-performance, energy-efficient, and secure smart home brand for a diverse audience (Arm Ltd, 2024).
· Market Heterogeneity: Consumer needs in smart home technology vary, requiring tailored marketing. 
UK household electricity prices increased from about 14–15 euro cents/kWh in 2010 to nearly 24–25 euro cents/kWh by 2019–2020, showing an important overall rise (Won, 2025). The introduction of the Smart Home System has potential energy savings in excess of 10 to 15%, providing consumers with a compelling value proposition. 
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Figure 3- Increasing Electricity Prices in the UK
(Source: Won, 2025)
[bookmark: _Toc225245210]3. Differentiation
· Energy Efficient: As power costs increase globally, using ARM chips which consume very little power will help consumers find ways to save money on their energy usage (Navaia, Moreira and Ribau, 2023).
· High Performance: By using ARM technology, user can expect faster processing speeds and seamless operations of your devices, resulting in an enhanced user experience.
· Security: ARM has designed their chips with security features embedded in order to help protect consumer's data while using connected home devices (Wei, Chang and Zhao, 2023).
Value Proposition: ARM provide a single, high-performance, energy-efficient, and secures smart home platform, uniting sustainability, convenience, and data defence (Rintamäki and Saarijärvi, 2021).
Competitive Advantage / USP:
· Versus Amazon: Focus on energy efficiency and performance 
· Versus Google: Prioritises chip-level security over AI-driven personalisation.
· Versus Apple: Delivers premium-level performance 
Strategic Approach: ARM uses a differentiation approach (Porter’s Generic Strategy), producing unique value that defends premium pricing and targets ecologically and tech-conscious customers.
Market Positioning: ARM occupies a blue ocean quadrant, offering high performance and energy efficiency, while rivals such as Amazon and Google compete principally on ecosystem integration and convenience (red ocean) (Rua and Santos, 2022). 
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Figure 4- Market Positioning
(Source: Self-Developed)

[bookmark: _Toc225245211]4. Positioning
The ARM Smart Home System will be positioned as: “A smart, secure and energy-efficient option, fuelled by advanced technology”. Because of that positioning, ARM will demonstrate three core values within its brand: performance, security, and sustainability. In addition to having premium-level prices, ARM will create the perception of being a responsible company (Agyei, Manu and Coffie, 2022). ARM will clearly communicate its brand attributes around trust and innovation. The clear positioning statement for the Smart Home System is: “For the modern household, ARM Smart Home delivers the ultimate solutions that are intelligent and energy saving products that enhance comfort, security and sustainability.” Positioning supported via perceptual maps: Price vs Performance and Energy Efficiency vs Convenience. The ARM Smart Home System’s positioning statement is perfectly aligned with current consumer trends towards smart products and the desire for cost savings through energy efficiency (Kalafatis et al., 2024). 
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Figure 5- Competitive Positioning Map of ARM
(Source: Self-Developed)





[bookmark: _Toc225245212]Element 3: Marketing Mix for ARM Smart Home System
[bookmark: _Toc225245213]1. Product	
ARM has created an innovative smart home solution that comprises a range of smart technology-enabled devices such as thermostats, security cameras and an overall automation hub for the home. Utilising ARM’s unique chip technology allows for the creation of products that have the highest performance in terms of speed and the least amount of power consumption compared to products developed using any other type of chip technology available today. In addition to allowing a consumer to control all their devices with one mobile application, this offering promotes the trend of connecting multiple products into a single integrated system and demonstrates that most consumers today prefer to manage their smart home in one easy-to-use application (Norberg, 2026). This product strategically aligns with STDP, platform ecosystem, and product lifecycle considerations. The ARM smart home product aligns with the principles of the core product, actual product, and augmented product: the core product provides convenience and energy savings; the actual product is made up of the various types of smart technology available; and the augmented product includes on-going technical support and software upgrades for each of the smart products within the ARM smart home product line (Ruiz, 2025).

[bookmark: _Toc225245214]2. Price
The ARM plans to implement a premium pricing structure that accurately represents the high quality and superior technology associated with their products. Premium pricing is typically utilised by technology companies to convey that their product provides a high level of performance and reliability. ARM has established itself as a trusted brand in many different industries, including smartphones, where ARM chips are currently used in more than 90% of the world's smartphones. Pricing considers elasticity, skimming, and competitive positioning strategically. Because of this solid reputation, ARM will be able to command much higher prices than new or lesser-known competitor brands (Trebicka, Tartaraj and Harizi, 2023). However, to help increase their market share, ARM could implement a bundling pricing strategy, whereby they offer a complete smart home package at a discounted price. Amazon has been able to sell smart home devices that have been bundled together to encourage consumers to purchase the device. The combination of premium pricing and bundling will assist ARM in balancing their brand positioning with their access to consumers; they will be able to successfully appeal to both higher-income consumers and lower-income consumers (Makienko and Rixom, 2022).
[bookmark: _Toc225245215]3. Place
To ensure that the company has a broad range of distribution methods available to its customers, the company's distribution strategy utilises various methods both online and offline. There will be several ways in which consumers can buy their products - through the company's official website; through other e-commerce sites and definitive electronics stores. Online sales will be very important to the company's overall sales strategy because over 80% of UK customers do their product research online prior to making any purchases (Wichmann et al., 2022). Distribution uses omnichannel strategy, direct/indirect channel integration, and platform partnerships. ARM will also enter into partnerships with builders of homes and companies that provide smart home install solutions so that the product can be installed into new homes providing consumers with an easy path for adopting the product. All of these distribution methods will provide consumers with convenience and easy access to the products (Jedin and Balachandran, 2021). 

[bookmark: _Toc225245216]4. Promotion
As part of promoting energy-efficient products, the promotional strategy will primarily use social media advertising, influencer collaborations and product demonstrations. Influencer marketing can be a very powerful tool within the technology industry. For instance, when technology influencers post reviews on YouTube, they can have a significant impact on consumer purchase choices. According to Pangarkar (2024), about 94% of Gen Z and 70% Millennials strongly trust influencer marketing. IMC, digital funnel, and customer journey mapping support strategic promotion.
[image: ]
Figure 6- Trust in influencer marketing
(Source: Pangarkar, 2024)
Three primary benefits of promoting these unique energy-efficient products include: energy savings, smart living and security. These benefits address the growing needs of consumers today, most specifically high energy prices. ARM will be planning to run sustainability campaigns that promote how ARM products are saving consumer’s energy and reducing their carbon footprints (Ruiz, 2025).

[bookmark: _Toc225245217]5. People
A customer's experience will be greatly impacted by the people who deliver it, such as the customer service, technical support and sales teams. ARM plans to train their employees to have excellent technical knowledge and support ability, because the products they are selling for smart homes are complex and customers will need assistance understanding how to use them (Badi, 2018). Employee focus aligns with service blueprint and brand experience strategy. If ARM offers excellent service, they will create loyal customers who return for repeat business. It has been shown that 58% of consumers are willing to pay more for better service (Hyken, 2022). By concentrating on the development of skilled, supportive staff; ARM can create strong relationships with customers and improve their overall satisfaction.

[bookmark: _Toc225245218]6. Process
ARM intends to develop the processes used by customers to have an easy and smooth user experience; a user-friendly installation, mobile apps which are easy to navigate, and fast response to customer questions and concerns. A complicated process may have a negative effect on customer satisfaction. Companies like Apple are successful in large part because they have created simple and intuitive user experiences for their customers. Thus, ARM can improve the usability of their products. A well-designed process will reduce customer frustration and ultimately increase customer satisfaction. Processes guarantee smooth customer journey and improve experience strategy (Ahmed et al., 2024).

[bookmark: _Toc225245219]7. Physical Evidence	
All visible physical aspects that affect how customers feel about a company and the things it sells, including packaging, product and service design, web presence, and customer reviews. The ARM will provide eco-friendly packaging as part of its commitment to sustainability. The redesign of the website and mobile applications will be completed to portray a modern and professional appearance similar to ARM's cutting-edge nature. Overall, physical evidence supports brand experience, sustainability, and trust (Rohit, Ranjan and Shainesh, 2025). 


[bookmark: _Toc225245220]Element 4: Reflection
Description- As part of this project, I developed an ARM brand extension in the form of the ARM Smart Home System (ASHS). The project involved creating a poster, as well as a verbal presentation, describing my concept, and conducting STDP analysis and marketing strategies for the brand extension. This experience enhanced my strategic thinking, assisting me understand how businesses can utilise existing strengths to enter new markets successfully (Deng and Messinger, 2021).
Feelings- Initially, I had difficulty determining the appropriate brand extension; it needed to be both feasible and original. However, throughout the project, I grew increasingly more comfortable and convinced in my proposed extension. I also experienced a bit of apprehension when preparing my poster since I needed to make sure that I presented the material clearly, but it also motivated me to improve my communication and presentation skills, which are indispensable for effective marketing decision-making (Ahmadpour, Shariati and Moghadam, 2025).
Evaluation- One key aspect of this project that was a positive is the fact that I was able to successfully integrate one of ARM’s core competencies (energy savings) with the Smart Home market, signifying strategic positioning. I also prepared a well-defined STDP strategy, which provided strong foundations for this project and created a solid project. I found the poster allowed me to provide information in a concise, easy-to-follow manner. However, one difficult aspect of the project was working within the word limits – selecting the most relevant points to present (Kaur et al., 2022).
Analysis- During this project, I gained valuable insight into brand development and marketing strategy. I found out that a successful brand extension should fit with the company’s overall identity and will also match what is being demanded in the market, which improved my strategic decision-making. The STDP analysis gave me a clearer understanding of customers’ needs as well as how businesses target specific groups of consumers. I learned that differentiation and positioning are critical to success in a competitive marketplace, and using energy efficiency to differentiate themselves from their competitors was a way for ARM to uniquely position them. Preparing the poster also refined my ability to communicate complex ideas clearly, a skill that would support my career grwoth in marketing and business management. (Theoharakis, Zheng and Zhang, 2024).
Conclusion- This project has improved my analytical thinking, strategic planning, and marketing decision-making skills. The project has also increased my confidence to use marketing theory to support decision-making in the real world. Finally, this experience has improved my understanding of how companies develop and implement new products and services (Kaur et al., 2022).
Action Plan- In the future, I will focus on performing all tasks with very clear market research and using a variety of academic resources that will aid my performance as a marketing/ business management professional. I plan improve my presentation skills so I can be more comfortable and confident when speaking in front of large groups. These improvements will improve my performance in similar projects and directly support my career progress in marketing and business management (Saylor et al., 2023).
.
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