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[bookmark: _Toc794669991]1. Sustainable Brand Extension Poster:
[bookmark: _Toc430822437]1.1 Google: Company Overview and Sustainable Requirement:
Google is a well-known international technology company that sells cloud computing, digital services, and AI-based goods. Its vast technology environment offers a solid basis for long-term brand growth. However, AI's growing resource and energy requirements pose environmental issues, therefore energy efficiency and the use of renewable energy are crucial factors for future innovation (Google, 2026).
[bookmark: _Toc990346629]1.2 Google AI Health Companion: Brand Extension Concept:
Google's technology brand is expanded into personalized digital wellbeing with the projected Google AI Health Companion. The idea would employ AI and linked devices to give consumers tailored support, lifestyle advice, and integrated health analytics, building Google's current health ecosystem. By enhancing Google's current Health Coach features, the extension seeks to provide easy, preventative, and long-lasting health-management experiences (Google, 2026).
[bookmark: _Toc1779124761]1.3 Market Need and Emerging Sustainability Trends:
Google has an opportunity to grow its digital health ecosystem due to the growing demand for AI-supported lifestyles and customized wellbeing. At the same time, growing AI activity raises the need for energy and resources, making sustainable AI development more crucial (Google, 2026).
[bookmark: _Toc1931263456]1.4 Sustainability Alignment and Customer/Investor Value:
By integrating responsible AI development with digital wellbeing, the planned extension is in line with Google's sustainability goal. Customers may benefit from their ability to provide individualized health care, and investments in clean energy and effective AI infrastructure can boost investor confidence and environmental credibility.


[bookmark: _Toc1177757028]2.Segmentation, Targeting, Differentiation and Positioning (STDP):
[bookmark: _Toc931069917]2.1 Introduction to STDP Strategy:
Mogaji (2025) identifies a methodical method for identifying client segments, choosing appealing markets, creating unique value, and establishing a distinctive brand position is provided by segmentation, targeting, differentiation, and positioning, or STDP. By using STDP, Google AI Health Companion may effectively differentiate itself in the digital wellbeing industries and match the suggested extension with consumer needs.
[bookmark: _Toc727528609]2.2 Market Segmentation:
Google can separate the large digital health market into customer groups with distinct demands, traits, and behaviours thanks to market segmentation. Four segmentation variables such as geographic, demographic, psychographic, and behavioral.it can be used for the proposed Google AI Health Companion to determine which clients are most likely to value individualised digital wellness services.
[bookmark: _Toc14789462]2.2.1 Geographic Segmentation:
Geographic segmentation might start by concentrating on technologically advanced markets with relatively high adoption rates for wearables, smartphones, and digital health. Through adapted languages, culturally appropriate wellbeing content, and consideration of various healthcare environments, the service might potentially extend into more foreign markets.
[bookmark: _Toc720186273]2.2.2 Demographic Segmentation:
Age, income, occupation, and household characteristics can all be taken into account when segmenting a population. Because professionals and younger customers are typically familiar with smartphone applications, wearable technology, and digital services, adults between the ages of 18 and 45 may represent an appealing key market. Elderly customers looking for easy assistance to maintain healthy lifestyles could make up a secondary market.

[bookmark: _Toc1601944847]2.2.3 Psychographic Segmentation:
Consumer lifestyles, attitudes, interests, and values are the main emphasis of psychographic segmentation. Health-conscious people who value convenience, customization, preventative wellbeing, technological innovation, and sustainable lifestyles may find the suggested service especially appealing. Customers may also show greater interest in ongoing health monitoring and self-improvement.
[bookmark: _Toc1151750624]2.2.4 Behavioral Segmentation:
Users' current technologies and purchasing habits are taken into account in behavioural segmentation. Regular wearable users, people who routinely track their fitness or sleep, and customers who are already involved with Google's digital ecosystem are examples of potential clients. Google would be able to find users who are more engaged and have a higher chance of adopting the suggested extension thanks to this segmentation strategy (Mogaji, 2025).
[image: ]Source: Developed by the author based on Mogaji (2025) and Google (2026).

[bookmark: _Toc1323919411]2.3 Target Market:
Digitally engaged adults between the ages of 18 and 45 who are interested in preventative wellbeing, fitness, sleep, and tailored health management are the main target market for the proposed Google AI Health Companion. Google has a solid basis for reaching these customers because to its well-established health ecosystem, which links Fitbit, Pixel Watch, and other health-related apps.
Students, professionals, and busy working people with middle-class to upper-class incomes who appreciate ease, personalisation, and technology-enabled lifestyle enhancement can be further classified as the target demographic. This means that choices regarding the attractiveness of a target market must be made considering the competitive landscape, the environment, and the resources at hand (Simkin and Dibb, 1998).
Therefore, before extending the service to broader demographic groups and foreign markets, Google should first give priority to digitally engaged, health-conscious people with strong technology adoption. While preserving a distinct and pertinent brand promise, this targeted approach can aid in increasing acceptance.
[bookmark: _Toc1303247626]2.4 Differentiation Strategy:
By fusing individualized AI assistance with Google's larger digital environment, the planned Google AI Health Companion should set itself apart. By integrating lifestyle advice, connected gadgets, and wellness data into a seamless digital experience, the extension can add value rather than only competing through basic health tracking. Since Google's current Health Coach currently offers customized fitness, sleep, and health advice via Gemini, the suggested extension should focus on adding value rather than replicating current features.
Personalization, accessibility, sustainability, privacy, and ecosystem integration could be areas of differentiation. For instance, the service might connect connected gadgets and apps and offer customized wellbeing recommendations based on personal objectives. To increase confidence in the suggested service, Google additionally emphasizes user control, encryption, and the separation of health data from advertising. Additionally, emphasizing energy-efficient technologies and appropriate data management, sustainable AI development might set the extension apart. Google's position in the expanding digital wellbeing market may be strengthened by this combination of technological prowess, tailored experiences, and ethical innovation (Google, 2026).
[bookmark: _Toc724005424]2.5 Positioning Strategy:
The suggested Google AI Health Companion should be marketed as a dependable, customised, and long-lasting digital wellness solution for tech-savvy customers looking for practical assistance for leading healthier lives. By conveying significant advantages that promote customer preference, positioning entails giving an offering a unique place in the target market's consciousness. Although it seems that merchants do employ a positioning strategy that aligns with our model, their efforts to alter consumer perceptions and demand-side behavior have been less successful (Sayman, Hoch and Raju, 2002).
[bookmark: _Toc624043388]Google may promote the extension around three main differentiators: responsible for digital wellbeing, ecosystem integration, and AI-powered customization. Personalized insights based on users' health and wellness data can be made possible by integration with suitable Fitbit and Google devices. Since Google's current Health Coach only offers factual advice and does not diagnose or treat medical ailments, the service should be positioned as a wellness companion rather than a medical substitute. In addition to meeting customer demands for simple and customized digital health experiences, this approach can aid Google in establishing credibility. Therefore, "Google AI Health Companion: personalized wellbeing powered by responsible AI, helping people make healthier everyday choices" may be a clear positioning statement.
3. Marketing Mix – 7Ps:
[bookmark: _Toc1529790431]3.1 Product Strategy:
Saqib (2021) highlights that the suggested Google AI Health Companion ought to be created as a long-term digital wellness solution that expands Google's current health and technology infrastructure. Through an integrated digital platform, the product would offer customised health data, lifestyle suggestions, fitness assistance, and wellness advice. Google has a solid basis for the suggested addition because it already links health data from wearables, apps, and smart devices. Positioning strategy is debated and used in a variety of industries (business-to-business and consumer), for all types of brands (such as corporate branding), and for "brands" in the broadest sense (such as places or persons).
Instead of trying to take the role of professional healthcare, the suggested service should concentrate on customization, accessibility, responsible AI, and preventative wellbeing in order to offer value. Based on their objectives, activities, sleep habits, and lifestyle choices, users may receive customised recommendations. The viability of individualised AI-based exercise, sleep, and health support is demonstrated by Google's current Health Coach.
The product should also incorporate strong privacy controls and transparent communication about AI limitations because health information is highly sensitive. Google's current health services provide users with control over health data and state that Health Coach provides information rather than medical guidance. Therefore, responsible product design can strengthen consumer trust while supporting Google's sustainable brand-extension strategy.
[bookmark: _Toc1038626077]3.2 Pricing Strategy:
To promote initial acceptance and generate recurring revenue from advanced capabilities, the proposed Google AI Health Companion should use a tiered freemium pricing model. While premium services like sophisticated AI insights, customised plans, and deeper analytics might be provided thru a monthly subscription, basic functions could continue to be free, giving users access to crucial wellbeing tracking. This strategy aligns with Google's current health model, which offers free basic health tracking and more individualised coaching through Google Health Premium. Google presently lists Health Premium at £7.99 per month in the UK, which offers a helpful baseline for presenting the suggested extension. A competitive subscription fee could communicate value and lower adoption of obstacles. Price-conscious customers may be further encouraged to participate via flexible trials and student discounts. Creating a suitable pricing plan is essential and quite difficult for Kienzler and Kowalkowski (2017).

[bookmark: _Toc946972390]3.3 Place/Distribution Strategy:
A digital-first distribution strategy should be used for the proposed Google AI Health Companion, allowing users to access the service via the Google Health app and popular mobile app platforms. This method would enable consumers to connect compatible Fitbit and Pixel Watch devices and quickly access the service via smartphones. Google Health already provides an established distribution infrastructure for the proposed extension by integrating smart devices, wearable technology, and health applications into a unified ecosystem.
 To increase accessibility, Google might potentially partner with certain health and wellness apps and distribute the service thru its current hardware ecosystem, which includes Fitbit and Pixel Watch. Currently, Google Health allows connectivity with a wide range of third-party devices and apps. Therefore, while lowering reliance on physical distribution channels, a combination of wearable integration, direct digital access, and strategic partnerships would increase convenience, market reach, and ecosystem participation. 
[bookmark: _Toc1775949134]3.4 Promotion Strategy:
To raise awareness, explain its advantages, and promote adoption among tech-savvy consumers, the suggested Google AI Health Companion should employ an integrated digital promotion campaign. Google can provide targeted educational content that illustrates how customised wellbeing assistance may integrate into daily life by leveraging its current channels, such as YouTube, Google Search, Google Play, and social media. Influencer collaborations, fitness instructors, and reputable health experts can bolster this strategy to build credibility and show real-world applications. 
Instead of making medical claims, promotional communications should highlight convenience, privacy, personalisation, and responsible AI. According to Google, Health Coach offers informative help rather than medical advice, therefore keeping customers' trust requires open communication. Promotional techniques come in two varieties. The push strategy seeks to move the product via distribution channels, compelling the dealer to come up with ways to sell it more quickly. The attraction approach focuses on the final customer, who must be drawn in to make a purchase (Alexandrescu and Milandru 2018).
[bookmark: _Toc1849384870]3.5 People strategy:
Skilled workers with knowledge of digital health, artificial intelligence, customer service, and data privacy are needed for the proposed Google AI Health Companion. To make sure the service is dependable, user-friendly, and ethically managed, Google should include AI developers, cybersecurity experts, health and wellness specialists, and customer support teams. This is especially crucial as Google Health Coach analyses individual health and wellness information to offer tailored advice. As a result, workers should be properly trained in data security, responsible AI, and communicating the limitations of the service. 
Additionally, Google has to make it very clear that AI-generated advice is meant to be informative and should not be used in place of expert medical counsel. Cross-functional cooperation and efficient staff training can improve consumer confidence, service quality, and the brand extension's overall credibility (Google, 2026).
[bookmark: _Toc332430653]3.6 Process Strategy:
From registration through continuing wellbeing assistance, the suggested Google AI Health Companion should offer a straightforward, safe, and user-centred procedure. Users would connect suitable devices or apps, develop a health profile, and give the required consent. After then, the service may gather pertinent health data, use AI to assess trends, and offer tailored wellbeing recommendations. 
To promote openness and confidence, users should have easy ways to manage, download, or remove their data. Google Health already gives users the ability to control permissions and remove health information, which is a helpful starting point for the suggested procedure. 
[bookmark: _Toc444964853]3.7 Physical Evidence:
The Google-branded app interface, wearable device integration, transparent dashboards, and customised health reports would provide tangible proof for the proposed Google AI Health Companion. Reliability, privacy, and technological excellence might all be communicated through a straightforward, contemporary interface. Secure data controls might strengthen customer confidence, and integration with Fitbit and Pixel Watch would offer concrete proof of the service's performance (Google, 2026).
[bookmark: _Toc894530099]3.8 Sustainability Integration Across the 7Ps:
All seven components of the Google AI Health Companion marketing mix should incorporate sustainability. In addition to encouraging accessible digital use and minimising the need for physical resources, the product should support responsible and effective AI. Greenwashing should be avoided while promoting environmental benefits. Data security, resource efficiency, and responsible AI should be prioritised by both people and processes. Physical proof should show environmentally conscious device integration and sustainable digital infrastructure. This policy is in line with Google's broader sustainability plan, which also aims to reduce environmental impacts throughout its operations, increase the procurement of renewable energy, and improve AI efficiency (Google, 2026).
[bookmark: _Toc1212521896]4.Reflection:
[bookmark: _Toc532113156]4.1 Reflection on Developing the Sustainable Brand Extension:
The Google AI Health Companion project offered a chance to apply marketing theory to a modern technology-based idea. Finding a suitable extension was first difficult since the plan had to show sustainability and brand fit. I was able to comprehend how the suggested service may integrate with current digital capabilities while adding value for customers by researching Google's current health ecosystem. I also saw that since Google currently offers Health Coach through its health platform; the idea needs to be clearly differentiated. According to Google, Health Coach is an AI-based service that offers tailored advice on wellness, sleep, and fitness.
As a result, more thots have to be given to sustainable innovation, ethical AI, privacy, and personalisation when creating the extension. My capacity to relate abstract marketing ideas to real-world business choices has improved as a result of the approach. But before I finalised the idea, I think I could have done more thorough rival research. All things considered, the event improved my comprehension of strategic decision-making and sustainable brand development.
[bookmark: _Toc1595903139]4.2 Skills, Knowledge and Insights Gained:
My theoretical knowledge and practical marketing skills both improved as a result of this assignment. My comprehension of segmentation, targeting, differentiation, positioning, and the marketing mix has improved, especially with regard to their significance when creating a new extension for a well-known brand. Additionally, I became more adept at recognising client demands and relating them to sustainability and technology developments. Investigating Google's health ecosystem improved my capacity to assess data from corporate and scholarly sources. Another crucial realisation was that, when it comes to health-related data, privacy, responsible AI, and customer trust are just as crucial as commercial considerations when it comes to technical innovation.
[bookmark: _Toc1389737791]4.3 Reflection on Poster Preparation and Presentation:
The process of creating the poster made me realise how important it is to present a marketing strategy in a clear and visually appealing manner. I chose a clean Google inspired design and arranged the content around the brand, suggested health companion, market need, and sustainability benefits. One of the biggest challenges was condensing detailed research into brief statements without losing the main strategic message. Making the poster also made me think more carefully about visual hierarchy, headings, icons, and the relationship between text and images. The presentation element required me to explain marketing concepts orally, which increased my confidence.
[bookmark: _Toc1408476866]4.4 Personal and Professional Development:
[bookmark: _Toc1583482928]By boosting my confidence in research, strategic thinking, and marketing communication, the job helped me grow both personally and professionally. I grew more at ease evaluating how sustainability may affect product development and using academic frameworks to a real-world technology brand. My visual communication and presentation abilities were further enhanced by creating and delivering the poster. Instead of merely outlining marketing tactics, the project emphasized the significance of critical review. I want to get better at competitor analysis, delivering presentations, and providing more solid market data to back up strategic recommendations in future projects. Through assessment and action planning, Gibbs' reflective cycle can facilitate this ongoing improvement (Gibbs, 1988)
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2.2 MARKET SEGMENTATION
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