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[bookmark: _Toc228482886][bookmark: _Toc228485959]Element 1: Brand Extension Poster
The Samsung SmartLiving Hub poster, developed in Microsoft PowerPoint, was presented in class during weeks 9 and 10. The poster is displayed below and is a brief visual representation of the brand extension idea, market opportunities and sustainability fit, aimed at investors and consumers alike.

[image: ]
Figure 1 Samsung SmartLiving Hub — Brand Extension Poster
[bookmark: _Toc228485960]Introduction to Samsung Electronics:
Samsung Electronics is a global market leader in technology and has revenues of over $200 billion (Samsung Annual Report, 2024). Established in 1938, it is a conglomerate in the electronics, semiconductors and appliances industry. Its Samsung SmartThings platform has more than 425 million users (CSA-IoT, 2025).
[bookmark: _Toc228485961]Brand Extension: Samsung SmartLiving Hub
The SmartLiving Hub is a brand extension, leveraging Samsung’s brand in a new market (Kotler et al, 2010). It connects systems and devices into a single platform based on AI, using Samsung’s Galaxy AI and Samsung Knox technology, as well as being Matter-compatible, to provide a smarter home.
[bookmark: _Toc228485962]Consumer and Industry Appeal
Smart homes are expected to have strong market growth, reaching $848.47 billion by 2034 (Fortune Business Insights, 2026). The integration of AI, Matter, 5G, and the growing need for energy-efficient solutions enhances the SmartLiving Hub's position in the tech-savvy, eco-conscious market (PwC, 2024; Gartner, 2025).

[image: /home/claude/chart1_market_growth.png]
Figure 2 Global Smart Home Market Growth Forecast 2025–2034 (CAGR: 21.4%).
Source: Fortune Business Insights (2026)

[bookmark: _Toc228482890][bookmark: _Toc228485963] Sustainability Alignment
[bookmark: _Toc228482891]The SmartLiving Hub is built on the principle of sustainability. Samsung Electronics met its 2025 Galaxy for the Planet targets and aims for net zero Scope 1 and 2 emissions by 2030 (Samsung Newsroom, 2026). The Hub facilitates this with 30% energy reduction via AI, recycled materials and sustainable packaging in line with the European Commission (2023).









[bookmark: _Toc228485964]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
The STDP process offers a structured approach to segmenting a market to identify the most promising consumer segments, to target the right segments, to position the product competitively and to build a successful brand position in the mind of the consumer (Kotler et al., 2010; Wedel and Kamakura, 2000). For a brand extension project as large and ambitious as the Samsung SmartLiving Hub, STDP analysis is crucial to ensure that marketing expenditure is highly targeted and that the product offering is carefully matched to consumer needs (Chernev, 2019).
[bookmark: _Toc228485965]Segmentation
Market segmentation - the division of a heterogenous market into sub-markets by common needs and characteristics, was first conceived by Smith (1956) and is fundamental to contemporary marketing practice. Four segmentation variables are used for the SmartLiving Hub.
Table 1: Market Segmentation Framework — Samsung SmartLiving Hub
	Variable
	Key Segments
	Relevance

	Geographic
	Urban/suburban (NA, Europe, Asia, UAE)
	Strong infrastructure, high tech adoption (Statista, 2025)

	Demographic
	25–54, dual-income, homeowners
	Income & ownership drive adoption (McKinsey, 2024)

	Psychographic
	Tech-savvy, eco-conscious, convenience-led
	Aligns with premium AI positioning (Chernev, 2019)

	Behavioural
	Samsung users, multi-device owners
	Higher conversion & loyalty (Batra & Sinha, 2000)


Source: Kotler et al. (2010)
Geographically, the primary markets are North America and Western Europe, where smart home penetration already exceeds 32% and 28% respectively (Statista, 2025). Figure 3 maps penetration by region and growth projections, showing that the emerging markets - Middle East and South Asia in particular - are secondary growth markets by 2030.

[image: /home/claude/chart5_regional.png]
Figure 3 Smart Home Market Penetration by Region- 2025 vs 2030 Forecast.
Source: Statista (2025); McKinsey & Company (2024)

Demographically, the primary target segment for the SmartLiving Hub is millennial homeowners (28-43 years) - digital natives in their peak earning and home ownership years.  this cohort has the greatest likelihood of adopting AI-enabled smart home products. Psychographically, Rogers' (2003) diffusion of innovations model suggests early adopters and early majority as the prime targets for initial market seeding, with the Hub's AI uniqueness as the persuasive element. Behaviourally, Samsung's 425 million current SmartThings users are a pre-identified, high-conversion-probability segment, as Batra and Sinha (2000) show that positive experiences with a brand is the strongest predictor of brand extension acceptance.
[bookmark: _Toc228485966]Targeting
After segmentation, the SmartLiving Hub employs a differentiated targeting approach (Kotler et al., 2010), targeting two equally important primary segments and a secondary segment.
Table 2: Target Segment Profiles and Value Propositions
	Segment
	Profile
	Value Proposition
	Priority

	Connected Professionals
	28–45, urban, high income, tech-savvy
	AI automation, seamless control, time-saving
	Primary

	Eco-Conscious Families
	30–50, suburban, eco-focused
	Energy savings, sustainability, security
	Primary

	Aspirational Tech Adopters
	22–35, new homeowners, brand-driven
	Affordable entry, modular smart ecosystem
	Secondary


Source: McKinsey & Company (2024) and PwC (2024)
The segment attractiveness radar (see Figure 4 below) compares the three segments across six strategic fit criteria: geographic fit, demographic fit, psychographic fit, behavioural fit, market size and growth potential. This confirms that both Connected Professionals and Eco-Conscious Families are excellent primary targets, while Aspirational Adopters are a good volume target.
[image: /home/claude/chart2_segmentation_radar.png]
Figure 4 Market Segment Attractiveness Radar — Three Key Segments Compared Across Six Dimensions.
[bookmark: _Toc228482894][bookmark: _Toc228485967]Differentiation
Competitive differentiation, according to Porter (1980), is the creation of superior differentiation valued by customers. SmartLiving Hub is pursuing a multi-dimensional differentiation strategy with five strategic priorities, as outlined in Table 3. In Porter's (1980) terms, this is a superior differentiation strategy that eschews cost competition in favour of "value creation" through brand-specific AI intelligence, cyber security and sustainability.
Table 3: Competitive Differentiation Framework — SmartLiving Hub vs Key Competitors
	Pillar
	SmartLiving Hub
	Amazon Alexa
	Apple HomeKit
	Google Nest

	AI Intelligence
	Galaxy AI: proactive, predictive, personalised
	Reactive voice commands only
	Siri: limited automation
	Google AI: good but reactive

	Security
	Knox military-grade enterprise security
	Consumer-grade encryption
	Strong privacy, no security certification
	Standard consumer security

	Ecosystem
	425M+ SmartThings users; 4,700+ devices via Matter
	Broad but fragmented
	Apple-only; closed ecosystem
	Google-only devices primarily

	Sustainability
	30% energy saving AI; net-zero 2030; recycled materials
	Minimal commitments
	Carbon neutral claims only
	Limited verified commitments

	Interoperability
	Matter protocol: open-standard cross-platform
	Partial Matter support
	Limited Matter adoption
	Partial Matter support


Source: Porter (1980); CSA-IoT (2025); Samsung Newsroom (2026)
Treacy and Wiersema (1993) contend that the path to sustainable competitive advantage is a dominant value discipline of operational excellence, customer intimacy or product leadership. The SmartLiving Hub seeks to lead both in product innovation (Galaxy AI, Knox security, Matter protocol) and customer intimacy (personalised AI routines, SmartHome Advisor service), a unique combination which not only sets the Hub apart from one-discipline rivals, but also creates significant switching costs for customer loyalty.
[bookmark: _Toc228485968]Positioning
Positioning defines the brand's location in the consumer's mind compared to other brands (Ries and Trout, 1981). The SmartLiving Hub is positioned as:

"The most intelligent, secure, and sustainable smart home ecosystem, designed for Samsung families who demand more from their connected lives."
Figure 5 Samsung SmartLiving Hub- Positioning Statement

Figure 6 below shows the SmartLiving Hub compared to some of the major competitors on two dimensions - AI Intelligence and Market Positioning (mainstream to premium). The map confirms the Hub's unique position in the premium-intelligent quadrant, above Google Nest (mainstream-intelligent), Apple HomeKit (premium-closed) and way ahead of Amazon Alexa (mainstream-reactive).
[image: /home/claude/chart4_positioning.png]
Figure 6 Competitive Positioning Map — Smart Home Ecosystem Market (AI Intelligence vs. Premium Positioning).
Source: Porter (1980)
According to Keller (2013), positioning needs to achieve clarity (what it is), consistency (across the entire marketing mix), and credibility (with demonstrable proof points). These three factors are manifest in the SmartLiving Hub strategy: clarity via the AI-security-sustainability tri-pillar messaging; consistency via the Samsung Galaxy brand family; and credibility via Knox certifications, Matter protocol compatibility and Samsung's sustainability goals.
 






[bookmark: _Toc228485969]Element 3: 7Ps Marketing Mix Strategy
This element is based on the 7Ps extended marketing mix model of the Samsung SmartLiving Hub. The 7Ps - an extension of McCarthy's (1969) 4Ps by Booms and Bitner (1981) - are well suited to the technical service-oriented Samsung SmartLiving Hub product, where the services, people and physical characteristics of the product are as important as the product itself (Lovelock and Wirtz, 2004). Figure 7 illustrates the priority of all seven elements, before each is outlined in detail.

[image: /home/claude/chart3_7ps.png]
Figure 7 Samsung SmartLiving Hub — 7Ps Strategic Priority Scores. Source: Booms and Bitner (1981)

[bookmark: _Toc228482897][bookmark: _Toc228485970]Product
Underlying the marketing strategy, the SmartLiving Hub is an example of Philip Kotler et al. (2010) Three Levels of Product. The core product is Galaxy AI automation that makes home functions convenient. The product is a voice-enabled hub with Knox security, Matter and SmartThings connections. The enhanced product is installation, monitoring, warranty and upgrades. In line with David Aaker (1991), fit drives success. Samsung uses its innovation and reliability to promote Hub in three SKUs (Standard, Professional, Enterprise) to different market segments.
[bookmark: _Toc228485971]Price
The SmartLiving Hub uses value-based pricing ($299-599) reflecting consumers' willingness to pay for energy, security and automation benefits (Nagle and Müller, 2024; Monroe, 1990), rather than cost-plus pricing. It is priced higher than alternatives such as Amazon Echo Hub, leveraging unique capabilities (Knox security, Galaxy AI and Matter standards). Price also aligns to an ecosystem lock-in strategy (Shapiro and Varian, 1999), promoting device bundles and subscriptions to enhance value. A 15% Samsung Members' discount is used to offer an introductory price to support penetration pricing and fast-track market entry and adoption (Kotler et al., 2010; Tellis, 1986).
[bookmark: _Toc228485972]Place (Distribution)
An omnichannel approach is used, as 78% of smart home consumers conduct thorough online research prior to in-store purchases, requiring phygital channel integration support (PwC, 2024; Verhoef et al., 2015). Key channels include: (1) Samsung Experience Stores - 1,400+ global premium retail stores that allow immersive demonstrations that lead directly to purchase intent for high-involvement technology products; (2) Samsung.com direct e-commerce with AI-powered product recommendations and exclusive Samsung Members offers; and (3) Authorised premium retailers such as Best Buy (North America), Currys (UK), and MediaMarkt (Europe) to reach consumers beyond Samsung's own retail network. An alternative "B2B" channel is also deployed to property developers and smart building integrators, tapping into Samsung's existing Knox enterprise sales channels (Rosenbloom, 2013).
[bookmark: _Toc228485973]Promotion
A promotional strategy is based an Integrated Marketing Communications (IMC) approach (Fill, 2013), delivering consistent messaging across all customer engagement channels but also with channel-specific tactics designed for each consumer segment.
Table 4: Promotional Mix — Samsung SmartLiving Hub IMC Strategy
	Channel
	Tactic
	Target Segment
	KPI

	Digital / Social
	Influencer partnerships
	Aspirational Adopters, Professionals
	Reach, engagement, conversion

	Samsung Ecosystem
	SmartThings personalised promotions
	Existing users (all segments)
	CTR, conversion

	TV / Streaming
	Lifestyle ads (Galaxy AI)
	Eco-Families, Professionals
	Awareness, brand recall

	Sustainability PR
	ESG content & certifications
	Eco-Conscious Families
	Media coverage, sentiment

	Events / Retail
	Store demos & tech expos
	All segments
	Footfall, conversion



Source: Fill (2013); De Pelsmacker et al. (2007)

De Pelsmacker et al. (2007) believe that sustainability messages need to be supported by independent evidence to overcome scepticism - a condition that Samsung's 2025 Galaxy for the Planet annual report fulfils. Samsung's sponsorship of the Olympic Games also delivers unrivalled mass exposure to aspirational consumers (Samsung Newsroom, 2026).
[bookmark: _Toc228485974]People
eople cover all human factors that influence consumer experience, including retail Advisors, installers and customer service (Booms and Bitner, 1981). For luxury technology ecosystems, people's service quality is a key driver of post-purchase satisfaction and brand loyalty (Parasuraman et al., 1985). Samsung has a SmartHome Advisor programme: trained experts in technical set-up and lifestyle consultancy for the smart home, available at Experience Stores and virtually. Advisors provide personalised Hub set-up, relieving installation concerns cited by McKinsey & Company (2024) as the key barrier to potential smart home adopters. 24/7 customer support through AI-powered Samsung Bixby voice assistant. 
[bookmark: _Toc228485975]Process 
Process is the systems and flows it is delivered through to the consumer (Zeithaml et al., 2020). Lemon and Verhoef (2016) show the quality of a customer experience is increasingly shaped by the totality of the journey quality (research-to-purchase-to-ongoing engagement), not the quality of individual "points of contact". For the SmartLiving Hub the journey has six stages: Awareness → Research → Purchase → Installation → Onboarding → Engagement. Samsung reduces friction within each stage: the Standard SKU is engineered for under two-hour DIY installation (guided by Galaxy AI onboarding); the Professional and Enterprise SKUs are Samsung installed within 48 hours. The AI onboarding experience establishes a profile of the home within 72 hours and learns the routines of the household and optimises energy and security accordingly.
[bookmark: _Toc228485976]Physical Evidence:
Physical Evidence is a tangible and environmental cues that communicates quality and instill confidence - essential in technology products where pre-purchase performance is uncertain (Shostack, 1977; Zeithaml et al., 2020). Physical evidence for the SmartLiving Hub is multifaceted: high-end 100% recycled paper packaging signals sustainability via tactile cues; the Hub's minimalist premium hardware design and finish signal high quality and aesthetic fit with the home; Samsung Experience Store demonstration units allow pre-purchase experience with Galaxy AI, removing performance uncertainty. The SmartThings app is vital digital physical evidence, its user experience and AI responsiveness impact perceived Hub intelligence. Third-party verification, Matter protocol certification, Knox security and Energy Star rating - delivers independent certification and adds to consumer trust (Keller, 2013).
[image: 7ps of Marketing Mix -Your Next Planner-Revamp Your Marketing Strategy]
Figure 8 7Ps Marketing Mix Strategy (Keller, 2013).

[bookmark: _Toc228485977][bookmark: _Toc228482904]Element 4: Reflection
In this reflection, Gibbs' (1988) Reflective Cycle is utilised to guide analysis. The six-stage Gibbs' model of Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan offers a systematic framework to convert work-based practice into learning and development, suitable for postgraduate reflection (Schön, 2017; Moon, 2013).
[bookmark: _Toc228485978]Description
The project was to create a brand extension for Samsung Electronics, with the SmartLiving Hub as a smart home AI system. The deliverables were the poster, STDP analysis, 7Ps marketing mix and reflection. Poster presentation involved a brief spoken presentation with time constraints.
[bookmark: _Toc228485979]Feelings
At first, I struggled to create a unique and theoretically sound extension for such a multi-faceted brand. Exploring the smart home market and SmartThings platform boosted my confidence. The written and oral presentation process emphasised the challenge of communicating in a tight time frame.
[bookmark: _Toc228485980]Evaluation
The project's success was its integration of theories from Kotler et al. (2010), Porter (1980) and Booms and Bitner (1981). It provided a strategy for Samsung Electronics. But, translating in-depth research into 2,500 words was difficult and I realised a need for better data representation, which was ameliorated by the inclusion of charts.
[bookmark: _Toc228485981]Analysis: Knowledge, Skills and Insights
This project improved my ability to analyse strategic marketing by applying theories such as Aaker's (1991) brand equity model, and Keller's (2013) brand resonance pyramid. Combining Porter's (1980) competitive strategy and Treacy and Wiersema's (1993) value disciplines provided insights into competitive advantage. It also enhanced my skills in blending quantitative and qualitative information for decision making. Reflection, as per Moon (2013), enhanced my learning style. Moreover, the presentation enhanced my professional presentation skills, such as organising and articulating complex ideas and engaging with the audience (Fill, 2013).
[bookmark: _Toc228485982]Conclusions and Action Plan
This assessment was a rich, intellectual and professional learning opportunity. It reinforced the theoretical marketing knowledge, built practical strategic analysis skills and honed professional presentation skills. The Samsung SmartLiving Hub is a strategically robust, academically rigorous and commercially valid brand extension based on rigorous implementation of well-established frameworks using market intelligence.
Three areas for further development are apparent. First, I will continue to develop skills in digital marketing analytics and AI consumer insight tools - skills that are increasingly essential marketing management skills. Second, I will build on presentation skills through case competition scenarios that mimic competitive presentations. Third, I will further explore sustainability marketing literature because of the increasing prominence of ESG-compatible marketing strategies for enhancing both consumer and institutional investor attractiveness. This portfolio has convinced me that successful postgraduate marketing strategy requires simultaneous deployment of analytical rigour, creative strategic insight and practical judgement - a trifecta of skills I aim to enhance through my MBA studies and throughout my career.
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