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[bookmark: _Toc223444332]Element 2: Develop Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension
In this section, a formalised Segmentation, Targeting, Differentiation and Positioning (STDP) model for the Galaxy EcoWatch by Samsung will be developed. A thorough appraisal of market attractiveness, strategic fit, and competitive advantage will support the viability of Galaxy EcoWatch as a sustainable growth opportunity for the brand extension in the global wearable technology market.
Segmentation
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[bookmark: _Toc223444361]Figure 1: Global Wearable Technology Market 2024-2033
(Source: Dimension Market Research, 2024)
The global wearable technology market is on track to exceed $305 billion by 2033, which indicates a substantial amount of growth potential (Dimension Market Research, 2024). Although there is a great deal of growth potential in the global wearable technology market, this growth will not be uniform across geographic, demographic, psychographic, and behavioural segments. For example, there are urban markets with high smartwatch penetration rates and stricter regulations regarding the environment in North America, the European Union and East Asia (Admin, 2024). There are demographic segments (aged 22–45 years) that have the highest adoption rates. Psychographically, there is a growing number of consumers who consider the sustainable purchase and use of technology as an important factor in their buying decisions (58% of survey respondents said they consider the environmental impacts associated with producing any type of technology). Behaviourally, 64% of respondents to the study indicated that they would place a higher priority on devices which provide enhanced health tracking capabilities relative to devices without enhanced health tracking capabilities (Team, 2025). By segmenting the market using multiple variables, Samsung can operate in a more risk-averse manner while efficiently using its resources to compete in highly competitive technical sectors.
Targeting
With a diverse population of smartwatches, a differentiated targeting strategy will allow Samsung to take full advantage of its growing members. Therefore, Samsung should primarily target the urban professional segment (25-40 years old) that has a median to above median income level. This segment represents the ideal balance between purchasing power and awareness of environmental issues (Pereira, 2026). Furthermore, the increase of ESG (Environmental, Social, & Governance) related investments by over 30% over the last three years is indicative of increased financial investment in sustainable innovations (Eser, 2026). At the same time, younger consumers exhibit higher brand switch rates when brands’ sustainability values reflect their identity. Conversely, over-targeting of eco-conscious consumers may lead to a limitation of economies of scale. As such, Samsung must find the right balance between an ethical position and performance benefits in the mainstream marketplace. By focusing on segments that value both advanced health technologies as well as sustainability, Samsung maximises profitability while satisfying its corporate ESG desires.
Differentiation
With Apple and Fitbit dominating the wearables market, competition is intense; therefore, product-based differentiators alone do not provide sufficient strategic value creation without counterpart strategic value creation. 
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[bookmark: _Toc223444362]Figure 2: E-waste Generation in Million Metric Tons
(Source: ‌Bateman, 2022)
The Galaxy EcoWatch's differentiation comes from its circular design; its components are made from recycled aluminium and are modular, thereby extending product life. Globally, the amount of e-waste disposal reached 59 million metric tonnes in 2022 and estimated to approx. 75 in 2030; therefore, providing a product with high durability satisfies a known industry-wide problem (‌Bateman, 2022). Furthermore, incorporating a carbon footprint tracking application provides behavioural value to the user beyond the physical value of the product, creating an emotional connection. However, the claims of sustainability must not be viewed as greenwashing; therefore, sustainable value claims must be substantiated through a measurable impact assessment and through lifecycle assessments to sustain the credibility of the differentiation created and maintain competitive advantage (‌Ruggeri et al., 2025).
Positioning
To be effective, positioned products must offer clarity and uniqueness in the premium smartwatch category, where there are numerous competitors. Apple’s positioning focuses on product innovation and its large product ecosystem; Fitbit’s positioning targets consumers through affordable means of tracking their health and wellness (Latterly, 2024). A dual value proposition for Galaxy EcoWatch would consist of superior technology and a commitment to sustainability. With 80% of consumers wanting companies to clearly demonstrate measurable actions taken to reduce climate change, a verified/focused environmental impact enhances the relevance of the brand (Specright, 2023). Sustainability alone cannot provide sufficient rationale for premium pricing; therefore, the positioning must incorporate AI-based accuracy of health metrics and principles of eco-reduction to avoid being a niche category (Anand, 2024). An innovation-sustainability balance in messaging will create long-term brand equity while also assisting in differentiation in an ever-changing technological environment.
	Elements
	Key Points

	Segmentation
	Use of multiple ways to segment consumers, by their geographic locations, demographics (22-45 years old), psychographics (environmentally conscious), and behaviours (health-conscious) to target a high-growth market in wearables projected to achieve $305 billion by 2033.

	Targeting
	Targeting Urban Professionals with a differentiated approach through their median+ income range (25-40 years old), aligns consumers' purchasing power with the continued growth of ESG investments (+30%).

	Differentiation
	Recycled aluminum materials and circular modular design elements will help to address the increasing amount of e-waste (59 million+ tons) produced annually and provide a carbon tracking capability, adding emotional and functional value.

	Positioning
	Premium dual value proposition includes advanced AI-powered health precision, as well as validated sustainability impact, meeting the innovative and climate accountability requirements of consumers (80% demand).
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[bookmark: _Toc223444333]Element 3: Marketing Mix (4Ps)
The 4Ps model (Product, Price, Place, Promotion) provides an established framework to evaluate how Samsung's products create value, attract their target market, and compete (Xia, 2023). This selection is based on its universal nature across the consumer electronics industry and Samsung's multi-segment strategy on a global basis.
Product
Samsung places heavy importance on innovation, ecosystem integration, and the diversity of products within its product strategy. Their product range consists of a variety of major product categories, including Galaxy flagship devices, Galaxy Foldables, Galaxy Wearables, Galaxy Home Appliances, New Emerging XR Hardware, etc., allowing Samsung to benefit from cross-selling products and establishing customer loyalty to the Samsung Eco-System. An example of this is seen with the launch of Galaxy Z TriFold as an example of their technological leadership in an innovative, aspirational product category (Samsung Newsroom, 2025). Additionally, Samsung integrates sustainability features using recycled materials and extended software support, adding value to their overall product offering. While Samsung has a broad product portfolio, there is a risk of focus dilution that could put excessive strain on Research & Development’s ability to prioritize across product categories (especially with competitors such as Apple having a narrower product focus and greater integration within competitors' ecosystems) (Samsung, 2024). Even though Samsung has consistently innovated and maintained its relevance within the marketplace, they create additional complexity and cost within the production of its products/technology.
Price
Samsung utilizes a fluid pricing mix to determine final costs. It utilizes the "premium skimming" method to price new technology items (e.g., foldable smartphones), competitive pricing to price all mid-range models Galaxy A/M, and "market-based" prices that consider competition's price points (Sheridan, 2024). While price skimming provides customers with a perceived quality of product and allows the company to recoup their investment in R&D, if their MSRPs are too high, they could deter price-sensitive customers from purchasing their product. By providing mid-tier products, Samsung is attempting to develop a larger number of customers, like the way other manufacturers, including Xiaomi and Realme, are developing budget customers (LUAN, 2022). Sales through promotion, bundles, and trade-ins will generate revenue in the short term but can adversely affect margins and dilute the perceived quality of a brand. For example, Samsung’s average retail discount of 10-15% of the MSRP during promotional campaign periods has put competitive pressure on the company's pricing (Shrivastava, 2025). The challenge is to balance profitability with access.
Place
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[bookmark: _Toc223444363]Figure 3: E-commerce Statistics 2021-2027
(Source: Hậu, 2023)
Global retail e-commerce sales are expected to grow from $4.9 trillion (2021) to over $8 trillion (2027) with the proportion of total retail being sold via online channels increasing from just 18.9% in 2021 to around 23% by 2027 (Hậu, 2023). Thus, the growth of online shopping supports Samsung's omnichannel growth approach including its online wholesaler, parties to contract with Amazon, and carrier networks have combined to provide a significant opportunity for growth as well as a means of targeted online advertising, decreased cost of owning physical retail outlets, and a worldwide opportunity (Thaichon et al., 2025). However, growth in these markets is not always linear; for example, there was a marked slowdown in sales growth in 2022 due to changes that occurred in the macroeconomy. Apple's approach is to give its channel partners control over selling their product to consumers which results in an exclusive brand; whereas the larger distribution of Samsung products gives consumers greater access, but it creates logistical complexities and adds to margin pressure for the company (Pant, 2025).
Promotion
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[bookmark: _Toc223444364]Figure 4: Global Advertising Spending Growth Digitally and Traditionally
(Source: ‌Cramer-Flood, 2024)
The growth of digital advertising is evident in the graph, with a peak of 13.2% in 2024, followed by stabilization at 9 to 11 percent until 2027, while growth for traditional media remains below 3 percent (‌Cramer-Flood, 2024). Samsung must therefore make Digital First Promotion its primary focus for the Galaxy EcoWatch product release. There is evidence that an increase in digital spending indicates an increase in the use of social media, search engines, and connected device advertising, all of which support Samsung’s Influencer Campaigns and Global Unpacked Livestream Launches (‌Deloitte Insights, 2024). In addition, digital channels provide targeting accuracy, performance measurement, and the ability to scale globally. However, with growth beginning to slow after 2024, it may be reaching a point of market saturation and are likely to see increased costs associated with acquiring consumers. Apple has built several strong 'buzzers' through their launch events, but this is done at the expense of a much larger promotion budget (Torossian, 2024). It can generate more noise through competitive channels and increase the risk of financial loss.
	Elements
	Key Points

	Product
	• Variety of products (Galaxy, Foldables, Wearables, XR) creates opportunities to cross-sell and build loyalty.
• Sustainable features add long-term value to our brand.
• Large number of products in our portfolio increases R&D requirements and has added complexity to producing all of these elements.

	Price
	• Premium skimming positions us as leaders in innovation. 
• Mid-tier pricing allows us to capture a greater number of segments of the marketplace. 
• Promotional discounts can cause margin erosion and downgrade of our brand.

	Place
	• Growing e-commerce is fueling omnichannel development/expansion. 
• Using digital/e-commerce channels offers us the ability to reach more consumers and collect more data. 
• More diverse distribution increases logistics costs and margin pressure across the organization.

	Promotion
	• Digital leads our advertising strategy. 
• Influencer events and product launch events increase consumer engagement. 
• Increasing costs in advertising will result in increased competition among marketers and add financial risk to our organization.
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[bookmark: _Toc223444334]Element 4: Reflection
In reflecting on my experience with the Samsung Galaxy EcoWatch brand extension, I have used Kolb's Experiential Learning Cycle to demonstrate how to use experiential learning to develop skills (Sinha, 2023). The model is made up of four stages: Concrete Experience (CE), Reflective Observation (RO), Abstract Conceptualisation (AC), and Active Experimentation (AE). The model enables someone to take their experience and use it for structured professional development.
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[bookmark: _Toc223444365]Figure 5: Kolb’s Experimental Learning Cycle
(Source: Sinha, 2023)
Concrete Experience
Brand extension of Samsung Galaxy EcoWatch embeds sustainable innovation and competitive strategy through a structured marketing portfolio. I chose different market research methods such as the 4Ps framework and STDP to conduct my market research. This will help me to create a poster presentation by using these elements. The CE aspect of the experience required a significant amount of critical engagement with academic theory and real-world statistics, as well as being able to convey my ideas in a clear and professional manner (Marley et al., 2022).
Reflective Observation
I realised during the CE phase that it was not as simple to turn theoretical reviewed frameworks into practical strategies as I initially expected. For example, I understand segmentation and positioning from a theoretical point of view, but there needs a process to apply them in the product of Samsung Galaxy EcoWatch. This process needs to focus on the company's ecosystem by evaluating ESG expectations, competitive pressures, and operational limitations. In addition, I recognised that the visual communication aspect of my poster would require me to simplify the visual representation of the overall strategy while ensuring that the strategy was not over-simplified. Lastly, the feedback from the preparation process indicated that providing clear, logical, and well-supported justification was more critical than simply describing.
Abstract Conceptualisation
I gain a conceptual understanding of strategic alignment through this work. I realise that the extensions of successful brands should balance market attraction, organisational abilities, and long-term sustainability objectives. I learned that marketing theories are analytical tools that need the right space to adapt. Evidence-based reasoning is essential for meeting sustainability claims. Thus, superficial analyses become avoided during implementation (Cooke et al., 2023). I feel a deeper appreciation in analytical process and strategic decision-making process for marketing.
Active Experimentation
I will focus on my critical comparison of competitors. I will read more peer-reviewed academic resources to support my learning and theoretical implementation in my work. I will focus on my communication skills and executive-style format in my future presentations. This will help me to improve my professionalism. I will develop my skills in interpreting data for enhancing and performing more strategic forecasts. This will reduce my reliance on current statistical data.
Furthermore, Kolb’s theory shows that this project has enhanced my professional development. I improved my strategic thinking skills, analytical skills and research skills. This theory has helped me to increase my confidence level regarding the presentation of marketing strategies.
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