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Element 1: Poster – Marketing Strategy Pitch
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Element 2: STDP Analysis for Samsung EcoFit
[bookmark: _Toc228540677]2.1 Market Segmentation
Segmentation is essential in ensuring that the Samsung EcoFit brand extension is aligned with the pertinent consumer needs and the new market trends. Segmentation and analysis in four important dimensions as a part of the larger wearable technology market, dominated by Samsung Electronics:
Geographic Segmentation: The Samsung EcoFit targets urban and semi-urban regions of both developed and developing economies, namely, North America, Europe and Asia-Pacific. These regions are highly penetrated by wearable products and are environmentally conscious (Ramadhani and Wandebori, 2025). In urban consumers, AI-enabled and environmentally friendly innovations are more likely to make the consumer more responsive to eco-conscious discourse and exposure to digital ecosystems.
Demographic Segmentation: The population of interest is those aged 18- 40, particularly the Millennials and Gen Z. These are often more digitally savvy, can spend money (or may be interested in spending money) on lifestyle products, and engage in health and wellness trends. In addition, wearable fitness devices are primarily worn by active professionals and students (Dirwan, 2022).
Psychographic Segmentation: EcoFit can be described in terms of psychographically targeting the audience that is concerned about sustainability, innovation, and self-optimisation. This covers other environmentally sensitive consumers who embrace ethical consumption, and customers who are health-conscious and concerned with maximising physical and mental health (Haapala, 2024). These are the users who are driven by not only personal performance but also social responsibility, which is core to the dual value offering of EcoFit.
Behavioural Segmentation: The target market is behaviourally composed of technology-savvy users who would use wearables to monitor their fitness, health, and lifestyle. They are very active in terms of using mobile applications, data analytics, and personal recommendations. Moreover, they exhibit brand-switching behaviour whereby the products have an increased functionality, or in accordance with their values, especially sustainability (Wu et al., n.d.).
[bookmark: _Toc228540678]2.2 Targeting Strategy
As the segmentation analysis shows, Samsung EcoFit will be based on a differentiated targeting strategy and will be aimed at a more environmentally aware and technological group of consumers, including Millennials or Gen Z consumers (Dirwan, 2022).
This target group has a strategic appeal due to a number of reasons. To begin with, they are a fast-developing market segment in the wearable technology arena, as people grow more conscious of their health and digitalise their lives. Secondly, they have high buying behaviour with regard to their sustainability, and therefore, they are more likely to react well to the eco-friendly features of EcoFit (Pathak, 2025). Additionally, the segment shows a great degree of involvement in AI-supported personalisation, which boosts the perceived value of the product. By bringing both functional and ethical advantages to the consumers, Samsung will be able to optimise the level of market penetration and increase brand loyalty (Dittapunya and Wang, 2022).
It is worth noting that this group of individuals is also trendsetters and opinion leaders, and enhances brand awareness on digital and social media. This has a compounding effect as it will increase potential access and publicity of the EcoFit brand extension.
[bookmark: _Toc228540679]2.3 Differentiation Strategy
Samsung EcoFit needs to create a strong point of differentiation to succeed in a very competitive wearable market characterised by brands like Apple Inc. and Fitbit (Gopinath and Sai, 2023). The main distinction is the need to incorporate sustainability and high-tech AI-based health statistics. Whereas the primary offerings of competitors are performance tracking and compatibility with the ecosystem, EcoFit is offering an eco-impact dashboard to enable users to track and manage their carbon footprint in addition to their health data. This twofold functionality fosters a special value offering with the synergy of personal health optimisation and awareness of environmental impact (Lilly et al., 2025). Also, the fact that ocean plastics and bio-based products are recycled adds to the sustainability credibility of the product and goes beyond the superficial level of superficial green marketing to actual environmental influence. This difference is in accordance with the principle of meaningful innovation, wherein value is not only generated as a result of technological development but also generated as a product of the social and environmental topography (Han, 2024). This enhances the brand's authenticity as perceived, and it reduces the threat of commoditization in a flooded market.
[bookmark: _Toc228540680]2.4 Positioning Strategy
Samsung EcoFit will be positioned as a high-end, but purpose-based wearable device, which enables consumers to change their own health and their environmental impact (Geißler, 2025). To appeal to eco-friendlier and health-conscious consumers, Samsung EcoFit is a smart fitness band with AI that provides unique wellness data and allows its users to monitor the amount of carbon footprint they generate. EcoFit is an all-inclusive lifestyle product, unlike traditional fitness wearables, which do not consider sustainability in daily health management practises (Lilly et al., 2025).
The specified positioning strategy can be viewed as a hybrid value proposal or a blend between the functional (health monitoring, AI personalisation) and emotional and ethical (sustainability, responsible consumption) benefits. Such a positioning will be effective, particularly in the context of focusing on modern consumers, who wish to identify with a brand that fulfils their ideals (Han, 2024). Moreover, Samsung enjoys a good brand equity and technological ecosystem, which EcoFit uses to build platforms of credibility and trust. The brand extension reinforces Samsung as a long-term strategic player as a responsible technology brand by instilling the concept of sustainability into innovation (Gopinath and Sai, 2023).
The STDP analysis shows Samsung EcoFit is strategically positioned with major trends in the market, such as digital health, personalisation, and sustainability. The brand extension can be able to bring about a competitive edge and long-term growth through specific segmentation, targeted targeting, significant differentiation, and positioning.
[bookmark: _Toc228540681]Element 3: Marketing Mix (7Ps) for Samsung EcoFit
[bookmark: _Toc228540682]3.1 Product
Samsung EcoFit has its product strategy to provide a differentiated value proposition through a combination of advanced artificial intelligence and being environmentally friendly through its innovation. Inspired by an extension of the Samsung Electronics brand, EcoFit is considered with the long-standing association of the company’s wearable technology, but the new functional and symbolic advantages are offered. The app on the product has the following core features, such as personalised health tracking, with sleep tracking, stress tracking, and dynamic fitness suggestions (Senturk and Tuna, 2025). All these features are created with the help of AI-driven insights that transform the user information into more relevant and accurate information.
The product has sustainability as one of its components in its design, besides other functional aspects. An eco-impact dashboard gives the user a way to monitor their carbon footprint, and this will be an added value to the product, in addition to personal health and wellbeing, to the environment. This is aligned with the current views in marketing, focusing on the creation of experiences and ethical values (Huang, 2022). EcoFit delivers a superior lifestyle proposition to the rival devices available in the market by Apple Inc., whose offerings are geared towards integrating with the ecosystem and performance (Haykal et al., 2025). This is a strategic move that lessens the substitutability of products and enhances brand positioning in a highly saturated market.
[bookmark: _Toc228540683]3.2 Price
Samsung EcoFit pricing will be based on the value-based approach, which will take into consideration its technologically advanced features as well as features based on sustainability. Placed in the wearable market as a high-end-middle price range, the pricing system is meant to convey quality, innovation, and ethical worth. The strategy is especially applicable, as the target audience (Millennials and Generation Z) is ready to pay more money to buy those products that can support their values, especially sustainability (Thuy and Klymova, 2022).
Nonetheless, the introduction of a high-end pricing strategy should be properly reconciled with accessibility. Too high prices would restrict entry into the market, more so in the emerging economies, where price sensitivity is a major issue. This can be adopted by Samsung through a flexible pricing model that comes with promotional pricing, protection with other Samsung products and by regionally adjusting prices (Saremben and Fadhillah, 2024). This would ensure that the pricing strategy is viable for profitability and market expansion, but without losing the product value.
[bookmark: _Toc228540684]3.3 Place
Samsung EcoFit's distribution strategy revolves around the omnichannel approach, where there are no gaps in reaching customers, whether through digital or physical delivery channels. Online distribution approaches, such as the official Samsung website and international online stores, ensure the coverage of a wide market and personalised customer relationships (via data analytics). Experiential contact through offline channels like Samsung retail stores and authorised dealers gives consumers a chance to feel the product and can actually perform their transactions partly (Febrianti et al., 2022).
This single channel ensures the customer experience by ensuring a seamless flow between channels, a key factor to consider in the contemporary retail environment. Sustainability positioning of the brand (as well as eco-friendly logistics and packaging) is also made possible through the brand distribution strategy. A combination of distribution and convenience, as well as sustainability, will help Samsung to cement its competitive position as well as customer satisfaction (Gopinath and Sai, 2023).
[bookmark: _Toc228540685]3.4 Promotion
The marketing campaign of Samsung EcoFit embraces a digitalised marketing communications method that includes a combination of online interaction with baited communication. The communication is not merely about product features, but the bigger picture; the value proposition that extends to sustainability and personal well-being. This is an indication of a turn towards the relationship-based and value-oriented marketing approaches as opposed to the traditional methods of transactional marketing (Ramadhani and Wandebori, 2025).
Digital concepts are a key tool in the promotion process, especially to achieve the desired audience of digitally inclined Millennials and Generation Z. Awareness and engagement creation is done through social media campaigns, influencer partnerships, and content marketing. Notably, the message focuses on genuineness and openness so as not to give off the perception of greenwashing, as this may erode brand credibility (Dirwan, 2022). Pulling on its available brand equity, Samsung can strengthen confidence and offer a new aspect of sustainable innovation.
[bookmark: _Toc228540686]3.5 People
The People component is concerned with the involvement of the employees and the customers in value creation and value delivery. In the case of Samsung EcoFit, training employees on the knowledge and skills needed to communicate the technological and sustainability aspects of the product is crucial. This provokes customer experience and guarantees uniformity in the brand message (Pathak, 2025).
Customers, on the other hand, are involved in the process of value creation. By the constant interaction with the device and the applications on it, users create data that allows making personal recommendations and insights. This reflects the principles of customer-centric marketing ideas, whereby the contribution to value is co-created during the engagement and interaction. Further, it can create online communities centred around fitness and sustainability to strengthen customer relationships and encourage brand advocacy (Dittapunya and Wang, 2022).
[bookmark: _Toc228540687]3.6 Process
The customer journey of Samsung EcoFit is focused on efficiency, personalisation, and sustainability in all its processes. The purchase process and subsequent usage are made smooth and easy. Personalised health insights as a result of AI-powered personalisation are a central element because they allow delivering custom information that would create higher levels of satisfaction and perceived value (Gopinath and Sai, 2023).
Besides improving user experience, sustainability goals are in line with operational processes. This involves green manufacturing, energy agenda technologies, and recycling programmes. These practises are demonstrative of sustainable operation management, and this ensures that the consideration of the environment is incorporated across the product lifecycle (Lilly et al., 2025). Meanwhile, consumer trust must be retained by ethical data management practises, especially as the issue of data privacy is becoming more and more apparent.
[bookmark: _Toc228540688]3.7 Physical Evidence
The physical evidence that can be used is vital in supporting the brand positioning and credibility. With Samsung EcoFit, this has both physical items, like product design and packaging, as well as non-physical items, like user interface and customer experience at large. The design of the product shows the balance between functionality and aesthetics, giving an impression of quality and innovativeness (Han, 2024).
The packaging will be made out of recyclable materials, which helps to make the claims of the products being sustainable and helps to strengthen the brand. Also, the digital interface of the EcoFit application supports the dual value proposition of the product, as both health metrics and environmental impact are also illustrated visually. The aspects of coherence can aid in ensuring that the brand message is correctly received and communicated by the consumers, thereby establishing confidence and loyalty (Lilly et al., 2025).
The marketing mix of Samsung EcoFit will depict a thoroughly thought-out dynamic which would fit into its position as a sustainable wearable and AI-powered gadget. Each of the features of the 7Ps model will contribute to the delivery of a consistent value proposition (integrated technological innovation and environmental responsibility) (Filip, 2025). By connecting its product design, prices, distribution, promotion and operation processes, Samsung will enhance its performance in differentiating EcoFit in a competitive market. Such a joint strategy not only helps to gain customers but also provides brand equity and sustainable growth in the long term.
[bookmark: _Toc228540689]Element 4: Reflection
The task of coming up with the Samsung EcoFit brand extension project served as an excellent case study to translate theoretical concepts of marketing into a real-life and modern situation. First, there was a need to have a thorough knowledge of the concept of brand development strategies, especially how brand extensions could bring about competitive advantage (Dirwan, 2022). In the course of this process, I learnt to value more the roles played by organisations like Samsung Electronics as they pursue innovation and sustainability to enhance brand equity and address changing consumer attitudes.
Among the lessons learnt was the need to have the product innovation aligned with the overall market trends. When developing EcoFit, I have realised that effective brand extensions should be able to provide functional advantages, but also respond to the new consumer values, especially sustainability and ethical consumption (Ramadhani and Wandebori, 2025). It contributed to my familiarity with the strategic marketing models, such as segmentation, targeting and positioning, as I will be asked to justify my decision based on the theoretical model and the practical side of it. Sustainability being incorporated in the value proposition further enhanced my awareness of how marketing strategies are increasingly converging with corporate social responsibility.
It is also through the preparation and delivery of the poster presentation that I developed my communication and presentation skills. It took special care and priority to select and present information in a summarised and visual form to translate complex ideas into a short and appealing format. It pushed me to be creative in my thinking and analysis on ways to convey value to various audiences, such as prospective investors and customers. Giving the presentation also enhanced my power to effectively present strategic ideas to a persuasive end within a constrained duration. Skills-wise, this assignment provided an improvement in my skills in analytical thinking, creativity, and application of academic theory to real-world situations (Pathak, 2025). My research skills improved as well because I used up-to-date research and industry literature to further improve the quality and depth of my work. Such skills can be easily transferred to professional marketing, whereby one is obliged to come up with strategic decisions and act as a communicator.
Nonetheless, when evaluating my performance, I can work on some aspects. Although the idea creation was well-constructed, I would personalise my critical examination by including additional comparative examination with the competition and rationalised justification of the strategic options. Although time in future projects would be given to refining arguments, there would be ample time gained on a more balanced approach to description and critical analysis (Geißler, 2025). Moreover, I would train to sharpen the visual design competencies that will direct me towards the general improvement of my presentations.
Overall, this experience has played a significant role in both my personal and professional growth, as it has assisted me in practising my strategic thinking and putting marketing principles into practise.
[bookmark: _Toc228540690]
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ELEMENT 1 – POSTER PRESENTATION 

Brand Extension: Samsung EcoFit, AI-Driven Sustainable Smart FITNESS BAND

Samsung Electronics is a technology leader in the field of creating digital technologies, innovations in mobile products, wearables, and smart ecosystem. Samsung EcoFit is a highly innovated fitness band based on a strong market foundation, which can be integrated to bring together personal qualities in both health monitoring and sustainability.

Brand Extension Overview

Samsung EcoFit is an artificial intelligence smart wearable that gives users personalized wellness recommendations, sleep Insight and stress monitoring. The major distinction between EcoFit and the competition is that it possesses an in-built eco-impact dashboard, which enables users to track their daily carbon footprints due to lifestyle decisions (Samsung Electronics, 2025a). The device is produced using recycled ocean plastics and biobased material, which enhances the dedication towards innovation as implemented by Samsung (Obianyo et al., 2024).

Appeal to the Current Market

The worldwide market of wearables is expanding, because more customers desire customized health data and AI-enabled gadgets. The Gen Z and Millennials, specifically, attach importance on sustainability and ethical production. EcoFit is a company that would respond to these trends through the fusion of innovative health analytics and environmentally friendly technology (Mehta, 2025).

Sustainability Alignment

EcoFit contributes to 2050 net-zero realization of Samsung and contributes to UN SDG 3 (Good Health and Well-Being), SDG 12 (Responsible Consumption and Production, SDG 12). The recycling programme, efficient sensors that are environmentally friendly, and the environmentally friendly materials contribute to the value of the product socially and environmentally (Samsung Electronics, 2025b).

In general, Samsung EcoFit is a progressive brand extension that makes Samsung a leader in eco-friendly innovation. By becoming consumer-demand and socially-focused, EcoFit can tremendously increase the brand value, access customer segments interested in sustainable eco-friendly products, and guarantee the stability of the returns to investors in the long term.
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