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1. Introduction 

This portfolio argues that leveraging brand extension by introducing new product categories under established brand names is a powerful strategy for brand growth. The core thesis is that such extension, most effective for brands with strong equity and loyal customers, reduces perceived risk and enhances consumer acceptance (Kotler et al., 2024). Apple Inc., known for innovation and a cohesive ecosystem, exemplifies this approach, allowing the company to expand into new markets and increase the likelihood of product success (Aaker, 1991).
Apple Glasses is an augmented reality (AR) wearable device that blends digital information into users’ physical environments, aligning with trends like artificial intelligence, wearable technology, and spatial computing (PwC, 2025). Strategically, this fits Ansoff’s Product Development Strategy, which focuses on introducing new products into existing markets. The portfolio is organised into four sections: a summary of the brand extension concept; an STDP analysis justifying the market approach; an exploration of the marketing mix using the 7Ps framework; and a reflective analysis using Gibbs’ Reflective Cycle to assess the skills and insights gained.








2. Element 1: 
Brand Extension Poster 

Apple Glasses serve as Apple's bold entry into the rapidly expanding AR wearable market. This move positions Apple at the forefront of immersive, hands-free digital interaction, addressing rising demand and leveraging the anticipated growth of this sector (PwC, 2025). Key features include real-time navigation overlays, AI-powered Siri assistance, live translation capabilities, seamless integration with Apple devices, and privacy-focused on-device processing.
Strategically, this product leverages Apple’s ecosystem, providing immediate advantages to users while reducing adoption hurdles and strengthening loyalty. It also aligns with broader trends like hybrid work environments, screen-free interaction demands, and an emphasis on sustainability and ethical consumption.
Bringing these elements together, its core value proposition is: "Augmented intelligence, seamlessly integrated into your everyday world."













2. Element 2: 
 2:1) STDP Analysis 
STDP in Marketing Management refers to a structured, strategic framework for identifying, targeting, and positioning products/services effectively in a competitive market. It stands for:                                           

Figure 1: STDP Framework Diagram (Author’s own illustration, adapted from Kotler et al., 2024)

2.2: Segmentation
Market segmentation involves dividing a heterogeneous market into distinct groups of consumers with similar needs, characteristics, or behaviours, enabling organisations to design more targeted and effective marketing strategies (Kotler et al., 2024). In the context of Apple Glasses, segmentation is conducted using geographic, demographic, psychographic, and behavioural variables to identify high-value consumer groups. This structured approach allows Apple to focus on technology-oriented, high-income, and lifestyle-driven consumers who are most likely to adopt advanced wearable innovations. The marketing mix represents a set of controllable variables that organisations use to deliver customer value and achieve strategic objectives. The traditional 4Ps model—product, price, place, and promotion—provides a foundational framework for marketing tangible goods (Kotler et al., 2024). However, for technology-driven and experience-oriented products such as Apple Glasses, the extended 7Ps framework is more appropriate, as it incorporates additional elements—people, process, and physical evidence—thereby reflecting the importance of customer experience, service interaction, and brand environment (Booms and Bitner, 1981). Consequently, this portfolio adopts the 7Ps framework to align with Apple’s ecosystem-based, premium-experience strategy.




a) Geographic Segmentation
Apple Glasses will initially be launched in Tier 1 urban markets across North America, Western Europe, Australia, Japan, and South Korea — countries characterised by high smartphone penetration, mature 5G infrastructure, and affluent consumer bases willing to invest in premium technology. Subsequent expansion into Tier 2 markets, including the UAE, Singapore, and India, will follow as the product matures. Dense urban environments are particularly relevant, given that features such as real-time navigation, live translation, and location-aware information overlays generate the greatest value in high-density cities with rich layers of navigational and commercial data.
b) Demographic Segmentation
The target demographic includes individuals aged 18–45 with middle- to high-income levels. This group consists of professionals, students, and entrepreneurs who are more likely to adopt innovative technologies (Keller, 2013). Their financial capacity supports Apple’s premium pricing strategy.
c) Psychographic Segmentation
Apple Glasses target highly innovative, tech-savvy consumers who value convenience, modern design, and alignment with Apple’s ethos of innovation, simplicity, and quality (Aaker, 1991). These early adopters and trendsetters seek sophisticated features to stay ahead in a fast-changing digital world.
d)  Behavioural Segmentation
Behavioural segmentation focuses on consumer habits and loyalty. Apple customers are highly loyal and frequent users, making them likely to adopt new products (Keller, 2013). They are key to productivity tools and seamless integration. Apple Glasses will launch in Tier 1 urban markets across North America, Western Europe, Australia, Japan, and South Korea—countries with high smartphone adoption, advanced 5G networks, and wealthy consumers willing to invest in premium tech. Future expansion into Tier 2 markets like the UAE, Singapore, and India will follow. Dense urban areas are especially important for features such as real-time navigation, live translation, and location-aware information, offering maximum value in cities with extensive data layers.

 2:3) Targeting               Options
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Figure 2: Targeting Strategy – Concentrated Targeting Approach (Adapted from Kotler et al., 2024)
Above segmentation, Apple will target two segments: tech-savvy urban professionals aged 25–40, who are loyal, digitally literate, and willing to pay a premium for quality; and enterprise buyers in sectors like technology, healthcare, architecture, and logistics, where AR improves productivity through applications like guided maintenance and real-time data. Targeting enterprises enables Apple to secure corporate accounts, volume pricing, and long-term dependency for recurring revenue.
 2.4) Differentiation Strategy
Kotler et al. (2024) say sustainable competitive advantage comes from delivering unique value that rivals can't easily copy. Apple Glasses differentiate through ecosystem integration, a privacy-focused approach, design, and a controlled platform. They connect seamlessly with Apple devices like iPhone, Apple Watch, AirPods, and iCloud, creating a continuous digital experience that boosts customer loyalty. Apple’s emphasis on privacy—processing data on-device—addresses security concerns and builds trust. The design resembles high-end eyewear, making it socially acceptable and fashionable, unlike bulky AR/VR headsets. Additionally, Apple’s vision OS and curated AR app ecosystem serve as a platform advantage, ensuring a smooth user experience and creating barriers for competitors.
2.5: Positioning
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Figure 3: Positioning Map of Apple Glasses vs Competitors (Author’s own illustration, adapted from Kotler et al., 2024)

As illustrated in Figure 3, Apple Glasses is positioned in the high-price, high-innovation quadrant, differentiating it from competitors such as Meta and Snap, which target more price-sensitive segments.

Positioning is how a brand stands out in consumers' minds compared to competitors (Ries and Trout, 2001). Apple Glasses target discerning professionals as an intelligent AR wearable that subtly enhances reality, blending elegance with utility. The brand statement is: 'For tech-forward professionals demanding more, Apple Glasses offers seamless augmented intelligence—beautifully integrated into your life, invisibly woven into your world.' This distinguishes Apple Glasses from immersive, disruptive headsets by focusing on enhancement rather than escapism, creating a sophisticated, appealing value proposition.
























3: Element 3: 
3.1: Marketing Mix 7PS Marketing Mix

Figure 4: Marketing Mix (7Ps) Framework (Adapted from Booms and Bitner, 1981; Kotler et al., 2024)
As illustrated in Figure 4, the 7Ps framework provides a comprehensive framework for delivering customer value in service-oriented, technology-driven markets.
Marketing Mix (4Ps with 7Ps Critical Evaluation) 
The marketing mix represents a fundamental framework for implementing marketing strategy through a set of controllable variables that enable organisations to deliver customer value. The traditional 4Ps model—product, price, place, and promotion—provides a structured foundation for designing market offerings (Kotler et al., 2024). However, in increasingly experience-driven and technology-oriented markets, the extended 7Ps framework, which incorporates people, process, and physical evidence, offers a more comprehensive perspective on service delivery and customer experience. 
In the context of Apple Glasses, the 4Ps model forms the core strategic foundation, while the additional elements of the 7Ps framework are integrated to reflect Apple’s holistic, ecosystem-driven approach. This integration enables Apple to enhance customer experience, reinforce brand consistency, and sustain its premium market positioning.
3.1) Product Strategy
The product is key to the marketing mix, offering practical and symbolic value. Apple Glasses, an advanced AR wearable, aims to enhance daily life with features like real-time navigation, AI assistance, live translation, and ecosystem connectivity, meeting demand for convenience and hands-free use (Kotler et al., 2024). It also reflects Apple’s brand of innovation, reliability, and quality through its minimalist design and ecosystem, boosting its aspirational appeal. Sustainability is addressed via recycled aluminium, energy-efficient processors, and modular design, aligning with environmental concerns. The strategy focuses on ecosystem integration to improve usability, increase switching costs, and build customer loyalty (Chaffey and Ellis-Chadwick, 2019).
3.2) Pricing Strategy
Pricing impacts perceived value and brand positioning. Apple uses premium pricing, emphasising quality, innovation, and exclusivity (Kotler et al., 2024). Apple Glasses might adopt a price-skimming strategy, launching at a high price to target early adopters willing to pay for advanced tech. This helps recover R&D costs and reinforces its premium image. Premium pricing aligns with Porter’s (1985) differentiation model, in which higher prices signal superior quality and innovation, often linked to better performance and reliability in tech markets. A downside is limited accessibility for price-sensitive customers, but Apple’s strong brand and loyalty help maintain demand (Keller, 2013).
3.3) Place (Distribution) Strategy
Place refers to the distribution channels through which products reach consumers. Apple employs a selective distribution strategy, maintaining strict control over its retail environment to ensure a consistent and premium customer experience (Kotler et al., 2024). Apple Glasses will be distributed through Apple’s retail stores, official online platforms, and authorised resellers. Apple Stores play a particularly significant role in the distribution strategy, offering customers the opportunity to engage directly with the product through hands-on demonstrations. This experiential approach reduces perceived risk and enhances customer confidence in adopting new technology. Additionally, Apple’s global distribution network ensures product availability across key international markets, supporting its broader expansion strategy. The integration of physical retail and digital platforms reflects an omnichannel approach, which is increasingly essential in contemporary retail environments.
3.4) Promotion Strategy
Promotion involves communicating the product’s value proposition and shaping brand perception. Apple’s promotional strategy focuses on innovation, simplicity, and lifestyle enhancement, consistently reflected across its communication channels. Product launch events are central to this approach, generating global media attention, building anticipation, and reinforcing Apple’s industry leadership.
Digital channels, including social media, online advertising, and video demonstrations, enable Apple to reach a global audience while maintaining a cohesive premium brand narrative. Influencer marketing and public relations further enhance credibility and brand visibility.
Apple places limited emphasis on traditional advertising, instead prioritising storytelling and experiential marketing. This strategy aligns with its premium positioning by strengthening emotional engagement, perceived value, and customer loyalty (Kotler et al., 2024).


3.5) People
Within the extended marketing mix, people represent the human aspect of service delivery. Apple’s employees play a vital role in shaping customer experience and strengthening brand perception. Highly trained staff within Apple Stores offer expert guidance, personalised support, and product demonstrations. This level of service boosts customer satisfaction, builds trust, and maintains Apple Glass's premium positioning.
3.5) Process
Process refers to the systems and procedures through which services are delivered. Apple’s processes are designed to be seamless, intuitive, and user-friendly.From the point of purchase to product setup, the customer journey is carefully structured to minimise complexity and maximise convenience. The automatic synchronisation of Apple Glasses with existing Apple devices further enhances the user experience, reinforcing ecosystem integration.

3.7) Physical Evidence
Physical evidence includes the tangible elements that support and reinforce the brand experience. For Apple, this includes product design, packaging, and retail environments. Apple’s minimalist store layouts, premium packaging, and sleek product aesthetics create a strong visual identity that reflects quality and innovation. These physical cues serve as tangible proof of the brand’s value proposition and contribute to a consistent customer experience.

3.8) Critical Evaluation of the Marketing Mix
The marketing mix for Apple Glasses demonstrates a strong alignment between product innovation, premium pricing, selective distribution, and integrated promotional strategies. The inclusion of the extended 7Ps elements highlights Apple’s emphasis on delivering a holistic, experience-driven value proposition.
This integrated approach supports Apple’s differentiation strategy by combining technological innovation with superior customer experience. As a result, Apple can sustain a competitive advantage in the wearable technology market, consistent with Porter’s (1985) framework of strategic positioning.



4. Conclusion
This portfolio shows how brand extension can drive business growth in the tech sector. Using Apple Inc.'s strong brand, the Apple Glasses concept demonstrates how to expand into new markets with lower risk and greater acceptance. Successful brand development combines strategic alignment and customer focus. The STDP framework helped target segments and position the product as a premium lifestyle enhancer, while the 7Ps marketing mix ensured cohesive value delivery from design to experience. Differentiation today depends on the ecosystem, design, and user experience, as exemplified by Apple Glasses’ advanced AR and intuitive interface, which strengthen Apple’s premium status. The analysis underscores applying theory practically, developing skills in strategy, communication, and persuasion. Overall, it shows how brand extension, aligned with innovation and customer experience, can achieve long-term growth and competitive advantage.









5.Element 4: 
Reflection
1. Description
The task involved designing and delivering a brand extension poster presentation that communicated a complex marketing strategy in a concise 3–5-minute timeframe. Although I had prior experience creating posters during my CertHE and BA studies at UWTSD, this assignment required a more strategic and audience-focused approach. The guidance from my lecturer, Taonga, helped me understand how to integrate theoretical frameworks with practical communication.
2. Feelings
Initially, I felt confident because of my previous experience with poster presentations. However, as I progressed, I realised that condensing a multi-dimensional marketing strategy into a single visual format was more challenging than anticipated. I also experienced some anxiety regarding the time constraint and my ability to communicate effectively without over-relying on written content.
3. Evaluation
A key strength of my work was the logical structuring of content based on marketing theory. However, my initial poster design was overly text-heavy, which reduced its visual effectiveness and audience engagement. Peer feedback played a crucial role in highlighting this limitation and encouraging me to adopt a more customer-focused, visually driven approach. The revised poster, which emphasised product benefits and visual hierarchy, was significantly more persuasive and aligned with effective marketing communication principles.
4. Analysis
This experience can be analysed through marketing and communication theory. Kotler et al. (2024) state that effective marketing communication balances rational and emotional appeals to influence consumers. I initially focused on academic detail, neglecting emotional engagement and simplicity. Gibbs’ Reflective Cycle (Gibbs, 1988) emphasises the evaluation of experiences to improve. Relying on the poster as a script in early presentations revealed a gap in extemporaneous speaking. Theory suggests visual aids should support, not replace, verbal delivery.
Overall, prior experience alone isn't enough for higher achievement. I could design posters, but needed to improve simplification, engagement, and persuasion. Through reflection and practice, I enhanced my poster and presentation skills.
Next time, I will identify key messages and audience needs before creating visuals, applying minimalism and hierarchy for clarity. I will also practice improvisation and time management to boost confidence. Peer feedback will further support my communication development.
Skills and Insights Gained
This portfolio project has meaningfully advanced my professional skill set across several dimensions. Analytically, I have developed a much stronger command of strategic marketing frameworks — particularly brand equity theory, the STDP process, and the 7Ps model — and, critically, the ability to apply these frameworks to real-world commercial scenarios rather than treating them as abstract academic constructs.
In terms of professional development, the project has strengthened my commercial awareness of the technology sector, my ability to construct a coherent investment-grade marketing narrative, and my capacity to communicate complex strategic reasoning to non-specialist audiences. These are skills directly relevant to careers in brand management, product marketing, and strategic consultancy.
Areas for Future Development
Looking ahead, I recognise several areas where I could enhance my capabilities. First, I would benefit from increased exposure to primary consumer research methods — such as focus groups and consumer surveys — to base segmentation analysis on empirical data rather than relying solely on secondary sources. Second, I aim to strengthen my financial literacy related to marketing investment — particularly, the ability to model projected return on marketing investment (ROMI) for individual channel activations within the promotional mix. Finally, I plan to continue honing my visual communication and public speaking skills. The poster presentation experience showed that the ability to persuade and inspire through compelling visual and verbal storytelling is just as commercially valuable as analytical rigour — and that these skills, like all others, are developed through deliberate and repeated practice.
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Visconti, L.M., Peñaloza, L. and Toulouse, N. (eds.) (2021) Marketing management : a cultural perspective. Second edition. London ; Routledge. Available at:
e-Reader | Marketing Management | A Cultural Perspective | Lisa Peñalo (accessed 25 March 2026).



Appendix 1: Element 1 – Brand Extension Poster (Apple Glasses)
[image: ]

Appendix 2: Figure 1: STD Framework Diagram


 Figure 1: STDP Framework Diagram (Author’s own illustration, adapted from Kotler et al., 2024)
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Figure 2: Targeting Strategy – Concentrated Targeting Approach (Adapted from Kotler et al., 2024)
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