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ELEMENT 1 — STDP Analysis
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Figure 1

1.1 Company Overview
Samsung Electronics Company is an internationally known global firm that was founded by an individual from South Korea. It is widely known for its innovative goods such as smartphones, smart TVs, home appliances, and wearable devices. It has also managed to establish an impeccable reputation for its quality, innovation, and trust among its valued customers.
In the market of wearable technology, the current products from Samsung are Galaxy Watch models. However, the market for smartwatches has become very competitive, and consumer preferences have evolved as well. Now, customers are not restricted to physical health alone but have also become very concerned about their psychological health, stress, and work-life balance, making them want a smartwatch that suits their lifestyle. For this, a new brand concept of smartwatches, Samsung Beta Watch, has been developed.
This is based on the current trends that customers are demanding technology that will enable the emotional well-being of the user rather than the physical aspect.
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Brand ConceptSamsung Beta Watch


1.2 New Brand Concept: Samsung Beta Watch
The Samsung Beta Watch is an advanced smartwatch that allows the user to not only focus on their physical health, but on their emotional or mental health as well. Unlike other smartwatches in the market that focus on the steps taken, calories burned, or notifications received, the Samsung Beta Watch relies on advanced emotional intelligence.
The watch offers personalized insights into well-being and advice on how to improve well-being through mindfulness notifications, focus exercises, and notifications that adapt to minimize digital overload. The overall concept of the Samsung Beta Watch is to develop technology that can emotionally help the user and make living easier for them.

1.3 Market Trends, Consumer Behaviour
There are several important trends in the market which justify the need for the Samsung Beta Watch to enter the market,
• Mental Health awareness: Stress, anxiety, and burnout are increasing in prevalence, particularly in students and young professionals.
• Rise in wearable technology: The use of wearable technology is on the rise as customers want devices that can help them track health.
• Personalised experiences: Customers are looking for products that are tailored to their individual needs, as opposed to being generic.
• Work-Life Stress: Working professionals and students face substantial stress related to work and burnout.
“These trends indicate that there is a clear interest for technology that supports the user and for technology that provides more than statistics.” That is because there is definitely a market for a smart watch that is about more than fitness but is about overall wellbeing.
1.4 Segmentation
The market is segmented by Samsung Beta Watch based on four variables:
Demographic Segmentation
• Age: 20
• Income: Medium to high disposable income
• Occupation: Students, professionals
Psychographic Segmentation
• Respects the importance of mental well-being
• interested in self-im
• Technologically savvy and open to innovation
Behavioural Segmentation
• General smartwatch users
• Ask for tailored analyses instead of data
• Loyal to trusted technology brands
Geographic Segmentation
• City and metropolitan areas
• Markets with high adoption rates for wearables (UK, European,

1.5 Targeting
The Samsung Beta Watch has a differentiated targeting strategy.
• Primary Target Market: Young professionals aged 25 to 40 experiencing stress related to their work life. They demand technology that can aid in their wellness as well as boost their productivity.
• Secondary Target Market: The second market that the company will focus on is university students as well as those concerned with wellness that want technology that assists in relieving stress.
This is an effective targeting that helps Samsung create a product that specifically caters to its target group.
1.6Differentiation
The Samsung Beta Watch makes itself distinctive from its competitors in the following ways:
• Tracking of emotional intelligence via AI
• Well-being coaching for
• Adjustable notifications and stress reduction
• Excellent integration capabilities with Samsung Health and Galaxy devices
• Ethical Use of Data and Privacy Protection Unlike its competitors like Apple Watch or FitBit, which are mainly used for tracking physical activities, the main emphasis of the Samsung Beta Watch is on well-being and emotional assistance.

1.7 Brand Positioning Statement:
The Samsung Beta Watch is the smart watch that understands you your mind, your stress, and your lifestyle.
This gives the Samsung Beta Watch the status of an emotionally intelligent lifestyle device.


ELEMENT 2 - MARKETING MIX (4Ps)

2.1 Product
Samsung Beta Watch offers:
✔ Emotion & Health tracking
✔ AI insights + wellbeing coaching
✔ Adaptive UI: quiet mode, wellness reminders
✔ Long battery life & sleek design
Key Benefits:
• Functional: Tracking of the body, such as heart rate and sleep.
• Emotional: Supports mental wellbeing
• Psychological: Decreases digital stress
• Social: Portfolio fits both into productivity and life improvement trends.
This combination houses Beta Watch as something different from the traditional wearable products.


2.2 Price
Pricing Strategy: Value-based & competitive
Standard Version: Approx £369
• Pro Version: Approx £449 (premium features)
• Supporting Pricing Strategies:
Student discounts
Installment payment options
Introductory subscription bundle for premium features
This will be pricing for premium value but still be affordable in comparison to the competition.

2.3 place
Distribution Channels:
• Official Samsung website
• Samsung Experience Stores
Major retailers of electronic products - Currys, John Lewis
• E-commerce portals selling online: Amazon, mobiles.co.uk
• Telco partnerships (EE, Vodafone)
This omnichannel approach makes sure the reach is wide and convenient.

2.4 Promotion

→ Informing about emotional intelligence technology
→ Build brand trust and lifestyle appeal
Promotion tools include
Social media campaigns - Instagram and TikTok
Influencer Partnerships: Wellness Coaches
In-store demo of experience
University campus tours
App launch event experiences 
Core Message:"Technology that cares, not just counts".







ELEMENT 3 -MARKETING STRATEGY PITCH
[image: ]Samsung Beta Watch — the smart watch that understands you.
ELEMENT 4 –REFLECTION
Description
The assignments entailed the creation of a brand concept called Samsung Beta Watch, the next smartwatch that will offer assistiveness for both the body and mind. The assignments included the analysis of STDP, the creation of the Marketing Mix strategy referred to as 4Ps, and the presentation of the Marketing Strategy pitch to target consumers and investors. The assignments sought the creation of a smartwatch that is more than the normal health and fitness smartwatches in the market, and it is involved in emotional intelligence and well-being.
Feelings
At the beginning, I was both eager and nervous about developing an innovation concept for the worldwide known brand Samsung. I had worries about how to create an innovation that is novel while being consistent with the known image of Samsung as a technology and reliability provider. When preparing the presentation, I felt nervous about the time limitations and the challenge of making the innovation concept both persuasive and feasible. Nevertheless, working with frameworks like STDP and 4Ps gave me confidence. Later, when presenting the innovation idea, I felt pleased with the results of the visual and strategic presentation.
Evaluation
This project was especially rewarding for me because it allowed me to engage my creative and strategic skills. This project allowed me to delve into the opportunities that Samsung can leverage regarding some emerging trends that consumers exhibit, like the focus on mental health and personalized technology. This project not only allowed me to learn about the importance of combining emotional and usability aspects while designing products, but it also had the limitation that it only used secondary research, which limited the insights into the targeted audience.

Analysis
The project has improved my knowledge on innovation that brands with existing values can adopt. The project aided in the development of skills to use STDP/Marketing Mix logically in the process. The preparation process of the pitch improved my skill in the presentation of the idea persuasively using visual approaches in aesthetics in the marketing communication process. The final project reinforced the realization that market information insights are essential in the validation of market assumptions and the performance.
Conclusion
In conclusion, this particular assignment has been a learning exercise that has helped me in a variety of ways. It has enhanced skills that lie in the realms of analysis, creativity, and the presentation skills that I possess. Additionally, it has helped me understand more about human-centric marketing. This particular exercise has made me aware of the fact that a product or marketing tool should not only cater to the consumable needs of a client but should also focus on the emotional aspects.
Action Plan
Inorder to improve my skills in marketing, for my forthcoming projects, I will try to work on some primary research activities, such as conducting surveys and interviews, to gain valuable consumer insights. My aim will be to collect minimum survey responses of 50 and have a minimum of 5 structured interviews, to increase the authenticity of advice from my strategy formulation process. Along with this, I will also try to make effective use of platforms such as Qualtrics, Google forms, and network with some of my colleagues for this purpose. I will make an effort to accomplish this within the next six months.
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