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Figure 1.1: STDP analysis. (Chaffey and Ellis-Chadwick, 2019)
[bookmark: _Toc216806594]1.0 Introduction to the Company
Samsung is a multi-national technology firm working across more than 70 nations, and it has powerful smartphones, wearables, home appliances as well as digital ecosystems (Kotler, 1994). It has great international presence due to its high digital capacity and quick technology adoption (Chaffey and Ellis-Chadwick, 2019). The increasing strategic focus on sustainability and digital health is in line with the evolving consumer demands based on healthy living, real-time data feedback, and customised wellness products, which presents potential opportunities of smart, sustainable fitness clothes (aurthur, 2015).
[bookmark: _Toc216806595]1.1 Concept Behind the New Brand: Samsung EcoFit
Samsung EcoFit suggests an original line of Smart activewear with the combination of textile-based sensors and environmentally friendly materials combined with AI-driven fitness analytics (Tang et al., 2025). The product line consists of smart versions of T-shirts, leggings, sports bras, and socks that are equipped with flexible chips that are directly linked to Samsung Health to provide all-around biometric tracking (Xu et al., 2025). EcoFit is also representative of some of the most important market trends, i.e., the increasing popularity of digital health tools, technological integration, and sustainable consumption (Page, 2015). It focuses on customers who want low-profile, in-garment wearables that can provide personalised health data and yet are high-performing and less damaging to the environment (McMillan, 2010).
[bookmark: _Toc216806596]1.2 Segmentation
The market segmentation enables Samsung EcoFit to split the market of fitness and wearable technology into distinct tabs and conduct more targeted and efficient marketing campaigns (Luthfiandana et al., 2024).
Demographic Segmentation
The consumers targeted by EcoFit are between 18 and 45 who are more active in fitness activities, digital technologies and consumption based on lifestyles (Mittal and Baker, 1998). The product targets both genders, and targets middle- to high-income buyers who are able to purchase the high-quality smart clothes (Blythe, 2013). Professional, innovation and convenience are commonly used by typical occupations such as students, professionals, and fitness trainers (aurthur, 2015).
Geographic Segmentation
It mostly focuses on urban and suburban markets that are characterised by a high level of fitness, high level of digital adoption, and increased disposable income (Chaffey and Ellis-Chadwick, 2019). The most important target markets are the UK, the USA, South Korea, and the chosen parts of Europe and the Middle East where the wearable technology users are quite developed (Page, 2015).
Psychographic Segmentation
EcoFit targets data and health-conscious consumers who want to know the correct information about their physical performance (Sengupta, Kim and Kim, 2018). It also appeals to the environmentally conscious customers who are fond of brands that are dedicated to sustainable material and ethical production (Blythe, 2013).
Behavioural Segmentation
On the behavioural front, the EcoFit is targeted at consumers who have already adopted fitness applications, wearables and customised health trackers. There are additional chances of attachment to the Samsung ecosystem which builds loyalty to EcoFit (Kotler, 1994).
[bookmark: _Toc216806597]1.3 Targeting Strategy
Samsung EcoFit will use differentiated targeting approach to meet the diverse consumer needs in the fitness and sustainability markets (McCarthy, 1960).
Primary Target Market: Tech-Savvy Fitness Enthusiasts
The demographic of this target market consists of young adults between 20 and 40 years old who engage in such types of activities as gym workouts, running, and cycling and track their performance with the aid of wearable technologies (Page, 2015). These buyers are concerned with precision, sophisticated measures and smooth connectivity with online outlets (Pearl, Intriligator and Liu, 2025). EcoFit provides value to this market segment by offering real-time biometric intelligence and direct connexion with Samsung Health (Sengupta, Kim and Kim, 2018).
Secondary Target Market: Sustainability-Focused Millennials and Gen Z
The group has a high desire to use environmentally friendly materials, ethical goods, and wellness experiences that use technology (aurthur, 2015). EcoFit can tap into this market since its recycled textiles and biodegradable packaging are related to the concepts of sustainability (McMillan, 2010). They are also engaged in lifestyle sports including yoga and plates which also helps them to be compatible with comfort-based smart apparel (Blythe, 2013).
[bookmark: _Toc216806598]1.4 Differentiation Strategy
The key distinguishing factor of Samsung EcoFit is smart textile integration, which allows measuring heart rate, posture, muscle activity, and sweat-related data straight off the clothing (Tang et al., 2025). The brand is built by the use of recycled polyester, plant-based dyes, and biodegradable packaging to add sustainability to it and contribute to the minimization of the environmental impact (Xu et al., 2025). EcoFit takes the advantage of Samsung ecosystem by integrating flawlessly with Samsung Health, SmartThings, and AI-Coach capabilities to increase customer experience (Pearl, Intriligator and Liu, 2025). The design is also minimalist and sleek, which makes additional EcoFit stylish and functional (Blythe, 2013).
[bookmark: _Toc216806599]1.5 Positioning Strategy
EcoFit is positioned as a high-quality smart fitness apparel brand with intelligent and eco-friendly insights about performance powered by AI (Luthfiandana et al., 2024). The brand will compete with the traditional sportswear rivals by surpassing them by integrating sustainability with high-level integrated technology (Tang et al., 2025). The perceptual map would also put EcoFit on the high in sustainability and in technological innovation, which will distinguish it among brands that are strong at apparel quality but do not have integrated smart-textile features (Page, 2015).
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Figure 1.2: Marketing Mix. (Pearl, 2025)
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Product Type and Concept
Samsung EcoFit is a hybrid product integrating physical smart wearables with digital analytics, aligned with the rapid development of seamless and embedded wearable health technologies (Pearl, Intriligator and Liu, 2025).
Core Product
The core benefits delivered by EcoFit include continuous health tracking, performance-enhancing fitness insights, and access to eco-friendly activewear that supports healthier lifestyles (aurthur, 2015).
Actual Product
The actual product range consists of smart T-shirts, leggings, sports bras, and socks incorporating bio-sensing fibres and stretchable microchips to track biometrics in real time (Tang et al., 2025). These garments use breathable and biodegradable fabrics to enhance comfort and sustainability during exercise (Xu et al., 2025).
Product Range and Design
EcoFit apparel is available in inclusive sizing from XS to XXL and in multiple colours, including black, white, navy, and pastel green, ensuring broad market appeal within the fitness clothing sector (Blythe, 2013).
Augmented Product
The EcoFit App adds value by offering AI-based form correction, personalised workouts, and live performance tracking, supporting users in achieving individual fitness goals (Page, 2015). Additional augmented features include a one-year warranty, live chat customer support, optional premium health analytics subscriptions, and a repair-and-recycling programme that reinforces Samsung’s sustainability commitments (Mittal and Baker, 1998; McMillan, 2010).
[bookmark: _Toc216806602]2.2 Price
Pricing Strategy
Samsung EcoFit adopts a value-based pricing strategy that reflects its advanced technology, sustainability focus, and strong perceived quality within the smart apparel market (Kotler, 1994).
Price Structure
Smart T-shirts are priced at £65, leggings at £80, and smart socks at £20, positioning EcoFit competitively against premium sportswear brands (Blythe, 2013). Premium analytics are offered at £4.99 per month, generating recurring revenue and aligning with consumer acceptance of subscription-based digital services (Chaffey and Ellis-Chadwick, 2019).
Market Entry and Promotional Pricing
A price-skimming strategy is applied during product launch to reflect EcoFit’s innovative and first-mover positioning in wearable technology (Page, 2015). Bundle pricing for full outfits provides cost savings and encourages higher purchase volumes (McCarthy, 1960).
Discount and Loyalty Pricing
Student discounts target Gen Z consumers who are more price-sensitive and digitally oriented in their fitness behaviours (Luthfiandana et al., 2024). Samsung Members receive preferential pricing to strengthen loyalty across the wider Samsung brand ecosystem (aurthur, 2015).
[bookmark: _Toc216806603]2.3 Place (Distribution)
Distribution Strategy
EcoFit employs a multichannel distribution strategy combining online, offline, and direct-to-consumer (DTC) channels to maximise market reach (Chaffey and Ellis-Chadwick, 2019).
Online Channels
Digital distribution includes the Samsung official website, a dedicated EcoFit microsite, Amazon, and selected online fitness retailers, catering to digital-first consumers (Blythe, 2013).
Offline Channels
Physical distribution occurs through Samsung Experience Stores and partnerships with retailers such as JD Sports and Decathlon, increasing product visibility and trial opportunities (McCarthy, 1960).
Direct-to-Consumer and Pop-Up Distribution
Pop-up stores in gyms and universities allow hands-on product demonstrations for health-conscious consumers (Mittal and Baker, 1998). DTC distribution enables Samsung to retain control over customer data, after-sales service, and relationship management (Kotler, 1994).
Geographic Coverage
Initial distribution targets the UK, Europe, the USA, and South Korea due to high wearable technology adoption rates, with future expansion based on performance outcomes (Page, 2015).
[bookmark: _Toc216806604]2.4 Promotion
Promotional Objectives
EcoFit’s promotional strategy aims to build brand awareness, communicate sustainability values, and highlight technological innovation (Chaffey and Ellis-Chadwick, 2019).
Digital and Influencer Marketing
Promotion focuses on Instagram, TikTok, and YouTube, supported by influencer partnerships with fitness trainers and eco-activists to enhance authenticity and credibility (Luthfiandana et al., 2024).
Content Strategy
Short-form video content demonstrates AI-powered training features and real-time performance tracking, aligning with consumer demand for engaging visual media (Page, 2015).
Sustainability Communication
Environmental commitments are communicated through biodegradable packaging, reduced carbon footprint messaging, and the ‘Recycle Your Old Clothes’ initiative (McMillan, 2010).
Experiential Promotion and Sales Promotions
Sponsorship of marathon events and gym-based try-on booths create experiential engagement and community involvement (Blythe, 2013). Sales promotions include early-bird offers, trade-in schemes for old workout clothing, and three months’ free access to premium app services (aurthur, 2015).
Public Relations
Press releases, lifestyle magazine features, and participation in eco-friendly awards programmes strengthen EcoFit’s external brand image (Kotler, 1994).
[bookmark: _Toc216806605]2.5 People
Role of People in Service Delivery
People play a critical role in delivering the EcoFit experience, particularly due to the hybrid nature of physical apparel and digital analytics (Mittal and Baker, 1998).
Customer Support and Expertise
EcoFit employs specialists in digital health and sustainability who provide real-time support via live chat platforms, ensuring knowledgeable assistance (Blythe, 2013).
In-Store Staff and Professional Partnerships
In-store staff act as product demonstration specialists, educating customers on sensor usage, app compatibility, and sustainable garment care (McCarthy, 1960). Collaboration with certified fitness professionals further enhances product credibility among performance-oriented consumers (Page, 2015).
[bookmark: _Toc216806606]2.6 Process
Purchase and Ordering Process
EcoFit’s processes prioritise convenience, speed, and digital integration to enhance customer satisfaction (Kotler, 1994).
Digital Enablement
The website features an AI-powered size recommendation system and multiple payment options, including Samsung Pay, ensuring a seamless checkout experience (Chaffey and Ellis-Chadwick, 2019).
Post-Purchase and Service Process
Post-purchase processes include simple app onboarding, flexible returns, and access to a sustainability-focused recycling programme (McMillan, 2010).
Ongoing Service Delivery
Monthly performance reports and AI-generated personalised training plans, integrated with Samsung Health, enhance long-term service quality and user engagement (Pearl, Intriligator and Liu, 2025).
[bookmark: _Toc216806607]2.7 Physical Evidence
Tangible Brand Cues
Physical evidence supports brand credibility across both physical and digital environments (aurthur, 2015).
Packaging and Sustainability Signals
EcoFit uses eco-friendly materials and minimalist green-and-white packaging to visually communicate environmental responsibility (Blythe, 2013).
Retail Environment
Retail spaces feature modern layouts, technology demonstration kiosks, and sustainability messaging to reinforce a premium and eco-conscious brand image (McCarthy, 1960).
Digital Evidence
The EcoFit website, mobile app interface, performance dashboards, and customer feedback systems act as digital evidence that builds transparency, trust, and reassurance for potential customers (Page, 2015).
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The future of smart and sustainable fitness clothing is Samsung EcoFit. Samsung being one of the most innovative companies in the world enters a new category of combining eco-friendly materials with innovative smart-textile technology. EcoFit clothing monitors real-time biometrics, including heart rate, posture, sweat sensor, and muscle sensor, via sensors and uses those sensors, that are embedded and connects with Samsung Health and AI Coach.
The main target group will be technologically inclined fitness consumers, and the secondary groups will be sustainability-oriented Millennials and Gen Z. EcoFit will stand out with its own distinctive innovation: smart fabrics, environmentally friendly production, and a lack of constraints to connect to Samsung products.
Our 7P marketing plan is geared towards the high-quality product design, value-based pricing, multi-channel distribution, sustainability-driven storeys, professional customer care, easy online operations, and physical evidence that is environmentally friendly. Advertising will be done using influencers, sports sponsorships as well as online campaigns with hashtag EcoFitLife.
EcoFit strives to enable healthier lifestyles and minimise environmental impact. Investors and customers are also more than welcome to revolutionise the fitness industry with us- technology and sustainability combined. EcoFit: Wear the Future.
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Cognising about the learning experience during this assignment, I have learned a lot about the theoretical and practical issues of the topic. It was not only a study of theoretical ideas that I had to conduct but also the implementation of the same in real context, which enhanced my grasp of information and critical thinking skills. Among the main spheres of growth, it is possible to note the fact that I developed a better capacity to synthesise the ideas presented in different sources and relate them to the needs of the assignment. This made me be more structured and analytical in academic writing.
Initially, I was not confident in the way I could structure the content in the most effective way. Nevertheless, I was able to gain confidence progressively through the constant reading, going through lecture notes, and asking academic sources to clarify where I was going wrong. This experience helped me to realise that planning and time-setting of every stage of the assignment is important. This is because, by making an outline, I was able to remain focused and have a logical flow and to make sure that nothing was left out. This is an indication of my increasing comprehension to apply academic strategies in improving the quality of my work.
Also, the interaction with various theoretical notions enabled me to gain knowledge of a better comprehension of the topic. Indicatively, studying consumer behaviour, digital interaction or business strategy challenged me to be more critical in the application of theories in the contemporary business issues. It also helped me to assess evidence, recognise patterns and provide balanced arguments. I also realised that theory is further enhanced when it is applied into the practical case which enhanced my analytical and problem-solving skills.
As one of the most precious things about this assignment, I can state the improvement of my research skills. I was taught how to find the valid sources and compare opinions and influence the conclusions with the help of the correct academic references. The field enabled me to be more objective in my writing and enhance my academic integrity. My paraphrasing skills also became better, and I was able to communicate the ideas so that they could be understood and were original at the same time.
Another learning was time management. Tasks and timeframes allowed me to recognise the necessity to prioritise work and adhere to a set schedule. Previously, I was likely to hurry with some of the elements of an assignment, which impacted consistency. I was conscious of this time and did it step by step with time to make corrections. Consequently, the general quality of my writing was positively influenced, and I was more in charge during the process.
Lastly, it was an experience that helped me grow professionally and personally since I completed this assignment. It made me feel more confident about my academic writing, made me more effective in my critical thinking skills, and prompted me to be more proactive in my learning. I have now realised the significance of the constant improvement, the need to seek feedback, and the use of reflective practises that enhance future performance. The reflection has helped me realise my strengths like dedication and perseverance and my weakness, like improving my technical writing and increase my academic vocabulary. The experience has been, overall, very valuable and will be favourable in my future academic and career growth.
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