
[image: ]



Programme Name: Master of Business Administration
Module Name: Marketing Management
Module code: LCMB7024
Assessment Title: Portfolio (Presentation, Report & Reflection) 

Lecturer’s Name: Tushara Balendran

Student Name:  Ahmed Rain
Student ID: 2535781
WordCount: 2525
[bookmark: _GoBack]


Table of Contents
Introduction	3
Element 1: Poster Presentation	3
Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension	4
Element 3: Marketing Mix: 4Ps	8
Element 4: Reflection	13
Conclusion	14
Reference List	15
Appendix 1: Poster Presentation	19



[bookmark: _Toc236866865]Introduction
This report uses the STDP analysis and the marketing mix to develop a sustainable brand extension strategy for Dell EcoWatch, proving that sustainability can lead to a competitive advantage while satisfying the changing needs of consumers.
[bookmark: _Toc236866866]Element 1: Poster Presentation
[Refer to Appendix 1]




[bookmark: _Toc236866867]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension
Segmentation
Market segmentation divides consumers into groups with different characteristics and needs (Kotler et al. 2020). There are several segmentation variables that should be used in the case of Dell EcoWatch as the buying decisions of the wearables are based on technology, lifestyle, values on health and environment. Shipments of wearables in Q1 2026 totalled 145.7 million units, growing by 4.3% YOY (IDC, 2026). This indicates the ongoing need for wearable connected products.
	Segmentation
	Dell EcoWatch segment

	Geographic
	Dell EcoWatch will target UK consumers, particularly those living in urban and developed areas. There are good opportunities to reach these consumers through digital technology, through e-commerce, via fitness and electronics retailers. Consumers looking at connected technology and more sustainable consumption are also a suitable market for the UK.

	Demographic
	The adult age group (20-45 years) with middle to high income is the key demographic segment which includes young professionals and working adults. They have income which makes top-notch wearable technology more attainable. This group can also work with smart devices, communicate with others, monitor their health and do their daily activities.

	Psychographic
	EcoWatch will focus on environmentally conscious, health-focused and tech-savvy consumers. These consumers value smart technology and innovation but also consider the environmental impact of their purchases. They are interested in sustainable and ethical products, durable technology and brands that show commitment to being green.

	Behavioural
	The segment consists of consumers, who are regular users of smart phones, digital services and wearable technology. They are looking for things like fitness and health tracking, productivity, connectivity and convenience. They also value long-lasting and repairable devices, sustainable materials and reliable brands with strong technology reputations.


Table 1: Segmentation of Dell EcoWatch segment
(Source: Self-Created)
The chosen segments are supported by UK environmental attitudes. In 2024, 59% of people aged 16–29 considered climate change and the environment an important issue. This rose to 66% of degree educated adults (ONS, 2024). Wearable adoption is also related to health. Lee and Lee (2018) surveyed 616 participants and revealed that the factors of personal innovativeness, positive attitudes and health interests have significant positive effects on intention to use fitness trackers. Wearable adoption data backs up the selection of young consumers, too. Most importantly, there has been a significant increase since 2019 in the proportion of UK adults aged 25-49 who own and use a wearable device, rising from approximately 24% of adults to 39% (YouGov, 2026). This demonstrates rising trends towards wearables usage for an age group which is very much similar to EcoWatch’s target age group of 20-45 years (Refer to Figure 1).
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Figure 1: Wearable device ownership among UK adults aged 25-49 
(Source: YouGov, 2026)
Targeting 
There is a need for a differentiated targeting strategy for Dell EcoWatch. This approach goes for a few related customer segments with various marketing strategies according to their needs (Kotler et al. 2020). Nonetheless, each of these groups should be part of the general target audience of young professionals and environmentally aware consumers, who are ages 20-45 and have middle to high incomes.
	Target group
	Main need
	EcoWatch response

	Tech-focused users
	Innovation, connectivity and premium technology
	Smart features and Dell technology expertise

	Health-conscious users
	Fitness tracking and daily health monitoring
	Health and activity monitoring

	Eco-conscious users
	Sustainable, ethical and durable technology
	Repairability, recycled materials and take-back


Table 2: Targeted Group of Dell EcoWatch
(Source: Self-Created)
This is an enticing objective, because it includes technology adoption and health and environmental causes. But, cost is a significant factor. For adults who had not made any changes to their lifestyle relating to the environment, ONS (2025) identified cost as a concern for 24%. EcoWatch should, therefore, provide value in a sustainable way without being a luxury product that is out of reach for most people.
Differentiation
	Competitor focus
	Dell EcoWatch differentiation

	Apple: high quality system and technology
	Sustainable, repairable and smart technology.

	Samsung: health, technology and ecosystem
	Longer product life and replaceable components

	Garmin: fitness and battery performance
	Sustainable design and everyday connected technology


Table 3: Competitor Focus and Differentiation Strategy for Dell EcoWatch
(Source: Self-Created)
There is a lot of brand already doing what the EcoWatch does, so it is pretty competitive. The closest competitors of EcoWatch are Apple and Samsung. In the UK (Apple, 2026; Samsung, 2026), Apple Watch Series 11 has been priced at £369 and Samsung Galaxy Watch 8 is priced at £299 at present. Hence, EcoWatch needs to be careful of a purely technology-based competition. It should be more of a difference in the product design, circular design. This aligns with the existing strategy for Dell technologies to design products with durability, reparability, refurbish-ability and recycling (Dell Technologies, 2026).  This distinction is important as in 2022, the world generated 62 billion kg of e-waste, with 22.3% of this being formally collected and recycled (ITU, 2024).
Positioning
EcoWatch should be positioned as a smart, sustainable and repairable smartwatch for young consumers who want technology without unnecessary electronic waste. This helps to achieve Dell’s target to incorporate recycled and/or renewable materials in products by 2030 and enhance product recovery (Dell, 2019).
Positioning statement: Connecting young health and environmentally conscious UK consumers who are tech-savvy, Dell EcoWatch offers connected wearable technology that is repairable, has responsible materials and a longer product life.
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Figure 2: Positioning Map of Dell EcoWatch
(Source: Self-Created)
[bookmark: _49n8wyb82dqw]

[bookmark: _Toc236866868]Element 3: Marketing Mix: 4Ps
According to Kotler, Armstrong and Balasubramanian (2024), the marketing mix tools are distinguished into broader categories: product, price, place and promotion. These elements combine to assist organisations in providing value to customers.
Product
Product is the basic of marketing mix as customers buy products to solve problems and not just physical products (Kotler et al. 2020). Kotler's three level product model can be used to demonstrate the key product that will be offered in brand extension. Core values for the proposed extension will be enhanced health, convenience and sustainable living. This can be supported by Izu, Scholtz and Fashoro (2024), who argued that using wearables enables people to improve their health outcomes, followed by obtaining the objectives of sustainable development and building a more sustainable world. The actual product has to do with the brand, features, quality, design and packaging. So, the actual product will be Dell EcoWatch Brand, AI health tracking, heart rate, SpO₂, sleep monitoring, premium recycled aluminum body, repairable battery, and ecofriendly packaging. Also, Kotler et al. (2020) stated that after-sales service, warranty, delivery and support and many more are part of the augmented products. Hence, the augmented product will include a 3-year warranty, free software updates and a take-back recycling initiative to minimize purchase risks and product obsolescence for customers (See Figure 3). 
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Figure 3: Proposed Product
(Source: Self-developed)
However, smartwatches and fitness trackers have a huge environmental footprint. For instance, Woodger (2024) reported that manufacturing constitutes about 89% of the total lifecycle environmental footprint. They also had a shorter life span of only 3-5 years. Further, the research by Yang et al. (2026) has pointed out that the current emissions of wearables are 1.1–6.1 kg CO₂ equivalent per device and that, by 2050, global wearable consumption could grow by 42 times, accompanied by ecotoxicity and e-waste challenges. This calls for increased repairability and recycling. In this sense the proposed brand extension would be a viable option as it would stand out as a sustainable option instead of a technological one. Hence, Dell EcoWatch will overcome the problem with the help of Modular Design, Recyclable Materials and Circular takeback programme. This will help Dell's sustainable brand extension programme, and address consumers' functional needs and their increased environmental demands.
Price
Price is a critical factor of marketing mix as it signals the value of the product and brand positioning. Kotler et al. (2020) suggests that pricing decisions should be based on customer-perceived value, on corporate goals, and on production costs and competitor prices, in addition to cost-based calculations. Hence, a value-based pricing strategy is proposed which is based on the value perceived by customers in pricing the products.

Figure 4: Comparison of Prices of Smart Wearables
(Source: O'Boyle, 2024; Apple, 2026; Samsung, 2026)
As reported by O'Boyle (2024) and Apple (2026), similar products from competing brand, such as Apple Watch Series 10 are sold at £389 to £399, followed by Watch Series 11 at £369. Likewise, Samsung Galaxy watches, such as Galazy Watch8, Galaxy Watch9, and the like, are priced at approximately £299 to £399 (Samsung, 2026). From this, Dell can price its EcoWatch at £339 to compete in the top tier market segment with a better value (See Figure 4). The value to the customers would be offered by the repairable and replaceable parts, very low recyclable packaging, a take back recycling programme and longer life products that would allow the circular economy approach. Thus, the £339 launch price further solidifies Dell's high-end branding and fosters uptake by eco-conscious customers who value innovative, sustainable wearables.  
Place
Place Strategy is the way of making the products available to the customers with the effective marketing channels. Kotler et al. (2020) state that marketing channels add value through increased product accessibility, convenience and distribution effectiveness. A multi-channel distribution is proposed, where both direct and indirect channels can be used to obtain maximum market (Kotler et. al, 2020; Weaver, 2024).
The major direct channel is the official website of Dell, where consumers can directly buy EcoWatch from the manufacturer (CFI, 2025). This way, pricing and customer experience and sustainability communication can be controlled. In addition, Dell can cultivate long-term customer relationships and gain valuable consumer information. However, if there is only direct distribution, then the market reach can be limited. Thus, indirect channels like premium retailers Amazon UK, eBay UK, Currys and John Lewis should be used by Dell to make its products more accessible (CFI, 2025; Statista, 2026). The use direct and retailer channels will enhance the convenience of the customer.  
Moreover, Dell needs to build a Contractual Vertical Marketing System (VMS) through formal contractual agreements with authorised retail partners (Jonwal, 2025). These relationships will guarantee uniform pricing for all outlets, as well as after-sales service and take-back recycling programmes, thus strengthening Dell EcoWatch's sustainability offering and enhancing distribution efficiency and customer satisfaction.
Promotion
The purpose of promotion is to get information about the value of the product to the consumers and to provoke them into buying the product, by means of coordinated marketing activities. Kotler et al. (2020) define Integrated Marketing Communications (IMC) as a way of making sure that all communication tools are delivering a consistent brand message across multiple customer touchpoints. Whilst the target market is predominantly environmentally conscious Gen Z and Millennial consumers, digital promotion will be prioritised. This includes social media advertising, influencer marketing, and email marketing, followed by public relations (PR) and digital campaigns. Dell ought to highlight the key features of EcoWatch on Instagram, TikTok, YouTube and Facebook, by partnering with influencers and creating short-form video and UGC sustainability campaigns (Patel, 2026). This can be supported by the graph in Figure 5, highlighted that Instagram is used by 70% of people aged 18-24 years, followed by 61% of 25-34 years and 65% of 35-44 years (YouGov, 2026a). Similarly, TikTok usage trend is also highest among people of 18-24 years (50%), followed by those of 25-34 years (35%) and 35-44 years (22%) (YouGov, 2026a). In addition, Retail Media Age (2026) revealed that 67% of UK shoppers do research about the product online before buying. This makes Digital Marketing as a communication channel to be important. 
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Figure 5: Media Usage Pattern in the UK
(Source: YouGov, 2026a)
In order to boost the credibility of the brand, Dell should back up its advertising campaign through PR, sustainability partnerships and social media coverage of its take-back programme. Email marketing can be used to increase customer engagement, and trade-in discounts and launch promotions can help to encourage product trial. These personalized marketing strategies combined, boost brand recognition, purchase intent and customer retention.
[bookmark: _qw2i07lb37qf]

[bookmark: _Toc236866869]Element 4: Reflection
Gibb’s reflective cycle is made up of Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan according to McLeod (2025). The model motivates people to think critically about experiences and apply the learning to enhance their future performance. It has also been demonstrated that reflection can enhance learning outcomes as it can help students link theory and practice (Perusso, Blankesteijn and Leal, 2020).

Figure 6: Gibbs' Reflective Cycle
(Source: Adapted from McLeod, 2025)
Description
The key experience was creating the sustainable brand extension marketing strategy for Dell EcoWatch. To develop a sustainable product for the customer and to help achieve Dell’s business goals, the project needed STDP and the marketing mix to be applied. It also included making and giving a poster talk. The marketing strategy had to be clearly communicated in a concise manner in a visual format, which was the poster. Research, marketing and presentation/communication skills were used throughout the project.
Feelings
During the start of the project I was confident that I would be able to create a sustainable product idea, but a little less for the correct application of the marketing theories. I was also not sure about the sustainability versus commercial value. I was anxious in the poster presentation as the main concepts had to be communicated effectively in a short period of time. But the presentation gave me the confidence in conveying marketing concepts and answering questions afterwards.
Evaluation
Overall, it was a positive experience as it helped me to understand more about the concept of sustainable marketing and brand extension strategies. I discovered that sustainability needs to go beyond just being part of the product. I have realised that it needs to be integrated throughout product, price, place and promotion. Therefore, the authenticity of sustainable branding can enhance consumers' confidence and brand loyalty in the long term (Agu et al. 2024).
But there were some difficulties as well. Trying to encapsulate a lot of research in a small format for the poster was challenging. Careful judgement was also needed in selecting the most relevant evidence and for a clear visual design. I also discovered that I could have been better prepared for the presentation and, therefore, would have been more confident.
Analysis
I was able to reinforce my knowledge of Segmentation, Targeting, Differentiation, Positioning and the Marketing Mix through the project. I had learned that in marketing all the decisions should be congruent with the target market and position. I also knew that there should be credible evidence to back up sustainability claims. Misleading environmental claims can lead to loss of trust and loss of credibility, per Şenyapar (2024).
Moreover, I have been given opportunities to enhance my critical thinking and decision making. For instance, EcoWatch would not only be able to use recycled materials, as there are already other firms encouraging similar sustainability efforts. Therefore, repairability and product longevity and take back programmes became key differentiators. This experience also helped me to examine various marketing strategies and determine which is the best strategy to follow. 
Conclusion
This project helped to enhance my academic knowledge and practical knowledge in marketing. It added value to my research and understanding of sustainable brand extensions and helped me to develop my research, communication, presentation and problem-solving skills. I also realised that there is a need for theoretical knowledge, as well as evidence-based decision making to create successful marketing strategies.
Action Plan
In the future, I will use these lessons from the start of my projects. Accordingly, my future action plan is shown below. 
	Area for improvement
	Future action

	Research
	Apply up to date research and practice from academia and industry earlier.

	Critical thinking
	Compare alternatives before selecting strategies.

	Poster design
	Use fewer words and more visuals to make posters more presentable. 

	Presentation
	Practise timing and delivery before presenting.

	Sustainable marketing
	Use specific evidence to support environmental claims while marketing. 


Table 4: Future Action Plan
(Source: Self-Created)
[bookmark: _Toc236866870]Conclusion
Overall, the brand extension of Dell EcoWatch is sustainable and has a clear STDP and 4Ps strategy. Its technology, the ability to repair and the sustainability can help create customer value and help strengthen Dell’s competitive position.
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Price (£)	
Apple Watch 10 Series	Apple Watch 11 Series	Samsung Galaxy Watch8	Samsung Galaxy Watch9	Dell EcoEatch (Proposed)	399	369	299	399	339	
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