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This report describes the major concepts of marketing management as, how a leading 

brand like Samsung can go for brand extension by launching new product in the market. 

New product segmentation, targeting and positioning strategies have been discussed for 

new product along the demographic profile of customers with marketing mix strategies 

for new brand extension. At the end overall conclusion have been written. 

 

1. Introduction 
 

Samsung Electronics is a worldwide leader in consumer electronics, famous for its 

innovation, high-quality technology, and diverse product range. Its portfolio spans 

smartphones, televisions, appliances, semiconductors, and wearables. With its strong 

ecosystem and focus on connected living, Samsung is strategically positioned to expand 

into adjacent markets. 

 

SAMSUNG BRAND EXTENSION STRATEGY: LAUNCHING “SAMSUNG FITLIFE” 

Logic for Brand Extension 

In a post-pandemic world, health, wellness, and smart living have become top priorities. 

Consumers increasingly seek integrated solutions that allow them to manage their 

physical and mental wellbeing from home, using familiar technologies. Samsung already 

operates in wearables, health monitoring (via Samsung Health), and home devices 

making fitness and wellness the next logical step. 

2. Brand Extension Overview 

Samsung FitLife is a new, premium fitness and wellness ecosystem that merges smart 

home technology, AI-driven coaching, connected fitness equipment, and wellness 

services into a unified brand experience. (Aghaei et.al., 2025) 

 FitBike – A smart indoor cycling bike with real-time health analytics, auto-

resistance control, and live class capabilities. 

 FitMirror – A full-length smart mirror with motion sensors and posture correction 

AI, offering workouts, yoga, and personal coaching. 



 FitLife App – A health and wellness platform for mobile and Galaxy Watch that 

delivers fitness plans, mental wellbeing tools, diet tracking, and community 

features. 

 Galaxy Integration – All FitLife components sync with Galaxy Watch, Samsung 

Health, SmartThings, and Samsung TVs, delivering a frictionless, data-rich user 

experience. 

3. Segmentation, Targeting, And Positioning (STP) 

Segmentation 

Samsung FitLife utilizes a multi-variable segmentation strategy, including demographic, 

psychographic, behavioural, and geographic criteria: 

Segmentation 

Type 

Segment Details 

Demographic Aged 25–45, middle-to-upper income, professionals, tech users 

Psychographic Health-conscious, self-improvers, lifestyle-focused, trend-aware 

Behavioural Regular exercisers, wearables users, early adopters of smart 

home tech 

Geographic Urban and suburban households in developed markets (UK, US, 

Germany, South Korea, UAE) 

Targeting 

Samsung FitLife targets the emerging class of tech-savvy, wellness-oriented urban 

professionals, particularly those who have embraced hybrid lifestyles and prefer digital 

health services over gym memberships. These users already own Samsung devices or 

are familiar with the brand’s ecosystem. 

Target Attributes: 

 Lifestyle: Busy professionals and remote workers balancing productivity and 

personal wellbeing. 



 Device Use: Heavy smartphone users, Galaxy Watch owners, and SmartThings 

adopters. 

 Mindset: Motivated, convenience-focused, data-driven, and loyal to technology 

brands. (Malikireddy, 2024) 

Positioning 

Samsung FitLife is positioned as: 

"The Future of Wellness — Powered by Samsung. Live smarter, train better, thrive 

everywhere." 

This communicates a holistic, AI-enhanced, smart-living fitness platform that 

differentiates itself by: 

 Offering hardware + software + content under one brand. 

 Leveraging Samsung’s existing brand trust and ecosystem. 

 Promoting wellness beyond physical health integrating mental wellbeing, sleep, 

nutrition, and daily habits. 

4. Customer Personal Characteristics 

Customer Persona: "Alex Kim" 

Attribute Details 

Name Alex Kim 

Age 30 

Gender Male 

Occupation Senior UX Designer at a tech company 

Income £55,000 per annum 

Location London, UK 

Education Master’s Degree in Human-Computer Interaction 

Lifestyle Lives in a smart apartment, cycles regularly, prioritizes mental and physical 

wellbeing 



Tech Use Samsung Galaxy S24 Ultra, Galaxy Watch6, Samsung Smart TV, 

SmartThings hub 

Fitness 

Habits 

Works out at home 4x a week, tracks calories, sleep, and heart rate 

Pain Points Finds traditional fitness apps generic and un motivating; desires 

personalization and AI-guided training 

Goals Enhance productivity, stay healthy without going to the gym, get real-time 

feedback and health insights 

Psychographic Traits: 

 Early adopter and gadget lover 

 Motivated by measurable improvement 

 Engaged with online fitness communities 

 Environmentally conscious and brand loyal 

Psychographic attributes help the company to focus on the customers how to motivate 

and attract them, in a way to retain them for long run revenues and sales. Overall focus 

is to acquire healthy environment for the company and customers to make their 

consumers loyal towards the brand and its offerings in order to gain competitive position 

in the market.   

5. Marketing Mix Strategies (7Ps) 

Product 

Samsung FitLife is not a single product, but a modular ecosystem that includes: 

 Hardware: FitBike, FitMirror, Smart Scale 

 Software: FitLife App, Samsung Health integration, AI trainer avatars 

 Services: Virtual coaching, nutrition plans, meditation & mental health guides 

 Ecosystem Integration: Full compatibility with Samsung Galaxy, SmartThings, 

Samsung TVs, and wearables 



Product Features: 

 Biometric tracking (VO₂ max, body fat %, sleep cycles) 

 Personalized workout plans based on AI algorithms 

 Fitness gamification and achievements 

 Samsung Health & Google Fit sync for enhanced data analysis 

Price 

Samsung adopts a value-based pricing strategy with flexible options: 

Offering Price 

FitBike £1,499 

FitMirror £999 

FitLife Premium App £29.99/month (includes access to all classes & health tools) 

Subscription Bundle £69.99/month (includes app + equipment rental + coaching) 

 Bundled with Galaxy devices (Buy Galaxy S24, get 3 months of FitLife free) 

 Financing options via Samsung Pay & Samsung Card 

Place 

 Samsung Experience Stores (with in-store FitLife demo zones) 

 E-commerce: Samsung.com, Amazon, select retailers 

 Pop-up Wellness Hubs: Airports, luxury malls, fitness expos 

 In-App Purchases: FitLife subscriptions directly via Galaxy Store 

Samsung ensures Omni channel presence to reach consumers wherever they shop  

online, in-store, or via smart TVs. 

Promotion 

Samsung will use integrated marketing communications (IMC) to launch and promote 

FitLife. 



Promotional Channels: 

 Digital Campaigns: TikTok, YouTube Shorts, Instagram Reels 

 Influencer Partnerships: Fitness creators and health coaches 

 Celebrity Ambassadors: K-pop athletes, Olympic figures 

 TV & Print Ads: Featuring the tagline “Fit Your Life. Samsung Smart.” 

 AR/VR Experiences: Try FitMirror virtually via Galaxy VR headsets 

Launching Strategy: 

 Global product launch at CES or a Galaxy Unpacked event 

 Pre-launch teaser campaign with fitness influencers 

 Limited edition launch bundle (FitLife + Galaxy Watch) 

People 

 Certified fitness trainers and AI-driven avatars featured in FitLife content 

 Dedicated FitLife on boarding team in Samsung stores. (Khan et.al., 2025) 

 Customer service through Samsung Members platform and FitLife live chat 

Process 

 Seamless onboarding via Samsung Account 

 Single sign-on for app and devices 

 AI-led user journey to customize fitness goals and plans 

 Syncs automatically with Samsung Health and other services 

Physical Evidence 

 Signature Samsung design: sleek, minimalist hardware. 

 Progress reports, leader boards, and fitness certificates 

 Branded packaging, user manuals, and digital dashboards 

 FitLife lounges in select retail locations 



6. SWOT Analysis of Samsung Fitlife 

SWOT Analysis for Samsung FitLife, provides an overview of the key factors influencing 

the success of this brand extension. SWOT help the company to focus on their 

weaknesses in order to gain trust of customers and provide them good useable demand 

catering products. Opportunities open new venues for the brand and company to bring 

innovation in the brand in future to have strong customer base.  

 Strengths  

Integration with existing Samsung ecosystem. Strong brand loyalty and technological 

capabilities. High-quality, innovative products (FitBike, FitMirror). Advanced AI and data-

driven personalization. 

 Weaknesses  

High upfront cost of hardware (FitBike, FitMirror). Limited brand recognition in the 

wellness industry compared to fitness-specific brands like Peloton. Potential tech 

glitches in new AI integration. 

 Opportunities  

Expanding demand for at-home fitness and wellness solutions. Growing interest in smart 

health tracking and wellness services. Expansion into emerging markets with increasing 

middle-class spending. (Prasetya et.al., 2024) 

 Threats  

Intense competition from established players (Peloton, Apple Fitness+). Consumer price 

sensitivity in a post-pandemic economy. Market saturation in fitness tech 

A Customer Journey Road Map explains the phases a customer goes through when 

confronting with a brand, from starting awareness to after-purchase support. Every stage 

has its own attributes which are as follows, these stages help the marketing department 

of company to make comprehensive marketing campaigns for new product launch.   



Awareness 

Social media ads, online search, influencer marketing, TV/radio commercials, event 

sponsorships, word-of-mouth, content marketing (blogs, articles, videos). At this stage, 

potential customers become aware of the brand. They encounter the product/service 

through various marketing channels. This is where brand recognition begins, as 

awareness create a huge customer base and recognition for the loyal customers as well. 

Consideration 

Website visits, product reviews, testimonials, comparison sites, email marketing, 

retargeted ads, customer support interactions. Customers are actively seeking more 

information. They compare the brand with competitors, look for reviews, and evaluate 

how well the product meets their needs. Content like blog posts, case studies, or 

explainer videos can play a significant role in influencing their decision. 

Purchase 

Online store, retail stores, in-app purchase process, checkout process (website, mobile 

app), payment gateway. The customer makes the decision to purchase. This stage 

focuses on the ease and efficiency of the purchasing process, including transaction 

security, shipping options, and user experience. (Sodiqova and Khalilov, 2025) 
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Retention 

Post-purchase engagement is crucial for maintaining customer satisfaction and fostering 

long-term loyalty. After a customer makes a purchase, follow-up communications 

through email or SMS are essential to keep them informed and engaged. These 

messages can include personalized offers, loyalty program invitations, and relevant 

product recommendations based on their purchase history. Loyalty programs are 

particularly effective in encouraging repeat business, rewarding customers for their 

continued support and incentivizing them to return. Customer satisfaction exploration are 

another valuable way for collecting feedback, thus allowing the product to get 

understanding of customer needs and hence improve its supply. In-app notification 

messages it can deliver in time updates related to new products, special deals, or 

upcoming events, in order to keep the customers aware about the brand offerings. 

Moreover, user platforms give information about the customer's experiences and 

expectations related to brand and its products. By applying these retention techniques, 

brands may not only improve the user experience but also building strong, ongoing 

interaction that motivate towards re purchases and long-term maintenance of loyalty. 

Advocacy 

Social media forums, referral program activities, customer opinions, testimonials, user-

generated information, brand ambassador programs, along community engagement are 

very important in driving brand expansion through customer word of mouth. Happy 

customers prove to be valuable advocates in promoting the brand and its offerings in a 

long run. Customers who are satisfied share the pleasurable experiences on their 

personal platforms with their friends and family members about the product they have 

used and which create appositive and pleasurable effects on their life. Their free 

promotion can save a lot of cost of the company which they want to spend on the 

promotion of the product and its awareness. Their views can have a positive effect on 

creating the demand of the brand. 

Brand Extension Target 



The Samsung FitLife brand expansion aims to develop a comprehensive fitness and 

balanced ecosystem that positively integrates with Samsung’s current technology. The 

product approach revolves around introducing a wide range of smart wearables, which 

include fitness trackers, smart wrist watches, and high-tech gym equipment such as 

advanced treadmills and home based gyms. These devices will have more latest fitness 

tracking capacities like AI driven instructions and guide lines for the customers when 

they use the products, they will receive the helping tips along doing their fitness activities 

during their daily routine gym time. Their modern look and design create a pleasurable 

feeling among the customers which will intron motivate the users to focus on their fitness 

and their healthy life style and routine as these serves as natural motivators for health 

maintenance. (Alshake et.al., 2024) 

As far as pricing is concerned, Samsung FitLife will follow penetration pricing 

methodology in order to attract the customers towards them and hence this will help 

them to acquire the market share and make lead position in the market among their 

competitors and thus create competitive advantage. moreover, they can use special 

pricing features and special offers with reference to product promotions and its 

advertisements so that customer attention could be diverted towards their brand and this 

will help the company to have more number of customers than their competitors. Brand 

image will be created by this activity and it will bring reputation to the company in long 

run which will create ripple effect in the future for leveraging Samsung position in the 

market and in the globe.  

Distribution will be managed through different channels, including Samsung’s 

official approved formal website, major e-commerce places like Amazon, physical and 

electronics retailers like Best Buy, and help in selecting fitness outlets. Samsung FitLife 

should be provided in health clubs, gyms, hospitals, they must show their availability for 

installation through online and physical access points, at first launch will based on basic 

markets like USA, South Korea, UK, Australia, having plans for geographical expansion 

and growth. The retail approach will involve mostly in-store demonstrations along pop-

up fitness activities in order to engage customers focus and showcase different products. 



Advertisement of Samsung FitLife heavily focus on digital, aiming fitness 

enthusiasts via social media ads, having partnerships with fitness icons and promotional 

content on YouTube and adds on Instagram. Public relation moves will focus 

collaborations with sport athletes and gym fitness icons, arranging sponsored 

challenges, and they focus on broadcasting events to raise brand awareness among the 

customers and competitors. Company can offer different kind of sales promotions and 

limited duration offers which will also motivate the customers to get excited towards the 

product offerings, moreover one strategy is direct selling technique with help of 

celebrities, icons and social media influencers which will help the company to attract the 

potential customers in order to increase sales and revenue of the company. (Bazarova, 

2024) 

The People Strategy target on acquiring customer trust and support throughout 

its brand extension by use of different medias like chat, email, and phone in order to 

ensure that each customer will get personal guidance during their health journey. During 

sales promotion company can demonstrate the use of product in front of customers to 

create awareness with help of expert gym trainers who can throw light on use of 

Samsung FitLife. Employees will also go through trainings related to features of new 

product. 

Samsung FitLife’s Process move will focus on smooth and quick service delivery. 

Products can be purchased easily via Samsung's website and physical outlets. The 

technology will function harmoniously among the Samsung ecosystem, which aim to 

provide a user-friendly approach, that motivates customers towards their fitness and 

health plans. (Zahra et.al., 2021) 

Finally, the Physical Evidence approach will motivate Samsung FitLife’s premium 

brand image. The Samsung logo always printed on the products, marketing campaigns, 

advertisements, billboards, printed material in order to make its identity more and more 

visible in the minds and life of their users so that whenever they see the logo they know 

its Samsung. Samsung’s claim to innovation, producing the unboxing experience is a 

major segment of the brand’s physical exisistence. 



7. Conclusion 

Samsung FitLife represents a visionary, logical brand extension which capitalizes on 

recent trends in digital health, fitness, and maintained ecosystems. This extension 

strategy not only focus on diversifying Samsung’s portfolio but, also develop long-term 

brand commitment and trust through wellness-centred living experiencies. Samsung 

FitLife is more than a product line it is a personalized smart wellness revolution, fit for 

the future. Samsung can introduce new brands as they already have a good repute in 

the market and among their customers so it’s a plus point for them to go for brand 

extension as it will help them to capture huge market share among their competitors. 

Brand offers experience to customers to live a healthy life in this busy and tough routine. 
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