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In the Smart Nutrition System of Samsung, segmentation is being done using geographic, demographic, psychographic and behavioural variables to identify appropriate consumer groups.
Geographically, the key markets are both urban and metropolitan in the developed and emerging economies, namely the United States, the United Kingdom, South Korea and major cities in India. These areas have impressive levels of digital infrastructure, use of wearable technologies, and growing awareness of health and wellness (Stoumpos, Kitsios and Talias, 2023). City-dwellers have higher chances of adopting technology-enabled lifestyle solutions as they live under fast-paced conditions with the need for convenience.
Through the demographic segmentation, it targets people aged 18-40, bridging between Generation Z and Millennials. This segment accounts for a large percentage of health and wellness expenditure in the world and has a high digital platform interaction (Pione et al., 2025). The middle to high-income earners, including professionals, students, and business owners who can afford high-quality technology-driven health solutions, make up the target demographic.
Psychographic segmentation deals with the values and lifestyles of the consumers (Kumar et al., 2024). The Samsung Smart Nutrition System is aimed at the high-tech population, consisting of health-conscious and technology-reliant individuals who are interested in fitness, wellbeing, and self-optimisation. Such consumers tend to be early adopters of innovations, care about convenience and are influenced by knowledge to enhance their lives (Roy, 2026). Also, some have concerns about sustainability since nowadays there is increased purchase behaviour based on environmental issues.
Lastly, behavioural segmentation takes into consideration the consumer interaction (Małecka, Mitręga and Pfajfar, 2022). The target customers are those who are proficient with wearable devices, health applications and fitness tracking systems. Such consumers want to have personalised experiences, they often interact with technological ecosystems, and they are influenced by the perceived value and usefulness of technology in enhancing their health conditions.
[bookmark: _Toc228531855]Targeting
According to the analysis of segmentation, Samsung pursues a differentiated targeting strategy, prioritising mostly urban, health-conscious Millennials and Generation Z professionals, who already belong to the Samsung Galaxy ecosystem. This segment is appealing because it has a high purchasing power, digital experience, and innovation.
This is the target group that is strategically relevant for a couple of reasons. To begin with, current Samsung wearables users, including Galaxy Watches, are already aware of the brand, and subsequently, there is less of an entry hurdle, as cross-selling by existing users is possible. Secondly, the increasing interest in their health, nutrition, and lifestyle optimisation is also attuned with the value proposition of the product. Third, they are very responsive to AI-delivered suggestions as they are used to being offered conveniently and receiving personalised services.
In addition, this segment exhibits the desire to spend on high-quality services, which provide tangible value such as better health and time savings. By focusing on this customer segment, Samsung will improve customer lifetime value as well as ecosystem integration, which will eventually boost brand loyalty.
[bookmark: _Toc228531856]Differentiation
To gain a competitive advantage in the health-tech market, differentiation is necessary. The Samsung Smart Nutrition System stands out based on a number of features.
First, it offers AI-driven personalised nutrition, which goes beyond simple health tracking and offers practical dietary advice. Whereas competitors like Apple Health and Fitbit mainly track activity and health data, Samsung combines such data to provide individual nutrition solutions to create a more involved health experience.
Secondly, it enjoys an advantage in terms of integration into the Samsung ecosystem, such as smartphones, wearables, and IoT devices. It facilitates an easy collection of data and real-time analysis that both increases accuracy and makes it user-friendly. This integration into an ecosystem provides a competitive advantage since not many rivals are able to provide such a degree of connectivity.
Thirdly, sustainability is an important differentiator. Extensive wasting of food is minimised through the use of sustainable packaging, ethical sourcing, and the absence of AI portion optimisation, which agrees with the growing demand of consumers for eco-friendly products. This enhances the brand image of Samsung as socially responsible and innovative.
[bookmark: _Toc228531857]Positioning
The Samsung Smart nutrition system is poised as a flagship AI-enabled customised nutrition system for health-conscious, tech-savvy customers.
It has concentrated on three major attributes in its positioning strategy: innovation, personalisation and integration. Its powerful AI features make it a disruptive solution, beyond conventional health apps. The personalisation focus shows that it can provide personalised recommendations based on personal biometrics. 
An appropriate positioning statement is as follows:
To meet the requirements of health-conscious and technologically inclined consumers, the Samsung Smart Nutrition System offers an all-encompassing, AI-enhanced nutrition information and smart nutritional advice that can help users streamline and optimise their health.
This niche enables Samsung to take a distinct niche in the health-technology market by filling the gaps between wearable technology and personalised nutrition.
[bookmark: _Toc228531858]Element 3: Marketing Mix
In the case of Samsung Smart Nutrition System, the extended 7Ps concept is implemented to promote the expertise as the premium, AI-assisted, individualised nutrition offerings and to help back up the broader brand strategy of Samsung to be innovative and integrate into an ecosystem/ecosystem.
Product
Samsung Smart Nutrition System is a dual-product-service solution that combines artificial intelligence, wearable technology, and personalised nutrition solutions. At the fundamental level, the product offers value to better health achievements and convenience. The reality on the ground consists of AI-related analytics, connecting with Galaxy wearables, and individualised nutritional plans depending on the presence of biometric indicators, including activity, sleep, and calorie consumption (Hosseini et al., 2023). The augmented product is made up in the form of continuous software updates, customer support and integration with the broader Samsung ecosystem.
This is a product strategy that will support Samsung in its brand identity of innovation and capitalise on its existing technological strengths. The data, unlike the competitors, which are mainly health tracking-based, is turned into actionable nutritional insights, making it a more global approach. This implies a change from product-focused to customer-focused value creation, which is essential in modern-day marketing (Suh, 2025).
Price
The pricing policy is based on the value pricing strategy, as there is a reflection of the high level of technology and customised advantages of the system. A pricing model with subscription/paid-per-user is suggested, according to which consumers will pay a fixed monthly or yearly fee in order to access AI-driven insights and customised nutrition plans, as well as to be updated regularly (McKinsey & Company, 2021).
This strategy is supported because it corresponds to the apparent importance of the personalised health solutions and guarantees a stable stream of revenues. Tiered pricing can also be adopted (Zakaria, Chong and Aamir, 2024), with basic, standard and premium packages available to meet the needs of various customer groups. In the case of the offerings, simple users can only enjoy minimal services, whereas the premium users will have tailored recommendations and differentiated services.
The premium pricing strategy helps to support the positioning of the product as a high-quality and innovative solution and targets those consumers who would be willing to pay more (Shams, Brown and Hardcastle, 2025). Samsung will, however, need to make sure that the perceived benefits clearly outweigh the cost since price sensitivity will be a central component in the adoption. This indicates the influence of the value perceived in making prices.
Place
The distribution model is omnichannel-based, which guarantees easy access to both offline and online channels (Srivastava et al., 2024). The technology will be mainly deployed via the Samsung digital ecosystem, such as the Samsung Health app and Galaxy products, allowing them to be accessed and integrated instantly.
Also, Samsung retail outlets, online stores, and e-commerce can be used to advertise and endorse the product. Collaborations with fitness facilities, medical staff, and health apps can further decentralise distribution, as well as raise trust.
This strategy is in tandem with current consumer behaviour, where convenience and availability are key. By integrating the service into its own ecosystem, Samsung minimises the customer experience and maximises the user experience. Scalability and global reach (facilitated by the use of digital channels) are also necessary to accommodate growth in the health-tech sector (Chakraborty, Ilavarasan and Edirippulige, 2023).
Promotion
The promotional plan is centred on a combined digital marketing communication to achieve good access to the target market. The main platforms are the use of social media, influencer marketing, content marketing, and in-app promotions in the Samsung ecosystem (Liu et al., 2025).
Collaborations with fitness idealists, diets, and health-based content creators can increase credibility and can reach the target group. Moreover, data analytics can create more targeted advertising options and lead to better engagement and accuracy of the targeting (Theodorakopoulos and Theodoropoulou, 2024). Awareness and adoption can be further boosted with educational content emphasising the advantages of individualised nutrition and AI-based health solutions.
Another way Samsung can accelerate the process is through cross-promotion of the system with the Galaxy devices, a process that it can do using its already established brand equity. As an illustration, packaged deals on new wearables can foster experimentation and expedite the adoption.
This promotional approach represents increasing values of the digital and relationship marketing, whereby engagement and value creation take priority over the traditional types of mass communication (Pearl, Intriligator and Liu, 2025).
People
In technology-enabled services, people are vital in-service delivery of services regarding quality and customer satisfaction. Samsung Smart Nutrition System is a system based on the collaboration of a team of professionals with AI technologies to achieve value.
The major stakeholders are software developers, data scientists, nutritionists, and customer support teams. These people also provide security recommendations, system stability, and successful communication with customers. Moreover, customer service staff should be trained in responding to user inquiries and delivering individual assistance, which overall improves user experience.
The combination of human expertise and AI technology is one of the indications of service-dominant logic, in which the value is co-produced in the process of interaction between the company and the customer (Vargo, Wieland and Akaka, 2026). It is a matter of ensuring high service quality to build trust, especially with sensitive health-related information.
Process
Process element concentrates on the provision and management of the service, which is efficient and satisfying to users. Samsung Smart Nutrition System has a simplified procedure:
1. Galaxy wearables and devices to gather the data. 
2. Biometric and behavioural data analysis with the application of AI. 
3. Creation of personalised nutrition prescriptions. 
4. Other systems and constant feedback. 
This ease of use majorly contributes to adoption, as this automated and seamless process makes it convenient and light in use for the user. Real-time insights and continuous improvement are provided through AI and kept up-to-date so that the recommendations are always relevant and true (Ravichandran, Machireddy, and Rachakatla, 2022).
Samsung, however, needs to focus on the possible issues of data privacy and security. Clear data policy and sound security protocols are critical to ensure consumer confidence. This underscores the need for transparency and reliability of processes within service delivery.
Physical Evidence
Physical evidence is the physical features that favour the service and have an impact on customer perception. In the case of the Samsung Smart Nutrition System, it involves the user interface, branding, packaging and design experience.
The Samsung Health application interface should be attractive, user-friendly and intuitive, as it is the premium brand placement. As well, any physical elements (smart packaging of nutrition, etc.) can highlight sustainability based on the use of eco-friendly materials and their minimalistic design.
Branding aspects, such as logos, colours and messages, should also be similar to the identity of Samsung to create brand recognition and trust. Intangible physical evidence may be positive user reviews, testimonials, and case studies as well, contributing to credibility.
[bookmark: _Toc228531859]Element 4: Reflection
The brand extension of Samsung Smart Nutrition System is a learning experience that has been equally valuable and insightful since I was able to put into practice theoretical marketing concepts in the real-world context of a practical application. This involved the process of critical thinking, creativity, and integrating the knowledge on various fields of marketing, especially on brand development, segmentation and strategic planning.
The learning outcomes of this project included a better comprehension of how brand extensions are possible as a growth strategy. I also got to know that effective brand extensions should be very close to the identity, capabilities, and ecosystem of the parent brand. In the example of Samsung, its technological strength, artificial intelligence, and wearables offered a rational premise in the move to personalised nutrition. This supported my knowledge of how strategic fit and minimised risk play into brand extension decisions.
Segmentation, targeting, differentiation, and positioning (STDP) analysis also helped my analytical skill set. I have learned to recognise and analyse various types of market segments based on various variables and to use them to justify the choice of a particular target population. Moreover, I learned how differentiation and positioning strategies are critical in establishing a competitive advantage in saturated markets. This has enhanced my thinking skills in order to make evidence-based marketing decisions.
Another significant thing about this assignment was to prepare and present the poster presentation. It involved me explaining the complicated concepts in brief, illustratively and convincingly. I acquired the skills of being able to simplify information without biasing it or misinterpreting it, a very important skill when communicating in the workplace. The delivery of the presentation in a short period of time also helped me enhance my confidence, time management and verbal communication skills. Nonetheless, I realised I can still do more to make my delivery better by improving the way I tell the story and actually talking to the audience.
Key transferable skills such as research, critical evaluation, and problem-solving are also the major skills that I developed throughout this project. I engaged with scholarly sources and data within the industry to reinforce my arguments, and this enhanced my power to critically assess sources and apply the theoretical frameworks into practice. Moreover, extending the considerations of sustainability into the brand also underscored the value of ethical and responsible marketing in the ever-changing business world that is getting more and more relevant today.
The area of improvement I would wish to adopt in the future is improving my work with more developed data analysis and real-world case parallelisations to augment the strength of my arguments. Moreover, I would spend more time on enhancing the visual aspect of the poster to enhance clarity and impact. Rehearsing how to deliver the presentation would also enable me to express myself more convincingly and eloquently.
On the whole, I believe this assignment has led to my personal and professional growth as I have gained strategic thinking, communication and analytical skills. The competencies are critical in the marketing management career and will enable me to perform the tasks in high and dynamic business environments.
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Company Overview

Samsung is a global consumer electronics company with more than 20 percent
of the worldwide smartphone market share, and one of the largest developers of
Al and IoT solutions (Sultanova et al,, 2024). Its Galaxy wearables market
segment has registered a steady growth, which has seen it in the world wearable
technology market with an estimated value of over 70 billion dollars, and puts
Samsung in a good place in the digital health and lifestyle integration.

"\ Brand Extension Concept

The proposed Samsung Smart Nutrition System is an artificial intelligence-driven
personalised nutrition system, which is based on Galaxy devices. The system
provides tailored snack selections to the biometric data following the analysis of
the biometric data, including the activity levels, sleep patterns, and the intake of
calories (Sultanova et al., 2024). It is expected that by 2027 the world will have

witnessed a multi-billion-dollar business based on personalised nutrition, which
means that the market is extremely scalable and has a strategic fit with the
capabilities of Samsung as far as innovation is concerned. O

20%+

Global Smartphone
Market Share

Market Appeal 3 i

The concept will address the urban elite and the fitness conscious clientele
between the age group of 18 to 40, the ones who make up over 60 percent of
the total health and wellness expenditure across the world (Prabhu and Prasad,

$70+ Billion

Global Wearable
Technology Market

2019). The demand of convenience and technology-oriented health products is
gradually growing, hence the business potential of this extension is incrementally
growing with the growing demand of health snacks, which is estimated at more
than 90 billion dollars in the entire world.

Sustainability Alignment

Inbuilt sus is eco-friendly packaging, ethical sourcing, and Al-based
portion optimisation that can reduce food waste to as much as 30 and
contribute to the global sustainability agenda (Watts et al., 2024).

Conclusi

This would by implication reinforce Samsung ecosystem, customer interaction,
and high-growth revenue potential in the new market in health-tech.

$90+ Billion

Global Health
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30%
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