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Brand Extension Context: Samsung in the Mobile Phone Market
Samsung Electronics, an internationally diversified South Korean conglomerate with an established reputation across semiconductors, appliances and consumer electronics, extended its brand into mobile telephony by leveraging the parent brand's existing associations with reliability, innovation and manufacturing scale into a new but related product category (Aaker and Keller, 1990). Since the launch of the Galaxy S series in 2010, Samsung has repeatedly used category and line extensions to grow the Galaxy franchise: from standard smartphones into the Galaxy Note (stylus-enabled devices), Galaxy Tab (tablets), Galaxy Watch and Buds (wearables), and, more recently, the Galaxy Z Fold and Flip (foldable form factors). Each of these extensions has depended on a perceived “fit” between the parent brand and the extension category, and on the successful transfer of positive associations — principally innovation, quality and design leadership — from the core Samsung brand to the new product line (Keller and Aaker, 1992; Völckner and Sattler, 2006).
This report proposes a further brand extension within Samsung's mobile portfolio: Galaxy EcoLine, a dedicated sustainable sub-brand that consolidates and formalises the environmental commitments Samsung has already begun to make through its existing Galaxy for the Planet platform, including the use of recycled plastics, ocean-bound fishing nets, and recycled cobalt, steel and rare-earth elements in recent Galaxy S24 and S25 devices, alongside a shift to paper-based, plastic-free packaging (Samsung Newsroom, 2021; Samsung Mobile Press, 2024). Rather than a single flagship gesture, Galaxy EcoLine is conceived as an ongoing product line extension that markets sustainability as a core, verifiable value proposition — modular and repairable design, majority-recycled-material construction, an extended device-longevity and software-update promise, and a transparent, per-device carbon and material disclosure — targeted specifically at the growing segment of environmentally conscious smartphone buyers. The sections below set out the STDP strategy, the marketing mix, and a reflection on the process of developing this strategy.
Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
Segmentation
Effective segmentation divides a heterogeneous market into smaller, more homogeneous groups that respond similarly to a given marketing strategy (Smith, 1956; Kotler and Armstrong, 2021). For Galaxy EcoLine, four bases of segmentation are applied.
· Geographic: priority given to mature, high-smartphone-penetration markets with strong environmental regulation and consumer awareness — Western Europe (the UK, Germany, the Nordics), South Korea, and urban North America — where right-to-repair and eco-design legislation, together with established recycling infrastructure, already reward demonstrable sustainability credentials.
· Demographic: adults aged approximately 25–45, with above-median disposable income, higher education, and employment in professional or knowledge-economy occupations — a group with both the purchasing power to absorb a modest price premium and the inclination to evaluate total cost of ownership rather than headline price alone (Kotler and Armstrong, 2021).
· Psychographic: consumers who see themselves as informed, values-driven purchasers — sometimes labelled “LOHAS” (lifestyles of health and sustainability) segments in the green-marketing literature — who are willing to research a brand's supply chain, reward authenticity, and are simultaneously alert to greenwashing (Peattie, 2001; Rahman et al., 2023).
· Behavioural: existing Samsung and Galaxy owners approaching a replacement-cycle window (loyalty and usage-rate segmentation), design-conscious early adopters attentive to modularity and foldable innovation, and benefit-sought segmentation around durability, repairability and resale value rather than specification alone.
Target Audience
Combining these bases, Galaxy EcoLine's primary target audience is the “conscious upgrader”: urban professionals aged approximately 28–40 in the UK, EU and South Korea, existing or lapsed Samsung and Android users, with above-average income and education, who research purchases carefully and already factor sustainability into other categories of spending such as clothing, food and transport. This segment is commercially attractive because survey-based industry evidence consistently shows a meaningful and growing minority of smartphone buyers in mature markets citing sustainability as an active purchase criterion; it is reachable through Samsung's existing customer relationship management systems, retail estate and digital channels; and it is differentiated enough in its decision criteria — valuing longevity, repairability and material provenance over incremental camera or chipset improvements — to justify a distinct sub-brand rather than folding sustainability messaging into general Galaxy S marketing. A secondary target is environmentally engaged Gen Z entrants to the smartphone market, who tend to be more price-sensitive but are strongly influenced by peer and social-media sustainability narratives; this group is addressed principally through a lower-cost Galaxy EcoLine A-series variant and trade-in incentives.
Differentiation
Samsung's principal competitors in this space include Apple, which has pursued its own recycled-materials and carbon-neutral narrative; Google Pixel; and specialist ethical entrants such as Fairphone, whose modular, repairable design has built strong credibility with a small but vocal sustainability-focused segment. Aaker and Keller's (1990) brand-extension model holds that success depends on the perceived fit between the parent brand and the extension, and on the transfer of credible associations that do not dilute the core brand. Galaxy EcoLine's differentiation strategy therefore rests on combining two assets that few competitors hold simultaneously: first, Samsung's vertically integrated manufacturing scale, which allows genuine, auditable use of recycled and reclaimed materials — batteries, cobalt, rare-earth elements and ocean-bound plastics — at a volume that a niche manufacturer such as Fairphone cannot match (Samsung Mobile Press, 2024); and second, Samsung's existing premium design and technology reputation, which neither Apple's narrower sustainability messaging nor Fairphone's comparatively modest specifications can combine with performance leadership. Galaxy EcoLine is differentiated on three concrete attributes: material transparency, through a per-device digital “material passport” disclosing recycled content; design longevity, through an extended multi-year software-update commitment and modular, user-replaceable batteries and screens; and closed-loop trade-in, through a guaranteed buy-back and refurbishment scheme. This shifts Samsung's differentiation from image-based green claims towards attribute-based, verifiable differentiation, which the sustainability-marketing literature identifies as more resistant to consumer scepticism about greenwashing and more defensible against imitation (Pujari, Wright and Peattie, 2003; Rahman et al., 2023).
Positioning
Positioning is the deliberate design of a brand's image so that it occupies a distinct, valued place in the target consumer's mind relative to competing offers (Ries and Trout, 1981; Kotler and Armstrong, 2021). Galaxy EcoLine is positioned as the responsibly engineered smartphone that does not require a trade-off between performance and principle. On a simple perceptual map defined by sustainability credibility on one axis and performance and design credibility on the other, Galaxy EcoLine is positioned above Fairphone on performance and design, and above standard Galaxy S and iPhone models on verified sustainability — avoiding direct low-price competition while using Samsung's existing brand equity in innovation to make the sustainability claim credible rather than a compromise. The proposed positioning statement is: “For environmentally conscious professionals who refuse to trade performance for principle, Galaxy EcoLine is the Samsung smartphone built from reclaimed materials and engineered to last, because sustainability should be measurable, not marketed.” This statement anchors every subsequent marketing-mix decision discussed below.
Element 3: Marketing Mix (7Ps)
The extended marketing mix of product, price, place, promotion, people, process and physical evidence (Booms and Bitner, 1981) provides a framework for translating the STDP strategy into an operational plan. Because Galaxy EcoLine sells an experience and a set of verifiable commitments alongside a physical device, the three service-oriented Ps are treated as being as important as the traditional four (Pomering, Noble and Johnson, 2011).
Product
The core product decision is to embed sustainability into the device itself rather than treating it as an add-on communications theme (Pujari, Wright and Peattie, 2003; Pomering, Noble and Johnson, 2011). Galaxy EcoLine devices use a high proportion of recycled and reclaimed materials in structural and functional components — recycled cobalt and rare-earth elements in batteries, recycled steel in speaker assemblies, and plastics reclaimed from ocean-bound, discarded fishing nets — building directly on material innovations Samsung has already validated in the Galaxy S24 series (Samsung Mobile Press, 2024). The design is modular, allowing the battery and screen to be replaced by the user or an authorised technician rather than requiring full device replacement, and Samsung commits to an extended multi-year cycle of security and software updates so that device usefulness, not just hardware durability, is extended. Every unit carries a scannable material passport disclosing the recycled content and expected environmental footprint of that specific device, and packaging uses 100 per cent recycled paper with no single-use plastics, consistent with Samsung's existing packaging commitments (Samsung, 2024).
Price
Galaxy EcoLine adopts a premium but proportionate pricing strategy, positioned approximately five to eight per cent above the equivalent standard Galaxy S model. This premium is justified to consumers through total-cost-of-ownership messaging — a longer usable lifespan, higher guaranteed trade-in value, and lower repair costs — rather than through price alone, reflecting evidence that sustainability premiums must be transparently justified or they risk excluding all but the most committed buyers (Pomering, Noble and Johnson, 2011). To widen access beyond the primary target segment, pricing is tiered: a flagship Galaxy EcoLine model, a lower-cost Galaxy EcoLine A-series variant for price-sensitive and younger buyers, and an optional device-as-a-service subscription that lowers the upfront cost while supporting the take-back scheme that underpins the product's circularity.
Place
Distribution is concentrated in Samsung's own flagship and branded retail environments, and its direct-to-consumer online store, as the primary channels through which the sustainability narrative and material passport can be communicated in full and controlled detail. Selective distribution continues through network-carrier partners who commit to supporting the trade-in and take-back infrastructure, ensuring the reverse-logistics loop — collection, refurbishment and material recovery — that underpins the circular-economy positioning is not lost at the point of sale (Pomering, Noble and Johnson, 2011). Presence in independent “green retail” concept spaces and certified refurbishment partners extends reach into the values-driven segment without diluting the premium retail experience.
Promotion
Promotion is built around verifiable storytelling rather than broad environmental claims, reflecting evidence that credibility, not volume of messaging, is what protects green brands from being perceived as greenwashing (Peattie, 2001; Rahman et al., 2023). Content foregrounds the material passport and traceable supply chain, building on Samsung's existing collaboration with the United Nations Development Programme on sustainability communication (Samsung Mobile Press, 2024). Partnerships prioritise credible sustainability voices and independent auditors over pure technology reviewers, and all environmental claims are supported by third-party verification before publication, consistent with best practice identified in the green-marketing literature (Rahman et al., 2023).
People
Retail and customer-service staff receive dedicated training on the sustainability narrative, the material passport, and the repair and trade-in process, so that they can answer credibility questions directly rather than deferring to marketing material. A dedicated “Samsung Care+ Eco” technician track is trained in a repair-first service culture, reflecting the central role that people play in delivering the intangible, trust-dependent elements of a sustainability-led marketing mix (Booms and Bitner, 1981).
Process
The processes of buying, using, repairing and eventually returning a Galaxy EcoLine device are designed as visible parts of the sustainability proposition rather than back-office logistics. Trade-in and repair workflows are streamlined for both in-store and mail-in customers, with digital tracking that lets the consumer see what happens to their reclaimed materials, and warranty and return processes are integrated with the take-back scheme so that end-of-life is planned into the customer journey from the point of purchase (Booms and Bitner, 1981; Pomering, Noble and Johnson, 2011).
Physical Evidence
Because sustainability claims are inherently intangible, physical evidence is used to make them credible. This includes minimalist, recycled packaging; a laser-etched, on-device indicator of recycled-material content; in-store displays and QR-linked material passports at the point of sale; and visible, independently issued sustainability certifications. Together, these tangible cues provide the proof points that substantiate the brand's environmental claims and build the trust on which the premium pricing strategy depends (Booms and Bitner, 1981; Pujari, Wright and Peattie, 2003).
Taken together, the seven elements of the marketing mix operationalise the STDP strategy set out in Element 2: the product and pricing decisions make the target segment's stated priorities (longevity, provenance, repairability) tangible and affordable; place and process decisions protect the closed-loop, trust-dependent nature of the offer; and promotion, people and physical evidence collectively defend the positioning statement against scepticism about greenwashing, ensuring that Galaxy EcoLine is judged on verifiable attributes rather than communications alone.
Element 4: Reflection
Developing a sustainable brand extension strategy for Samsung's mobile division was a genuinely useful test of how marketing theory translates into a coherent, defensible commercial proposal. The most valuable early lesson was the importance of grounding a brand extension in genuine “fit”, in the sense described by Aaker and Keller (1990): it would have been easy to attach a sustainability message to any Samsung product, but the strategy only became credible once it was anchored in capabilities Samsung already possesses, such as its existing recycled-material supply chain and its Galaxy for the Planet commitments. Working through the STDP framework in detail, rather than treating it as a formality before the marketing mix, also clarified how much of the later 7Ps analysis depends on decisions made at the segmentation and positioning stage; when the target segment and positioning statement were revised partway through the process, several elements of the marketing mix, particularly pricing and promotion, had to be reconsidered to remain consistent.
Preparing and delivering the accompanying poster presentation reinforced a different set of skills. Condensing an evidence-based strategy into a single visual format required much sharper prioritisation than the written report, and forced a clearer articulation of the strategy's central argument — that verifiable, attribute-based sustainability is more defensible than image-based green marketing — rather than an exhaustive list of every marketing-mix decision. Presenting the work also highlighted gaps in my own understanding that were not obvious while writing, particularly around how competitors such as Fairphone might respond to a large incumbent entering their positioning space, and I found that answering questions in real time was a more demanding test of my grasp of the material than the writing process itself.
In terms of professional development, this project strengthened my ability to apply academic frameworks, including brand-extension theory, STP and the extended marketing mix, to a live, recognisable company rather than an abstract case, and improved my confidence in using academic sources critically rather than descriptively, for example by weighing the greenwashing risk identified in the green-marketing literature against Samsung's own sustainability claims. It also improved my research discipline, since claims about Samsung's actual sustainability practices needed to be checked against primary company sources rather than assumed. Looking ahead, I would strengthen future projects of this kind by incorporating primary consumer research, such as a short survey or interviews with the target segment, to test assumptions about willingness to pay a sustainability premium rather than relying solely on secondary literature, and by rehearsing the poster presentation earlier so that gaps in reasoning are identified before the delivery itself rather than during it. Structured reflection on this experience, following the type of cycle proposed by Gibbs (1988), has been useful in turning what could otherwise be a one-off assignment into a set of transferable lessons for future strategic marketing work.
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