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1. Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for Samsung Wearable Smart Air-Purification  
[bookmark: _iab02hephlj][bookmark: _Toc214966853]1.1 Introduction to the Company
Samsung Electronics is one of the global leaders in technology, and it continuously develops new products and service features to establish its presence through innovation. The brand has a history of innovation and advancement in consumer electronics. The company originated in South Korea and, over time, has developed a strong presence in the international markets for smartphones, home appliances, wearables, and other devices. It also produces projectors, sound devices, and other electronic products (Samsung, 2025). The requirement for advanced technology also influences the company to invest more in development.  
[image: ]
Figure 1: Featuring the logo of the Company
(Source: Samsung, 2025)
[bookmark: _v6omhnlmhlvf][bookmark: _Toc214966854]1.2 New Brand Concept
The company, with its innovative capabilities, is focusing on a premium smart device for the digital health sector that can actually help people lead better lives through purified air. After the COVID-19 pandemic, there has been increased health awareness and increased air pollution in urban areas (Shrestha et al., 2020). Currently, there is a requirement for advanced technology that can help purify the air. The proposed brand is named PureAir, which is a wearable device for air purification. The company's existing product line, such as the Galaxy wearables, is mainly focused on entertainment, communication, and fitness tracking. The new product focuses on air filtration and measures air quality to support the demands of health-focused wearables. 
[image: ]
Figure 2: New Product of Samsung, PureAir
(Source: Self-generated)
[bookmark: _oacy0kylz6mt][bookmark: _Toc214966855]1.3 Segmentation
The market for this brand includes consumers who are looking for health tech products. This requires fundamental aspects that are discussed in detail below.
Demographic Segmentation: This includes individuals from the middle age group between 20-45 years who live in urban areas, as they are more prone to encountering pollutants (Sicard et al., 2021). The individuals having medium to high income are the ones who have been included in the aggregated population.  
Psychographic Segmentation: This reveals the individual having a consciousness towards better health. All individuals who are health-conscious and seeking digital health technology for preventive care. These consumers are also having better commitment towards sustainability, and they are enthusiast for technology adaptation.
Behavioural Segmentation: This includes the individuals who are using public transport and urban residents who are being exposed to the polluted air (Bikis, 2023). The behavioural segments are people looking for continuous monitoring and real-time protection against environmental concerns. 
Geographic Segmentation: The initial marketing of the product targets major metropolitan cities with high levels of pollution. The targeted cities include London, Los Angeles, Beijing, Delhi and so on. These locations require a heightened requirement for air quality maintenance around and protective technologies. 
[bookmark: _j0ajrnom7udj][bookmark: _Toc214966856]1.4 Targeting
The evaluation of the segmentation decides the targeted population based on the potential of product growth (Alves Gomes and Meisen, 2023). A concentrated targeting of the population who are regular commuters and urban professionals is justified for the product, considering the nature of the product. The individuals with medium to high disposable income and aged 25 to 40 years old are the primary target. The secondary target includes the frequent traveller and individuals having respiratory issue who requires better air quality. This kind of dual targeting segmentation can be helpful for better market penetration.
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Figure 3: Ideal Consumer Persona
(Source: Self-generated)
[bookmark: _gxtt0qce4p00][bookmark: _Toc214966857]1.5 Differentiation
Product PureAir by Samsung differentiates itself with a better combination of technology and sustainability. This will focus more on the purification of air and detecting the pollutant with its hybrid functionality for monitoring the health of the owner (Popa et al., 2021). The advanced technology and ecosystem of the product further help it to maintain a synchronisation which is more advanced compared to the Samsung Health or Galaxy devices. The reusable filter is more helpful and effective for individuals seeking air purification and a wearable option, and it appeals to consumers who are more conscious of environmental improvement. The device will also include AI-driven recommendations and evaluations based on the user's entered health condition and issues (Aljohani, 2025). With Samsung's semiconductor technology, this wearable device will incorporate a sensor at the micro level that can easily distinguish between different pollutants and accurately provide valuable information, making it a better choice than competing devices. The major competitor of the brand is the PureCare wearable prepared by Apple. 
[bookmark: _h2zka6998ozy][bookmark: _Toc214966858]1.6 Positioning
This product will be positioned as one of the premium and high-quality products that have an integrated personal protection system for the air quality. This environmentally intelligent product is prepared with advanced technology and scientific development that integrates the seamless digital ecosystem of Samsung (Hong, 2024). Compared with existing air purification devices, it offers a better solution that combines monitoring and protection. This brand will give the company Samsung a new avenue for developing wellness variables for personal health management of the user. The proposed feature includes intelligence, environment, concerned, and health outcome together that justify the premium price due to strong differentiation.  
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Figure 4: Perceptual Map
(Source: Self-generated)
[bookmark: _bdjw9wg0u962][bookmark: _Toc214966859]2. Element 2: Application of the Marketing Mix (4Ps) for the Product
The application of the 4Ps Marketing Mix is one of the effective tactical frameworks that is effective as a tactical framework for the promotion of effective brand development (Xia, 2023). For PureAir, it is essential to target health-conscious professionals seeking a smart wearable that can actually function as an air purifier. 
[bookmark: _2bklvyqudimq][bookmark: _Toc214966860]2.1 Product Strategy
The new line of products, PureAir by Samsung, will be launched as a wearable that can revolutionise air purification, real-time environmental sensing, and health monitoring. This device will be powered predictive analytics driven by predictive analysis. The core benefit of the product is the personalised protection of the respiratory system amid growing concerns about air quality. Samsung's product strategy focuses on consumers who are health-conscious and more adaptable to tech culture than traditional consumers. The product can help consumers with advanced filtration, pollutant detection, and personalised information for their health and safety requirements (Popa et al., 2021). Upgrading to data-driven preventive care with the help of the information related to the health condition of the individuals can be helpful to address consumer concerns about pollution and health initiatives during and after pandemic times. The smart sensors in the products will use a multi-layered system to detect particles, including 0.3 microns, allergens, and air-borne dust, as well as PM2.5 and PM10, with the help of HEPA-grade filtration (Budde, Chani, and Agrawal, 2025). The Samsung Health app will be more helpful for tracking individuals' health status. By connecting with the SmartThings PureAir’s technology, the device will use the predictive model that is developed an interface that will connect through Bluetooth and Wi-Fi to provide a detailed reading about the dangers. The design of the product aims to leverage the design expertise of Samsung, and it will be featured as a lightweight and sleek product having multiple colour options. This will have a magnetic interchangeable cover with breathable and antimicrobial strap materials for maintaining the quality (Liu et al., 2025). The design principle will also focus on comfort and the product's ease of use, making the device more effective to wear for a longer period.
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Figure 5: EU Population exposed to air pollutants
(Source: Sicard et at l., 2021)
[bookmark: _j3vrj0kpsi28][bookmark: _Toc214966861]2.2 Price Strategy
PureAir will adopt a value-based pricing strategy, which makes it a premium segment product. The features and details will be presented to reflect the product's superiority through sensory technology and the integration of the Samsung Health ecosystem (Hong, 2024). The introductory price will remain between $499 and $599. This is appropriate pricing for the initial level, given the high-value investment in health and the comparison with the competitor's ultra-premium model, Apple, to establish a better perception of quality among consumers. The approach of the pricing is also based on the utilisation of the advanced technology and the capabilities to integrate AI for that suggestion. The product will position Samsung in the tech health market with advanced technology (Haapala, 2024). Therefore, the brand's pricing strategy also focuses on this to reflect the brand's equity and maintain differentiation from competitors. Segmenting price by upper end, which falls within the premium range of the variable product portfolio, can help address the product's hybrid operations and also combine other features such as filtration, monitoring, or analytics. This, in the long run, will be effective in influencing consumers' willingness to pay due to the products' preventive value. To maximise consumer lifetime value, the company will have to develop a subscription-based service for filter replacements and a framework that allows consumers to schedule delivery of replacement filters with a slight discount (Budde, Chani and Agrawal, 2025). However, in markets like India or Southeast Asia, Samsung may adopt a competitive pricing strategy that will provide an opportunity to acquire a share of the market in these regions.
[bookmark: _d46cy0qa4cp6][bookmark: _Toc214966862]2.3 Place Strategy
The existing global distribution channel will be used for product line distribution. The established network of Samsung will provide a better pathway for the strategy of market reach through online and offline approaches, making it more accessible to consumers (Huang and Wu, 2024). The online distribution, on the other hand, also plays a crucial role that includes platforms like JD.com, Amazon and so on. The high demographic urban professional who has a digital-first presence can easily reach the product through these platforms and make their breathing convenient. The online distribution channels will also provide an opportunity to compare options with similar products (Norin and Reenbom, 2024). On the other hand, the offline distribution will be done through physical retail stores and authorised retailers that allow consumers to try the product and test the confirmation of the fit
The primary channel of Product distribution will be directed to consumer through Samsung.com or other ownership retail experience stores of the brand. This will allow maximum control over brand messaging. Selecting distributors were have authorised information and are high in department stores will be essential for educating consumers regarding the complex health and technical benefits of the product (Al-Hadrawi, Al-hadrawi and Aldhalmi, 2025). Strategic exploration of a partnership with a corporate wellness program can also help target individuals connected to high-end gyms and private clinics, as well as the healthcare sector.
[bookmark: _a7kuk841t7dz][bookmark: _Toc214966863]2.4 Promotion Strategy
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Table 1: Promotion Channel
(Source: Self-generated)
The promotional strategy of the company will focus on the development of awareness related to the new product and educating consumers related to the features of the product. As mentioned by Kamalanon, Chen and Le, (2022), this is the best possible way to build a close relationship with consumers. Digital marketing can be one of the crucial factors in this matter to address he requirement of targeting individuals on different social media platforms like Instagram, YouTube, TikTok, along with the Google search. These platforms will be used to showcase product benefits such as pollution reduction, protection, and the sensing of airborne molecules, along with predictive analytics to design a better solution. Collaboration with an influencer who has a health and environmental greater can be helpful to maintain credibility. Content marketing can help educate consumers about the environmental risks posed by polluted air (Al-Hadrawi, Al-hadrawi and Aldhalmi, 2025). This will develop a better community that will benefit from better health monitoring, as well as enable consumers to consider environmental aspects. A summary of the selected digital platforms is mentioned in the image below. 
[bookmark: _2zp0d11s3kk0][bookmark: _lwl5kcotllij][bookmark: _Toc214966864]4. Element 4: Reflection
This reflection uses Gibbs' Reflective Cycle to explain the experience of developing this new brand, PureAir, along with developing a marketing strategy that can address the requirements of market acquisition for the brand. 
[bookmark: _7e8uw6i3rgi9][bookmark: _Toc214966865]4.1 Description
This task involved developing the concept for the new brand for the Samsung company, along with creating a competitive marketing strategy that can directly address the wearable smart device for air purification. The task also involved developing the new brand's concept marketing, along with applying the STP and marketing mix to position the brand directly in a favourable position. The overall process for engaging with the academic literature and evaluating the marketing theories analysis. Apart from that, it also required a pitch that demands the ability to communicate the insights gathered from the evaluation and can be helpful for the strategy development. 
[bookmark: _1q299859w7qa][bookmark: _Toc214966866]4.2 Feelings 
During the initial phase, I was confident in selecting this product line due to Samsung's strong history of innovation. I was also aware of the need for a strong theoretical base to justify creating a new product category. However, as I progress with the project, I am challenged by the requirement of balancing creativity with technological integration when aligning with the developing consumer trend. Apart from that, there was also a requirement to evaluate the strategy to make the market acquisition of the product time relevant. By the end of this project, I was satisfied with the border outcome and how the strategy is in line with the current demand of the market.
[bookmark: _kontjx3vqoqn][bookmark: _Toc214966867]4.3 Evaluation
This task was effective across several areas, including knowledge development in product line design, brand marketing literature, and strategy development. The overall task has helped me understand the importance of evidence-based decision-making and the role of the STP analysis in determining a brand's positioning. The application of the marketing mix has also helped me understand the depth of the proposal and the requirements for maintaining the pricing strategy. Preparing a pitch has helped me develop my communication style. The significant challenges I have encountered are evaluating theories in practical life situations and representing the strategy in a visually appealing poster. 
[bookmark: _72h8fqktjpbs][bookmark: _Toc214966868]4.4 Analysis
The overall experience highlighted the importance of critical thinking, as noted by Raj et al., (2022). The application of STDP has demonstrated that consumer segmentation is essential for an accurate understanding of the targeted audience for any product line. Apart from that, developing a variable device for ear purification also required a brand extension application grounded in innovative theories. Working on the framework, as in marketing, further shows that the strategic decisions of each face can complement one another. Lastly, the development of a speech has helped me to develop my communication skills and convey complex ideas to the audience 
[bookmark: _4vkvvdm77wli][bookmark: _Toc214966869]4.5 Conclusion
Overall, the process has enhanced my understanding related to the strategic marketing evaluation for the development of advanced brand perception and creating a strategic approach. This task has also provided me with the necessary experience to make evidence-based decisions using the strategic components.
[bookmark: _rn6s3d9n231h][bookmark: _Toc214966870]4.6 Action Plan
Moving forward, I will continue to enhance my academic writing by reading scholarly literature. I will also study the literature related to consumer behaviour and practice, making more visually attractive posters for the diverse audience. Apart from that, I also need to improve my communication skills to build my confidence. 
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[bookmark: _Toc214966873]Appendix 1: Presentation Pitch (Element 3)
NEW BRAND DEVELOPMENT: Samsung PureAir is a new wearable device that has the capability for the purification of the air and provides real-time information regarding the health and environment. The product is an expansion of Samsung's wellness technology. This integrates the detection system for the pollutants in the air and filtering while also sensing the quality of the air
HOW IS THE NEW BRAND ALIGNING WITH CUSTOMER TRENDS?
· There is an increase in health technology after the COVID-19 pandemic (Tilahun et al., 2021)
· In the urban cities, there is a growing pollution 
· Increasing demands for the data driven health insights
SEGMENTATION
· Demographic: People from 25- 40 living in urban regions
· Psychographic: Health conscious and tech-savvy consumers
· Behavioural: Travellers and daily commuters
· Geographic: Living in highly polluted areas.
MARKETING MIX – CHOOSE 2 ONLY
Product Strategy: This will be segmented as a wearable premium technology that will integrate the HEPA-grade filtration. 
Pricing Strategy: Value-based premium pricing (Gutiérrez et al., 2024). This requires a building a brand that can be addressed as a premium product that can contribute to the health benefits of the user.
CONCLUSION
Samsung PureAir positions itself as a leader in the wellness and innovation that can offer a better solution for the health concern of the modern people related to the air pollution.
[bookmark: _Toc214966874]
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