



1. Executive Summary
The purpose of this marketing plan is to establish a digital marketing campaign for the Apple Watch SE directed toward a new target market: adult German consumers ages 30–45 that are not currently smartwatch shoppers yet show interest in easier-to-use digital health and lifestyle tracking solutions. The plan is designed to change the current perception of the Apple Watch SE as an affordable, confidence-building and approachable means for consumers to begin exploring wearable technology, rather than a niche, performance-oriented piece of technology. Many consumers in this demographic segment are considering using a health tracking device; however, they are often put off by the perception that these devices are difficult to use, expensive or unnecessary. Therefore, the digital marketing campaign will guide these consumers through the progression from initial curiosity to device evaluation, purchase, onboarding and ongoing usage, while also reinforcing the connection between value and behaviour (Kingsnorth, 2022). The strategy assumes that adopting a smartwatch will not be a standard purchase decision; rather, it is a behavioural and experiential of forming expectations, getting assurance, post-purchase, and the integration of the device into their lives. Through their reliance on digital media channels including online searches, product reviews, product demonstrations, peer conversations, and “how to” content to create the perception of how relevant and functional wearable tech is (Lamberton and Stephen, 2016), Digital Channels will play a pivotal role in developing consumer behaviour and therefore the plan will provide ongoing support to consumers throughout the entire lifecycle of the decision to adopt and use such products versus just at the point of purchase to facilitate continued use and engagement with the product.

2. Market Opportunity and Strategic Rationale
Germany is a technologically advanced consumer market; however, based on current market dynamics, many adults between the ages of 30-45 are underutilising the smartwatch offering even though most of this demographic are smartphone users. Current market data indicates that the primary barriers preventing this group from acquiring a smartwatch are the fear of complexity, the inability to justify with price, privacy, perceived vulnerability or weakness, and uncertainty regarding the product's benefit in daily living (Baker, 2014). The Apple Watch SE represents an ideal product to fill this void as it provides core features with affordable pricing which allows Apple to offer a reputable brand (Apple) along with an extensive ecosystem to support their products, which has established a certain level of brand awareness and credibility.
The plan is designed as a Market Development Strategy, utilising the existing product offering, to create awareness to an under-serviced behavioural segment using communication, targeting and value positioning to alter consumers’ perception of the product rather than to modify the product through a technical redesign (McDonald and Wilson, 2016). The market development opportunity lies in creating clarity regarding what the product means to consumers, i.e., how useful it is, whether it is easy to understand, and therefore if it is worth a consumer's time and effort to take advantage of it, rather than changing the product's features. The theory of Market Development supports the strategic repositioning of those products that can support function and use, but do not match up with the consumers' perceptions, therefore providing a new opportunity for demand creation. Digital marketing plays a crucial role in justifying consumer purchase expectations in technology categories primarily via pre-purchase digital exploration. The factors influencing perceptions of the ease of use, usefulness and affordability of a product are through online demonstrations, peer testimonials and comparison content, which means that consumer engagement via digital methods can significantly inform the adoption probability of a product (Lamberton and Stephen 2016). The way in which the campaign creates the impression that the Watch SE is simple, relatable and accessible allows for the transformation of latent interest into active trial and purchase intention.
This strategy is also aligned with the principles of relationship marketing, as a smartwatch is an entry into a long-term relationship with consumers. New smartwatch users are likely to continue to engage with additional products/services, applications, accessories and future smartwatch device upgrades. Increasing the contribution to customer lifetime value and building loyalty to the ecosystem (Payne and Frow 2017) will result from the execution of this campaign.
3. Customer Insight & Market Segmentation
Grouped by segmentation, using demographic, psychographic and behavioural characteristics. The campaign will focus on adults aged 30-45, employed in professional/semi-professional immediate locations (cities) as Berlin, Munich, Hamburg, Cologne and Frankfurt. Psychographically, the segment desires supportive and intuitive technology, and valuates their overall health and wellness, balanced lifestyle, organisation and personal productivity (Hollensen 2020).
Behaviourally, the target segment is confident Smartphone users, following health and wellness trends, engaging with health and wellness related Digital Content, occasionally utilising step-tracking or mobile health applications. They have not purchased a Smartwatch due to questions on the relevance to them, ease of integration into daily routines and perceived value for money. Tying all these pieces together, the Apple Watch SE is positioned to be an entry-level device for consumers who have been hesitant about adopting smartwatches and will therefore respond positively to confidence-building messaging (Baines et al, 2019).
The strategy of targeting this specific non-adopter segment is a differentiated targeting strategy that concentrates marketing resources on this group rather than competing for existing smartwatch users. According to STP theory, a strategic advantage is achieved by aligning the unique characteristics of a defined market segment with the specific value proposition offered by the product, thus increasing perceived relevancy and efficiency of the messaging (Kotler and Keller, 2020).
In conducting a competitive analysis of the smartwatch market, it was noted that most brands communicate messages surrounding technical specifications, sport performance or advanced analytics, thus creating an image of smartwatches as being products of choice for enthusiasts rather than everyday lifestyle users. Therefore, Apple can position the Apple Watch SE as the “accessible and reassuring entry option” in the smartwatch marketplace (Keller, 2013).
An essential insight from segmentation is that the likelihood of consumer adoption increases with communication focused on the elements of clarity, reassurance, practicality and emotional comfort; thereby allowing consumers to envision the smartwatch as a natural development in their daily routine as opposed to a complicated upgrade in technology.



4. Strategic Positioning and Value Messaging
The campaign positioning statement is:
“Apple Watch SE is an uncomplicated, affordable first step into digital health tracking for 30- to 45-year-old adults in Germany, providing necessary features and connectivity with the Apple ecosystem at an affordable price point.”
During the adoption phase, the emotional value offers confidence, reassurance, and control, whereas experiential value arises from intuitive onboard experience, ease of interaction with the device, and the continuous integration into the ecosystem of products (Payne & Frow, 2017).
According to the brand positioning theory, consumers should be able to understand the product based on a clear, distinct, and relevant positioning, enabling consumers to differentiate the product meaningfully without the complexity of cognitive overload (Keller, 2013). Therefore, the campaign focuses on reinforcing a singularly memorable meaning rather than a complex and technical one by effectively addressing the different levels of value in the consumer journey (i.e., premium, performance products vs. budget options lacking brand trust and integration into their ecosystem) while positioning the SE in the credible `middle ground' (Baker, 2014).
All consumer-centric messaging must maintain a consistent theme of simplicity, accessibility, and everyday benefits throughout the consumer journey to reinforce the facts the themes are based upon.



5. Digital Engagement Strategy and Map 
The engagement strategy will focus on developing an integrated digital consumer decision journey based on integrated marketing communications (IMC) (Keller, 2013).
The campaign's preliminary piece will highlight relatable first-time users' experiences as they learn how to integrate the Watch SE into their daily lives, e.g., during commutes, household chores, light exercise, sleep tracking, and positive reminders for healthy living; this realistic portrayal will help audiences create visual images of acceptable, biserial realistic vs. aspirator performance images (Lamberton & Stephen, 2016). This also helps to reduce the psychological gap and supports consumer acceptance of the Watch SE, knowing that it is user-friendly and not daunting or intimidating to use.
The evaluation stage of the consumer journey will focus on providing the consumer experience and communication that offers solutions to the challenges/aspects in the segmentation analysis report. The setup process and the features of the product can be explained through both the demonstration video and interactive content, in addition to evidence from reviews of other consumers. Price-to-value framing supports a rationale for consumers' decision to purchase, given how the Apple Watch SE is a device that provides significant capabilities at a reasonable price (Kingsnorth, 2022).
During the Adoption stage of the consumer journey, the focus is on reducing the friction associated with transitioning consumers from an intent to buy, to the actual purchase of a product. Digital pages representing products clearly outline the specifications for the items and also provide potential customers with financing options, compatibility assurances, and delivery options. In addition, onboarding materials will walk a new consumer through the set-up process, providing a step-by-step guide to set-up and become familiarised with the features of the product. In the Post-Adoption stage, customer relationship management (CRM) will send sequences to help the consumer develop habits and explore the features of the product and integrate the products into the ecosystem (Stone and Woodcock, 2014).
By using a journey-mapping model, emphasis is placed on the continuity of the relationship over time instead of just acquiring a customer for a single transaction. This is consistent with relationship marketing principles connecting long-term value creation to customer relationship continuity (Payne and Frow, 2017).
6. Marketing Programme Design (7Ps Application)
· Product programme: The 7Ps of design reflect how Apple is presenting the Apple Watch SE as a basic Smartwatch that focuses on the essential features that every-day general consumers will use, as opposed to specialist users. Communication surrounding the product highlights the reassurance of having a reliable product, ease of use, and practicality for everyday use rather than product intensity (Baines et al., 2019). Recent promotional activities surrounding Apple Watch SE and other products in the Apple Watch family have reinforced this perception.
· Price programme: The Price Programme reinforces the value message to the consumer by being transparent regarding the price of the product and also offering consumers the option to purchase it through monthly instalment payments, in addition to providing a pricing comparison to other premium watches, thereby reducing the concern on affordability, and allowing the consumer to make more informed decisions about purchasing the product (Kotler et al., 2019).
· Place program: The use of a place programme by Apple supports the development of a combined digital/physical ecosystem to provide a seamless experience to the customer journey (Chaffey and Ellis-Chadwick, 2019). For example, Apple provides online shopping through the Apple Online Store, where customers can browse Apple product ranges, and then completes the digital purchasing process with an in-store experience.
· Promotion program: The use of a promotion programme via digital-first IMC marketing will drive marketing impression, increase search engine visibility, incorporate social-storytelling techniques, educate through video and retarget based on segmentation using customer relationship management software (Kingsnorth, 2022). 
· People program: The people programme provides knowledgeable and empathetic support to first-time customers through the retail and online support team members (Hollensen, 2020).
· Process program: The process programme offers low-friction onboarding and efficient service interaction (i.e. customer access); this is essential to perceived service quality in the early stages of consumer adoption. Apple supports the emotional and physical attributes of confidence, quality and reassurance, as embodied by the design of their packaging, and to maintain alignment with their brand promise (Baines et al., 2019).
Combined, the seven marketing elements of a repositioning strategy represent the entire user experience, rather than only marketing communications.

7. Performance Assessment Measurements 
The evaluation of plan performance incorporates measurable metrics from digital marketing activities, in addition to customer lifetime value-based analyses. Awareness measures include reach, engagement rates, the depth of interaction with content and dwell time on product pages; these metrics provide insight to the level of relevance experienced by the targeted non-adopter segment (Chaffey and Ellis-Chadwick, 2019). Mid-journey results include purchase convergence rate, instalment-plan selection completion and activation of primary features indicate how effective the reassurance and process quality was at driving the adoption of Watch SE in the first-time smartwatch user market (Kingsnorth, 2022).
Post-adoption performance assessment comprises usage frequency of Watch SE, how effectively Watch SE integrates into an existing ecosystem, customer satisfaction sentiment, and ongoing engagement behaviour, in accordance with the notions of building long-term relationships through customer engagement and trust development (Payne and Frow, 2017). Financial measures of success include upgrade pathway participation rates, accessory attachment rates and Customer Lifetime Value contributions; these are measures used to gauge the potential of a long-term strategic return as opposed to only measuring short-term quarterly sales performance (Wymbs, 2011).
Insights from plan performance monitoring will allow for the continuous optimisation of targeting, creative messaging and onboarding processes. Therefore, each future marketing campaign can be appropriately refined, through iterative improvement, using established best practices in managing digital marketing (Lamberton and Stephen, 2016).
8. Strategic Contribution
This plan demonstrates Apple's ability to leverage the Watch SE brand position, by expanding the opportunity for Apple to successfully use a Strategic Target Position to identify and promote Watch SE as a digital consumer gateway product that will facilitate a smooth entry into wearable technology and thereby drive ecosystem entry, relationship value and brand growth over time through confidence and everyday relevance.
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