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[bookmark: _Toc214784449]Introduction 
This report has formed an extensive marketing plan of a new Nike brand, Nike Mind that is meant to be an amalgamation of mental health and physical performance. The report analyses the growth of Nike into digital wellness using the STDP analysis and marketing mix, as well as the strategic insight. It contains also the convincing marketing pitch and reflection analysis according to the brand-development process.


[bookmark: _Toc214784450]Element 1: STDP Analysis – New Brand Concept
[bookmark: _Toc214784451]1.0 Introduction to the Company
Nike, Inc. is the global brand in athletic footwear, apparel and sports technology. Having a global reach, powerful digital ecosystem, and well-established brand equity, Nike can sustain its competitive edge by never ceasing innovation in performance design, sustainability, and consumer experience (Nike, 2025). Nike has been strategically investing in other digital fitness options like Nike Run Club (NRC) and Nike Training Club (NTC) outside of its traditional products line over the last ten years. These channels have reinforced the brands in the lifestyle of consumers and made Nike a globally leading technology performance brand.
Fitness industry has however seen a big change. The idea of performance has become more than just a physical ability, and it is more of a holistic wellbeing, with the mental health as an essential part of it. Modern consumers, in particular, Millennials and Gen Z, seek fitness brands that can help them overcome mental resilience, stress, and additional psychological issues (Ameen et al., 2023). To address these new demands, the new brand concept suggested as Nike Mind aims to position Nike strategically in digital wellness, mental health and athletic performance.
[bookmark: _Toc214784452]1.1 Concept behind the New Brand: Nike Mind
Nike Mind is suggested as the new sub-brand, which will combine the digital mental-wellness devices and the performance-based psychology. The brand is comprised of two elements:
· Nike Mind App: This is an online service that provides breathing exercises, cognitive brain training programmes, focus-enhanced workouts, emotional resilience training, and individual recovery programmes (Junkersfeld et al., 2025).
· Nike MindBand: An example of a lightweight wearable device that is capable of measuring stress levels and recommending in real-time through heart-rate variability (HRV), sleep quality, mindfulness behaviour, etc.
The brand reflects the general philosophy of Nike; enhancing human potential. Combining neuroscience with the sport performance, Nike Mind helps both athletes and ordinary users to gain a physical power and mental clarity at the same time.
This launch will be in line with the global trends. The growing stress and anxiety, as well as burnout rates, particularly in younger consumers, have heightened the need of available mental-wellness tools (Belward and Skøien, 2015). The mental-wellness market globally is expected to keep expanding because of the changing lifestyle behaviours, digitalisation, and individualised health technologies. Nike could use an already established digital membership, its ability to innovate, and its reputation in performance coaching to fulfil an emerging need at a fast rate.
[bookmark: _Toc214784453]1.2 Segmentation
Nike mind is aimed at a wide yet strategic consumer segments based on geographic segmentation, demographic segmentation, psychographic segmentation and behavioural segmentation (Yu et al., 2023).
Geographic Segmentation
· City and suburbs in North America, UK, EU, Middle East, and Asia-Pacific.
· Areas where there are high digital adoption rates and good penetration of the fitness wearables.
Demographic Segmentation
· Age: 18-40 years
· Income: Middle to upper-middle.
· Profession: Student, young professionals, athletes, and fitness enthusiasts.
· Education: Higher and secondary graduates.
· Usage of technologies: Routine users of digital services, wearables, and mobile apps.
Psychographic Segmentation
· Motivated people who were health conscious.
· Individuals who are interested in having a balance between physical and mental wellbeing, both athletes, and non-athletes.
· Achievement, optimisation and personal development motivators to consumers.
· Patients who are loyal to lifestyle brands and demand evidence-based high-quality tools.
Behavioural Segmentation
· Usage rate: People who use their smartphones a lot; people who exercise regularly or use wellness apps.
· Benefits sought: The benefits aimed at include the following: stress reduction, performance enhancement, emotional balance.
· Brand loyalty: Current Nike app users (NRC, NTC, SNKRS), pioneers of fitness technology.
· Personality traits: High achievement, active, competitive, internet savvy.
[bookmark: _Toc214784454]1.3 Targeting Strategy
Primary Target Segment:
· Millennials and Gen Z athletes that is performance-driven: These consumers are aged between 18-30 and are regular runners, gym trainers, team sports players, as well as digital fitness experience-getters. They appreciate the formal training, instant feedback of performance as well as the tools that assist in optimising mental and physical performance (Aguas, 2024). This segment is already engaging with Nikes online communities, and it is very susceptible to a mentality-wellness complementary service.
Secondary Target Segment:
· Young Professionals (25-40) who are wellbeing-minded: Such people have heavy stresses owing to hard work conditions. They want to have mental stability, better concentration, and recovery techniques, although would like to have solutions that incorporate both technology and lifestyle. The aspirational brand image of Nikes is very relevant to this group.
Targeting Approach
The strategy of differentiated targeting will be applied. The two segments are given differentiated messages:
· Athletes: Competitive advantage is the mental strength.
· Young professionals: Work, life balance, and clarity.
This enhances relevancy, interaction and conversion.
[bookmark: _Toc214784455]1.4 Differentiation Strategy
Nike Mind stands out of the available wellness apps and wearables by:
1. Performance Integration
Nike Mind is the only brand that connects psychological wellbeing with an athletic performance. In comparison to the old fashioned mindfulness applications, it has performance psychology, mental endurance training, and optimisation of recovery.
2. Technology + Science
The MindBand applies HRV-decomposed stress recognition and AI-guided tailor-made mental-fitness initiatives. Opponents provide overall fitness; Nike Mind provides mental endurance oriented towards performance (Lutfi Kadhim, 2018).
3. Nike Ecosystem Synergy
Unification with NRC, NTC and Nike Membership offers a smooth process of the physical and mental health.
4. Community Empowerment
The high involvement culture that Nike practises in the community (running clubs, athlete ambassadors, challenges) enhances user participation and value perception.
[bookmark: _Toc214784456]1.5 Positioning
Positioning Statement
To those who want to fortify their mind and body, Nike Mind presents a complete digital wellness platform, which improves mental wellbeing and athletic accomplishments by incorporating AI-based information, personal training and advanced wearable technology.
Desired Brand Associations
· High-performance
· Science-based
· Holistic health
· Innovation
· Empowerment
Nike Mind is the first mental-performance brand created by a global athletic powerhouse, which is what sets this brand in contrast to other wellness app competitors, including Calm or Headspace.
[bookmark: _Toc214784457]Element 2: Marketing Mix
Since Nike mind is a digitally-delivered mental-wellness product that is backed with a physical wearable, the 7Ps of the extended services marketing mix, would be the most suitable model to base its strategy on.
[bookmark: _Toc214784458]Product
The essential offering is better mental fortitude and recuperation towards efficiency-minded people. The real product is a packaged ecosystem consisting of Nike Mind mobile application and the wearable, Nike MindBand. The application offers onboarding diagnostics, stress and sleep analytics, guided breathing exercise, cognitive training exercises, mindset coaching content, and progress dashboards. The MindBand is a device that can measure changes in heart-rate variability, sleep behaviour, and activity levels and provides the haptic feedback to give you instructions on how to breathe in real time. The augmented product will consist of in-app community challenges, integration with Nike Run Club and Training Club, data backup in the cloud, customer support, and optional remote consultation with certified sports psychologists (Singh, 2021). The brand identity is brought out with a simple and minimalistic interface, yet still using the iconic Nike swoosh to indicate continuity with the parent brand, but distinguishes the sub-brand in a wellness setting.
[bookmark: _Toc214784459]Price
Nike Mind has a price model that is based on the value and tier pricing, which includes hardware and subscription income. It operates on a premium business model: the free version allows only one to provide limited diagnostics and a limited range of routines to drive a trial, but a paid option is available, providing all the analytics, individual plans, and content. Membership is discounted on an annual basis as opposed to monthly charges to facilitate retention (Vianello, 2019). The MindBand will be sold as a mid-premium wearable that will capture the brand equity of Nike and also be affordable to the younger generation. Perceived value is enhanced by bundled offers, including a lower price when the device is bought with a one-year subscription. The student offers and promotional trial reinforce uptake among cost-sensitive segments without compromising on high-perceived image.
[bookmark: _Toc214784460]Place
Distribution is developed to reflect on the existing omnichannel capabilities at Nikes. Online, the application can be found throughout the world through the Apple App Store, Google Play and the Nike ecosystem. MindBand is distributed in nike.com, and in the Nike mobile app, as well as in some online stores. The device is displayed and sold in flagship Nike stores, pop-up Mind Labs in major urban centres, and select partner gyms, physically. Such touchpoints will enable the consumers to feel the product, to test breathing routines, as well as receive demonstrations given by personnel. The inventory is centrally managed to ensure that the hardware supply matches the expected uptake of subscriptions to prevent stock outs and also to manage the working capital.
[bookmark: _Toc214784461]Promotion
The communication approach makes Nike Mind the connexion between the mind and body. Launch campaigns involve the use of high-profile athletes who share personal experience of how to cope with pressure and anxiety with the backing of the sports psychologists giving explanations to the scientific basis of the product. Tik Tok, Instagram, and YouTube social media posts are characterised by small but relevant videos on how micro-routines are applicable in everyday life. Cross-promotion in Nike Run Club and Training Club will be free trial codes and personalised invitations depending on the intensity of training and fatigue that users report (Norbäck, 2014). The PR activities involve collaboration with mental-health charities, sponsoring university wellbeing weeks, and opinion pieces about performance psychology, which all support authenticity as opposed to wellness washing.
[bookmark: _Toc214784462]People
It is people who are at the centre of the perceived quality of this service. The interface is surrounded by a multidisciplinary team of product managers, data scientists, UX designers, and content specialists that work with licenced psychologists and high-performance coaches. Their experience determines evidence-based programmes that make Nike Mind more unlike generic meditation apps. Nike-store and partner gym frontline personnel are motivated to discuss the mental-performance advantages using non-clinical terms, assist the user to set up the MindBand properly, and follow them through the initial app installation. Customer-service teams offer quick and compassionate service online both through chat and in-app messages, which are essential when addressing issues in the area of wellbeing.
[bookmark: _Toc214784463]Process
The service process is made in such a manner that it is frictionless and personalised. Once the app is downloaded, the user takes a digital test on sleep practises, stressors, training load, and performance ambitions (Buganza et al., 2020). This data, along with sensor measurement data of the MindBand or wearables that already exist, is used to create a personalised mental-fitness programme. Daily messages trigger brief routines at the right times depending on the context, like before competition, during the commute or before going to sleep. The app automatically re-evaluates the user and completes programmes, which is responsive and keeps the user interested. Precise data management, clear privacy controls, and personal information exportation/ deletion are integrated into the system to develop trust.
[bookmark: _Toc214784464]Physical Evidence
In spite of the nature of the core product being intangible, Nike Mind uses a variety of physical and digital hints in indicating quality. The MindBand is also made of a sleek, lightweight material with a small amount of branding to allow the wear of the device both in training and within the workplace setting. The packaging is made with recyclable material and easy instructions with a focus on both sustainability and convenience (Qiu et al., 2019). A clean typography system, easy navigation within the app, and the visuals of stress and recovery data are physical evidence of sophistication. Streak counters, badges, and certificates are rewards of accomplishment. A combination of these factors is what makes Nike Mind seem like a trustworthy, high-quality service that can help its users enhance their mental health in the long term.
[bookmark: _Toc214784465]Element 3: Marketing Strategy Pitch
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Good evening, everyone: I am here with Nike Mind, a new sub-brand of Nike which will combine the digital mental-wellness devices and the performance-based psychology. The brand is comprised of two elements: Nike Mind App and Nike MindBand: a lightweight wearable device.
Now, you may   have curiosity that why this sub brand will be appealing to the customers: The answer is this product will connect mental clarity with physical achievement, unlock peak potential.
Nike mind is aimed at a strategic segment based on geography, demography, psychography and behaviour. City and suburbs in North America, UK, EU, Middle East, and Asia-Pacific are the part of geographic segmentation. Athletes, Students, Young Professionals, High-stressed individuals are the main category of demographic segmentation.
Here I am briefly explaining two elements of marketing mix that is product and place. The real product is a packaged ecosystem consisting of Nike Mind mobile application and the wearable. Distribution is developed to reflect on the existing omnichannel capabilities at Nikes. Online, the application can be found throughout the world through the Apple App Store, Google Play and the Nike ecosystem. MindBand will be distributed in nike.com, and in the Nike mobile app, as well as in some online stores. The device will be displayed and sold in flagship Nike stores too. 
Demand of mental wellness products are booming worldwide and Nike is a leading global brand in its business arena. This science backed sub brand of Nike will definitely do well. So, you are welcome to invest in the future potential; Nike Mind.

[bookmark: _Toc214784466]Element 4: Reflection 
The creation of Nike Mind concept has offered a good chance to study the strategic process of brand development in an actual organisational setting. The project has increased my knowledge on how contemporary brands have to transform in order to indicate change in consumer behaviour, technology and expectations in the society. Specifically, the role of placing brands in wider lifestyle ecosystems was demonstrated. How brand equity is being used to expand into new markets without losing its authenticity is demonstrated through Nike that evolves into a holistically wellbeing brand instead of remaining just a giant in the sportswear industry (Burgelman, 2017).
Among the major learning processes was the use of STDP frameworks on a dynamic and fast-changing environment. The mental wellbeing is determined by various demographic, psychological and behavioural factors, and this necessitated a subtle approach to segmentation. The choice of the final target segments supported the importance of the evidence-based decision-making and proper knowledge of consumer motivations. The process also has brought out the significance of positioning a new brand towards emotional and functional advantages.
The creation of the marketing mix helped me to become stronger in my capacity to relate theoretical models to the practical implementation. The 7Ps framework assisted in organising the decisions made regarding the service experience and especially the immersion of digital touchpoints, wearable tech, and psychological expertise. I got to know how every aspect should support the brands value proposition and positioning.
To create the pitch, it was necessary to turn the brand strategy into a compelling storey. This enhanced my communication and presentation of strategy in brief. The difficulty was on how to find a balance between emotional persuasion and facts as is crucial in the process of persuasion when it comes to investors or customers of a brand value (Kornum et al., 2017).
In the future, I see a number of ways to improve. The use of primary research would be beneficial in enhancing the precision of the targeting strategy and confirm the assumptions regarding the needs of users. Another thing that I would undertake is to strengthen the financial analysis of the brand in order to have stronger strategic justification. Moreover, working together with colleagues at the ideation phase might produce a variety of ideas and make the creative process more expansive. All in all, the project enhanced my strategic thinking, creativity and brand innovation knowledge. It reinstated the need to combine theoretical and market knowledge in creating new brand concepts in competitive global markets.



[bookmark: _Toc214784467]Conclusion 
Nike Mind is an extension of the Nikes brand into mental-wellness technology, which meets the emerging requirements of consumers to have holistic performance. The brand has great market potential due to the well-organised 7Ps strategy and the clear STDP framework. The project emphasises on innovation, personalisation and digital integration as key aspects in building sustainable value and enhancing competitive advantage at Nikes.
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