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[bookmark: _Toc228306620]Element 1: Brand Extension Poster Presentation

(Source: Self-Created in Canva)


[bookmark: _Toc228306621]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for Nike NeuroFit Smart Headband
[bookmark: _2jfeksnixx6k][bookmark: _Toc228306622]Market Segmentation
As one of the ways to justify the proposed extension by Nike, segmentation is organized on the basis of four important variables to define the high-value consumer segments to use Nike NeuroFit Smart Headband.
	Segmentation Type
	Variables
	Application to Nike NeuroFit

	Geographic
	Urban, developed and emerging markets
	The leading markets are North America, Europe and Asian-Pacific (e.g., India, China), where the adoption of wearables is supposedly growing at a high rate. Big cities are more accepting of hi-tech fitness technology.

	Demographic
	Age, income, occupation
	Age 18-40, middle-to-high income, athletes, fitness enthusiasts and individuals in high performance positions. 

	Psychographic
	Lifestyle, values, personality
	Health-aware, performance-oriented tech-savvy people who value mental health, productivity and biohacking. 

	Behavioural
	Usage rate, benefits sought, loyalty
	Recreational wearable technology users who need wearables to improve performance, monitor their stress, and get recovery data. Devoted to high quality brands and ready to spend on data-based fitness products.


Table 1: Segmentation for Nike NeuroFit
(Source: Self-Created)
This segmentation is indicative of global trends, in which the use of wearable technology is still on the increase especially amongst the youth and urban population, who are keen on enjoying physical and mental health in one package. The merging of sport and cognitive performance products forms a new hybrid segment commonly known as performance optimisation consumers.
[bookmark: _78id2vc8bm77][bookmark: _Toc228306623]Targeting Strategy
Nike is using a differentiated targeting approach, where target markets are niche but they are high-growth markets and not the mass market consumers. The target audience could be determined as:
Primary Target Segment
The audience includes urban and technologically-minded young professionals and athletes aged 20-35 years who are actively involved in physical activity.
Profile Characteristics
· Frequent users of innovative goods like smartwatches and fitness trackers (Bizel et al., 2022).
· Good disposable wealth and readiness to invest in high quality wellness products.
· Very high motivation to be mentally fit, reduce stress, and be productive (Traunmuller et al., 2024).
· First users of new technologies such as AI-based health applications.
Secondary Target Segment
Racing and semi-professional athletes in need of a performance technology boost and recovery optimisation.
The selected focus targeting approach by Nike is within the model of brand development by Kotler since the success of brand extensions lies on perceived fit and value. When venturing into the neurotechnology arena, credibility is needed (Knopf et al., 2023). Thus, it is better to target innovation-oriented consumers who would have a high-acceptance rate and would not be resistant to adoption. This also enables Nike to retain its prestige positioning, as opposed to mass-targeting.
[bookmark: _6bztu7l05t2a][bookmark: _Toc228306624]Differentiation Strategy
The Nike NeuroFit Smart Headband is unique, as the product is defined by a blend of innovative approach on the technological level, brand recognition, and combined performance feedback.
Key Differentiation Factors
Neurotechnology Integration: In contrast to traditional wearable devices monitoring physical indicators (heart rate, steps), NeuroFit includes monitoring brainwaves as the project of Neuralink (Mehta, 2025). This gives a distinctive value proposition of focusing on cognitive performance.
Holistic Performance Ecosystem: The product is able to interconnect with Nike existing digital products (e.g., training apps) which gives a single platform featuring physical and mental performance measurements.
Brand Credibility and Innovation Leadership: Nike’s established brand image in sports performance contributes to trust development, differentiating it from other tech competitors operating in the fitness segment (Nike, 2026).
User-Centric Insights: The use of AI-generated feedback to give individualised advice on what to concentrate on, resting period, and what to be done with stress, is in line with the increasing needs of tailored wellness programs (Majumder and Dey, 2025).
Compared to rivals such as Fitbit and Garmin that mainly concentrate on physical health performance, Nike NeuroFit is a next-generation wearable in the segment between physical and cognitive performance. This strategy differentiation minimises direct competition and will enable a blue-ocean opportunity.
[bookmark: _qq1avingz37g][bookmark: _Toc228306625]Positioning Strategy
Nike NeuroFit will take a premium quality, innovation based positioning which can be summarised as below positioning statement:
‘To competitive-minded people, who want to gain a competitive advantage, Nike NeuroFit is a new level of wearable that trains the mind and body with cutting-edge neurotechnology, in contrast to conventional fitness trackers, which concentrate on physical performance only.’
Positioning Elements
Value Proposition: Improved sports and brain activity with combined data.
Competitive Frame of Reference: Wearable fitness technology market.
Point of Difference: The ability to provide real-time neurofeedback and optimise the mind (Emish and Young, 2024).
Rationale to Believe: Nike has a history of innovation in performance (Nike, 2025).
This positioning is aligned with trends in the market focusing on mental health, productivity, and self-improvement. It also supports the evolution of Nike to transform into a performance brand as opposed to a company focused solely on clothes.
[bookmark: _l7bd6y493mft][bookmark: _Toc228306626]Element 3: 7Ps Marketing Mix 
The marketing mix is prepared following 7Ps of marketing that the Nike NeuroFit Smart Headband will consider to ensure successful brand extension of Nike in neurotechnology. 
[bookmark: _x85nix91a34g][bookmark: _Toc228306627]Product
The Nike NeuroFit Smart Headband is a core-actual-augmented product design. Its essence is to provide improved thinking and physical performance by neurofeedback. The real product also incorporates wearable hardware that contains sensors, which are created in partnership with Neuralink and allow monitoring brainwaves in real-time (Neuralink, 2026; Parhamfar et al., 2025).
The augmented product will incorporate the connection to the digital ecosystem (e.g., training applications) of Nike, AI-based coaching information and performance analysis via the cloud (Iqroni and Waldo, 2025). This is in line with prevailing trends in the industry where value has traditionally been created through data ecosystems, and not individual products. 
Nevertheless, there are threats with technological complexity and customer confidence of neurodata privacy (George, 2024). Product design should therefore focus on convenience, disclosure as well as data safety.
[bookmark: _lw8rkqdak7cd][bookmark: _Toc228306628]Price
Nike NeuroFit will be set at a premium pricing strategy, in line with the brand positioning of Nike, and the premium quality of neurotechnology. The estimated price would be in the high-end wearable segment; it will be competing with high-end gadgets like Garmin and Fitbit (de Leon et al., 2026).
Strategically, high prices help to strengthen the notion of quality and innovation, as well as allow technology of high research and development to payback. Also, an option of subscriptions to higher-order analytics and individual coaching can be offered, as an indication of the changes towards services in marketing.
More importantly, although premium pricing contributes to exclusiveness, it can affect the level of accessibility in price-sensitive markets, like the Indian market. Nike must thus strike a balance between pricing globally and looking at possible tiered products or financing to widen the adoption but at the same time not to cut brand equity.
[bookmark: _1kh6qour0m5h][bookmark: _Toc228306629]Place
Distribution will follow an omnichannel approach, a combination of physical retail outlets, e-commerce and digital platform. The direct-to-consumer (DTC) strategy of Nike, via its web and flagship stores, enables the company to have control over the brand experience and customer data (Knapp et al., 2025).
[bookmark: _GoBack]Also, the use of high-end distribution channels (electronics stores) and collaboration with technology platforms increase the level of believability within the technological sector. This is essential because Nike does not only face competition with sports brands, but also with technology companies.
Strategically, Nike is showing an increasing interest in DTC as a shift in the industry towards disintermediation that gives brands the chance to establish better customer relations and increase margins. However, excessive dependence on DTC can cause a decrease in the accessibility in new markets where third-party retail continues to be dominant (McKee et al., 2023). 
[bookmark: _l1u7sofkwxa7][bookmark: _Toc228306630]Promotion
The promotion will focus on integrated marketing communications (IMC), which mixes digital marketing, influencer relationship, and experience campaigns 90. The ability to narrate stories has been one of the strongest tools employed by Nike in the past, and this will be used to establish NeuroFit as a performance revolution, not a product.
The partnership with professional athletes and coaches of mental performance will help increase credibility, and social media campaigns will focus on the audience that is technologically advanced. Data-driven personalisation in marketing can also be applied by Nike, which follows the current trends of AI-based marketing to customers (Hadi and Yasin, 2025).
Promotional messages should strike the right balance between innovation and issues related to neurotechnology, in a careful way. Excessive promises of cognitive enhancement may result in scepticism or regulatory know-how. Thus, the message should focus on the evidence-based benefits and empowerment of the user.
[bookmark: _fxy9cs3uymao][bookmark: _Toc228306631]People
The people element is based on employees as well as customers. Nike needs to take more effort to specialise the retail staff and customer services team to make them technically articulate the product. This is necessary because the product needs more education to the consumer in contrast with traditional sportswear.
In addition, the collaboration with neuroscientists, fitness professionals, and the specialists in technologies contributes to the credibility of the brand. Early adopters and brand communities are important in customer advocacy, especially regarding a digital ecosystem.
It is crucial to develop a training structure to support the staff or customers, otherwise, it can lead to subpar user experience, which can diminish the perceived value of the innovation.
[bookmark: _85t0ipimy2yx][bookmark: _Toc228306632]Process
The process element portrays the customer experience, purchase, and use, and interactions with the data. At Nike NeuroFit, the seamless process of integration will be built in, as well as app integration, starting the devices with an individual setup, and tracking the performance.
The insights of AI will become available in real-time, which will develop into a closed-loop framework because suggestions will be made better as users feed in more information. This is in line with the new or current-day marketing approaches where the focus is put on the customer experience (CX) and optimization of the journeys (Dixit et al., 2024).
But the procedure should take into consideration things like privacy and security of data. Clear information practices and customer access to their data must be developed to establish trust, especially as global consumers continue to be skeptical about the use of their data (Genser et al., 2024).
[bookmark: _t5s9q4gw2hc1][bookmark: _Toc228306633]Physical Evidence
Physical evidence is both tangible and intangible indicators that support the brand credibility. The design of the product will incorporate the high end designs of Nike, with a combination of functionality and style. The packaging will be in sustainable materials, in line with environmental commitments of Nike (Nike, 2026).
Physical evidence includes other interfaces like the dashboard in app, which can act as digital detail because they influence user perception of quality and innovativeness. A good intuitive and clean interface increases perceived value and usability.
Importantly, there should be uniformity in each of the touchpoints. The entire positioning would be compromised in case there is any discrepancy between quality of the product, digital experience, and brand messages.
[bookmark: _u72crq1y4blf][bookmark: _Toc228306634]Element 4: Reflection
[bookmark: _h28inlh09l4a][bookmark: _Toc228306635]Reflection on Brand Extension Development
In a way to develop the Nike NeuroFit concept for Nike, it required applying theoretical frameworks to a real-world context, particularly brand development strategies (Štrausa and GAILE-SARKANE, 2022). A main lesson learned was that strategic fit is crucial in a brand extension. Although innovation is a necessity, the extension should not conflict with the current brand identity as to be credible.
I realised that there is both opportunity and risk in taking Nike into the neuro segment. The process of researching on this helped me find how feasible the market is, how people perceive them, and position innovative products more critically as opposed to merely producing them. Incorporation of recent trends, including wearable technology and mental health factors, also enhanced my knowledge about the ways external market factors can shape strategic choices.
[bookmark: _qcompo9ayxv8][bookmark: _Toc228306636]Reflection on Poster Preparation and Presentation
To create the poster, it was necessary to translate complex analysis into a simple, brief and present form. This has greatly enhanced my synthesising skills, the importance of focusing on main points, and effectiveness of passing the main points within limited wordpresses.
The presentation enabled me to build better verbal skills and confidence in delivering certain technical information related to such topics like neurotechnology in a simplified form. I realised as well that engagement with the audience is an important element that must not be overlooked after making sure that the content should be not only informative but engaging.
But I found areas of improvement. Sometimes, it was hard to balance between the depth of analysis and clarity and certain points might have been conveyed more concisely. It put the importance of improved organisation and rehearsing in subsequent presentations.
[bookmark: _58gv0tlmfoon][bookmark: _Toc228306637]Skills, Knowledge, and Insights Gained
A number of skills were formed and developed through this project. To begin with, the ability to think analytically was reinforced by providing the STDP and the marketing mix models to a modern business case. Secondly, I also mastered research skills especially in determining pertinent and current trends in the market to aid in strategic decision making.
Knowledge-wise, I now have a better understanding of brand extension as a growth strategy, particularly, the need to retain brand equity when expanding the segments. I was also able to come up with the realisation of an increasing cross-over between technology and wellness of consumers that is driving the way modern marketing is taking shape.
The project was also able to enhance my strategic decision-making skills because I was forced to be a critic with every component of the marketing plan than a describer.
[bookmark: _acj2xow01qd1][bookmark: _Toc228306638]Future Improvements and Development
In order to increase my effectiveness in other projects of the same kind, I would devise on further ensuring a better critical evaluation and academic integration so as to ensure a better connection to practice and theory (Anoling et al., 2024). I would like to make use of extra scholarly materials and examples in order to make my arguments more credible.
I would also devote extra time to the visual presentation and sequences to make the presentation more efficient. Finally, the more appealing outputs might be made with the help of better time management and repeated feedback procedures.
Overall, the experience has enabled me to develop as an individual and a professional since I am now more resilient in terms of my critical thinking, communication processes and application of the marketing theory to practice.
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Brand Extension
Presentation for Nike’s

NeuroFit Smart
Headband

Introduction Brand Extension

The suggested brand extension of Nike 1s Brand extension is the use of an established
technology-driven. This presentation brand name to hit a new category of products
includes evaluation of market trends and (Devi, 2023). Nike will roll out ‘Nike
sustainability alignment. NeuroFit Smart Headband’, which will be

developed together with Neuralink. It will be
considerate of the  neuro-feedback
technology that will optimise sports
performance, focus and relaxation via real-
time transmission of waves of the brain

(Skalski et al., 2025).

Brand Extension and Brand Extension and
Current Trends Sustainability

Sports market consumers have high demand for ~Nike NeuroFit will be a product helping in
wearable technology and customised fitness principles of sustainability through be made with
accessories (Shei et al., 2022). Smart devices recyclable and energy-saving materials, part of
help them to track their performance, for ' hat Nike is doing through the ‘Move to Zero’
instance, Apple watches. Neuro-technology 1s | jnitiative (Nike, 2026). Intelligent usage data
appealing 1n terms of trends in mental wellness  decreases overtraining and wastage of products.
and cognitive optimisation, and Nike stands at | Working with a technology company helps to
crossroads ot sport, health-tech, and inovation.  create an innovation that is efficient in terms of
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