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[bookmark: _Toc215584663]Element 1 – STDP
[bookmark: _Toc215584664]1. Company Background & New Brand Rationale
Nike is among the largest brands of sports and lifestyle in the world. It operates in over 190 countries and is reputed to have strong relations with athletes, new thoughts and designs that are performance oriented. Nike has gained a reputation worldwide in the shoes, clothing and sports technology, and it continues to invest in digital applications such as the Nike Run Club and Nike Training Club apps. Such applications demonstrate that Nike is aware that its athletes and ordinary people are interested in digital assistance in training (Jaworek, Karaszewski and Kuczmarska, 2021).
[image: ]
Nike Pulse is another new Nike brand that belongs to the rising market of smart wellness and recovery technologies. It assists individuals to comprehend their body cues, handle pressure, aid in muscle recuperation and enhance general health. Having become health-conscious, monitoring themselves, and using digital fitness after the pandemic, people become more demanding and require personalized knowledge rather than overall guidance. Nike Pulse presents Nike with an opportunity to go beyond performance training to the daily health and wellness. 
[bookmark: _Toc215584665]2. Segmentation
Smart wellness and performance technology can have numerous diverse users that require various things in the market. This market can be made sense of by classifying the users according to their identity, likes, behaviors, and their places (Fabbrizio et al., 2023).
The demographics indicate that the largest users are aged 18-45. They are mostly students, employees and dynamic adults that can spend money. They tend to be of medium to high education level and are well adjusted to purchase of digital products. Psychographic information indicates that these customers are concerned with health, self-improvement, and balance. Most of them wish to be aware of their progress, prevent burnout and remain mentally and physically robust. Their motivation is based on such goals as becoming more fit, less stressed, and learning to understand their bodies.
Behavioural data considers the frequency in which they consume technology products, desired benefits, and their approaches to their fitness. Most users already know their steps, heart rate, or sleep, but they desire something more detailed like how they are ready to recover, the amount of stress they experience, and individual advice. They also prefer apps that do not consume much time and are easy to use and integrate into their routine (Pawełoszek, 2021).
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[bookmark: _Toc215584666]3. Targeting
Nike Pulse targets young professionals, age 20- 35. These individuals are physically active in an exercise but work hard and do not have too much free time. They prefer to be healthy, rest after physical activities, and get things that are convenient. They will use funds to purchase intelligent devices that will enable them to manage their physical fitness as well as their stress. They are familiar with the products of Nike since they already have health or workout apps. Nike Pulse would work well with their lifestyles as it provides them with quick personalized information that will allow them to achieve better and feel better (Bolmgren, 2024).
[bookmark: _Toc215584667]4. Differentiation
Compared to other devices such as Fitbit, WHOOP, and Garmin, Nike Pulse is the one that is closely associated with the brand Nike. Majority of health gadgets are simply trackers. Nike Pulse puts that data into helpful recommendations that are linked to the workouts and the recovery of the user. The device monitors data on recovery in the body, stress, and provides personalized coaching, which varies depending on the performance of the user on a daily basis. Since it is compatible with the Nike Run Club and Nike Training Club, the device provides recommendations based on the previous training, fitness, and goals of the user (George, Shahul and George, 2023).
[bookmark: _Toc215584668]5. Positioning
Nike Pulse is an intelligent fitness device that monitors health, recovery, and performance of the day. It is similar in terms of such basic capabilities as heart-rate tracking, sleep monitoring, and sensor insights. These assist Nike Pulse in this competition (George, Shahul and George, 2023).
The brand is meant to be perceived as a quality yet affordable product that can make users feel stronger, healthier and more balanced. Nike Pulse is to be a smart wellness companion that transforms ordinary individuals into motivated performers who are confident enough to take risks by combining technology, restoration, and the Nike spirit in one experience.
[bookmark: _Toc215584669]Element 2 – Marketing Mix (7Ps)
[bookmark: _Toc215584670]1. Product
Nike pulse is the new product that allows everyone to get a comprehensive wellness and restoring solution to advance their daily performance and understand the body better. The main advantage of the product is that it will enable individuals to feel healthier, smarter, and balance their physical and mental health. It is also aimed at supporting users with busy schedules and yet would like to remain active and take care of them. Nike Pulse is oriented on performance insights, stress tracking, and customised recovery (Dhesi, 2021).
The product is a light and comfortable wearable, which they can wear on a daily basis. It is made of a soft recycled material flexible band and has a simplistic touch interface. The device has superior sensors that are capable of monitoring the heart rate, stress, muscle fatigue, sleep quality and movement. Nike Pulse is an app that is powered by machine learning to provide they with daily advice depending on what they have done in the past and the habits.
Nike Pulse app is also available on the product and is connected to Nike Run Club and Nike Training Club. Through the app, they are able to do guided breathing exercises, receive customized training suggestions, and perform recovery routines. There is also an option of paying on a monthly basis when they would require more in-depth information about coaching. The design is also sustainable, as it is recycled plastics, uses energy-efficient sensors, and has a low-power design to reduce the environmental impact (Sawhney and Goodman, 2022).
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[bookmark: _Toc215584671]2. Price
One of the reasons why Nike Pulse is sold at a high price is considered a high-quality wellness and recovery tool that offers greater returns than the mere fitness trackers. Its high prices indicate its superior sensors, integration into the Nike system, and customizable coaching capabilities. With a value-based strategy, the customers are paying to get the benefits as well as experience what the product promises instead of the actual device (Gupta et al., 2024).
Similar to Fitbit, Nike Pulse is slightly more expensive, as the device is superior in terms of performance and it also provides additional coaching. It is approximately of the same price as WHOOP or Garmin wellness devices, which are also expensive. This allows Nike Pulse to compete in the high-end wellness segment and remain easy to wear. Pricing gimmick might be applied as well such as adjusting the product to prices of £249 rather than 250 to make the product feel less expensive (Hillen, 2021).
Nike Pulse has also provided a subscription service to users that would receive additional guidance of the users. The subscription is affordable every month in order to continue receiving value without incurring high expenses at a single time. The price will assist the brand to appear high-end, trendy, and relate to the long-term health process of the user.
[bookmark: _Toc215584672]3. Place / Distribution
The sale of Nike Pulse will be made via selected distribution channels, which would suit its premium appearance. It will be stocked in key Nike outlets where they can test it, test the app, and receive the assistance of trained employees. It will also be sold on the official site of Nike that already has the digital shopping experience with videos and detailed product pages and customer reviews. The primary channel is the online store since the target market prefers purchasing technology products online (Li, 2023).
In addition to the Nike stores, Nike Pulse will be available in some sports shops that specialize on high-performance equipment. These stores already attract a client who is interested in technology and fitness. Nike can also partner with Apple Stores or any other luxury stores to capture people who enjoy purchasing the best technology in trendy locations.
Nike desires to manage the point of sale of the product in order to maintain its premium. It does not prefer the product in discount stores or supermarkets as this would be a blow to its brand. Rather, it will only sell in locations where customers desire good tips and strong brand experience (Chen, 2024).
[bookmark: _Toc215584673]4. Promotion
Nike Pulse will sell a message that is easy to understand; recover smarter. Perform better.” The idea is to demonstrate to the users how Nike Pulse can assist them in learning about their bodies, enhance their routine, and feel balanced daily. It targets the feelings of power, identity and sense of belonging. Nike has a tendency to inspire its human resources. The reasons why Nike Pulse retains it are that it makes its users take charge of their wellbeing and belong to a positive, active community (Zhavoronkova, 2021).
The prominent component of the promotion will be digital campaigns. Instagram, Tik Tok, and YouTube will be used by Nike to publish real stories of individuals using Nike pulse in their daily lives. In the form of short videos, the main features of the device, such as stress tracking, sleep data, and individual recovery tips, will be displayed. These campaigns will target young professionals and active adults that already browse through wellness, fitness, and lifestyle posts online.
It is also highly dependent on influencer marketing. Nike will collaborate with wellness coaches, lifestyle influencers, and fitness trainers that already use Nike apps or products. They will develop credibility by telling the truth about Nike Pulse and demonstrate how the device will help to integrate into daily life. Athlete endorsements will be more of motivation and brand image rather than of technicality. Athletes with star status could discuss recovery, psychological balance, and training, which proves that wellness is important at all levels (Pekkanen, 2022).
The launch will be done online and physically. They shall give live video demonstrations online and make demos in Nike flagship stores. Partnerships with wellness brands, countdowns, and teaser videos will help to create excitement before the launch. The target group fits in this promotion. They prefer online material, touching narratives, and connections.
[bookmark: _Toc215584674]Element 3 – Marketing Strategy Pitch + Poster
Nike Pulse is an emerging wellness brand, which assists individuals to enhance balance, create a more akin way of life and enhance everyday performance. The objective of Nike Pulse is to unite personal training, recovery advice, and psychological support into a single integrated technology. It gathers biometric data on smart watches, smart phones, and Nike technology to provide users with explicit advice on stress, rest and overall wellness. This also allows Nike to look beyond physical performance to a more holistic perspective of human performance (Chafic and Dissertation, 2025).
The age of Nike Pulse focuses on individuals between 18-35 years. They could be young professionals or students. They are active individuals, who prefer technology to keep fit, and are concerned with mental well-being and balance. They desire a support that will make use of the data to suit their needs. Nike Pulse would fit very well in their daily digital consumption.
The major advantage of Nike Pulse lies in the fact that it provides a convenient means of maintaining both mind and body. It provides personal training, monitors mood, and customizes workouts based on an individual. The AI wellness platform, the highest-quality guided workouts, collaboration with small-scale influencers and sports psychologists, and short videos on Tik Tok and Instagram that inspire and retain the attention of the youth are the main components of marketing (Mäki, Niina Johanna, 2024).
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[bookmark: _Toc215584676]Element 4 – Reflection
The Nike Pulse project helped me learn a great deal about the process of marketing. My prior understanding of marketing focused on advertisement and selling. Having done all these, I have now understood that having a good marketing plan begins in learning about people, their needs, and problems they desire to achieve. STDP helped me to understand that it is essential to choose the right target segment and create a product that fits their way of life. I got to know that market segmentation and target selection are not a mere concept that is taught but are involved in all marketing mix decisions (McDougal et al., 2021).
One could not decide what group to concentrate on. It had a lot of options, such as athletes, older adults, students, and busy workers. There were various needs and habits of each group. I also found it difficult to select only one group as I feared that I would miss potential customers. There was also an issue with data that I experienced, particularly, when I attempted to observe wellness, mental health, and digital fitness trends. There were not many facts that could be chosen as the most significant.
I was surprised that branding can influence a complete project. Having worked on Nike Pulse, I was able to understand that a brand is not just a name or a logo, but a promise, a feeling, and an identity. As I was composing the message, product features, and positioning, I noticed that all of that had to be in line with the overall Nike brand personality. It has altered my perception of branding as I was to consider feelings, identity, and what the user’s desire. I also understood that wellness is currently high on the agenda of people, and thus bridging the gap between physical and mental health made the brand even more substantial (Soren and Ryff, 2023).
The development of the pitch helped me know how to express ideas in a concise and clear manner. I was forced to choose the most significant details and outline them in simple words. It encouraged me to consider the target audience, young professionals and people interested in wellness, and how to communicate with them in a manner that will count. The creation of the poster also taught me that pictures and brief phrases make a plan easier to understand and remember.
There are various skills that I developed in the course of this project. I improved my analytical skills by studying the trends in the market as well as analyzing the behavior of various customers. I was able to communicate better by writing and preparing the pitch. I also gained more knowledge on good judgment by selecting good ideas and denying those that did not align with the strategy. Their skills can be applied in various ways in school and work situations as well as not in marketing (McDougal et al., 2021).
In case I were to do this project again, I would dedicate more time to learning customer behavior and examining actual cases in the wellness technology sector. I would also consider more innovative brand concepts prior to making a choice. Lastly, I would rehearse my pitch before being more comfortable and presenting it more effectively. On the whole, this project made me develop both at school and in life.
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Marketi ng  Strategy Pitch  –   “Nike Pulse”  

New brand development      Nike Pulse   is a mind – body wellness extension  combining personalised training, recovery  insights  and mental - health support.      Integrates biometric data from smartwatches,  smartphones and Nike devices.      Delivers tailored workout plans, stress - tracking  and mood - based coaching.      Expands Nike from physical performance to  holistic human performance .  

How the new brand aligns with customer trends?      Responds to rising demand for  wellness, mental health  support, and self - tracking   among Gen Z and  Millennials.      Leverages growing adoption of  wearables and digital  health apps .      Meets consumer expectations for  personalised, data - driven experiences .      Aligns with the shift towards  preventive health, stress  reduction and balanced lifestyles .    

Segmentation      Demographic:   18 – 35, students and working  professionals, fitness - active and tech - confident.      Psychographic:   Individuals prioritising mental  wellbeing, mindfulness and balanced routines.      Behavioural:   Users engaged with fitness apps,  smartwatches and home - workout ecosyste ms.      Geographic:   Urban populations in digitally  advanced markets (U.S., UK, EU, Australia).  

Marketing mix  —   choose 2 only   Product Strategy      AI - powered wellness platform integrating fitness,  mental health check - ins and personalised recovery.      Syncs with Nik e Training Club + wearables for  seamless biometric insights.      Offers premium features — guided meditation, sleep  analysis, stress alerts, emotional - wellbeing score.   Promotion Strategy      Partner with  micro - influencers , sports psychologists,  and wellness creators .      Use  TikTok & Instagram   for short - form motivational  content and wellness challenges.      Offer free 30 - day trial via Nike app ecosystem;  personalise push notifications using behavioural data.      Promote through Nike athletes emphasising  mind +  body balance .    

Conclusion      Nike Pulse strengthens Nike’s identity as a  leader in holistic performance.      Meets fast - growing consumer demand  for  integrated physical and mental wellness.      Creates long - term engagement through  personalised insights and subscription - based  value.  

References List    Kotler, P. and Keller, K.L., 2022.  Marketing Management . 16th ed. Harlow: Pearson  Education.   McKinsey & Company, 2023.  The Future of Wellness: Shaping the Next Generation  of Wellness Consumers . New York: McKinsey &  Company.   Available at:  https://www.mckinsey.com/industries/consumer - packaged - goods/our - insights   [Accessed 28 November 2025].   Deloitte, 2024.  2024 Digital Hea lth Consumer Survey: Transforming Healthcare  Through Personalisation and Connected Devices . London: Deloitte Insights.   Available at:  https://www2.deloitte.com/global/en/insights   [Accessed 28 Nove mber  2025].   Nike Inc., 2024.  Nike, Inc. Annual Report 2024 . Beaverton: Nike Investor Relations.   Available at:  https://investors.nike.com   [Accessed 28 November 2025].  

 

 

 

 


image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png
SPRINT _ *
EVOLUTION OF NIKE

W"@/V

1971 1978 1985 1995




image3.png
TARGET MARKET
SEGMENTATION AND MARKETING

DEMOGRAPHIC BEHAVIORAL
‘SEGMENTATION SEGMENTATION
Torgets il ages, from Serves casul iness
Vo o fans and sriousstetes.
aEocRAPHIC psvcHoaRAPHIC
‘SEGMENTATION "SRATESY "SEGMENTATION
Adagts touon and Storytotiog and sl Vake perormance g
ral maskets ooty campagns.




