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[bookmark: _Toc196302218]Introduction
Adidas is a globally renowned sportswear brand from Germany and founded in 1949. The company offers sports shoes, apparel and accessories and is involved in design and sale of sports shoes, apparel and accessories to professional and ordinary athletes in over 160 countries, employing a workforce of 60,000. Adidas is famous for its innovative ways and an unmistakable three strop logo; Adidas created high performance products, and an active life styles through collaborating with the athletes, the sports team and the fashion designer to produce their contemporary, functional items as running shoes, gym wear and technology integrated sports gear (Zhang & Mao, 2023). The company also supports sustainability. It uses recycled materials in many products. Adidas has launched shoes made from ocean plastic. It also aims to reduce carbon emissions. The brand invests in eco-friendly practices. This focus helps build strong brand loyalty. The sportswear industry is growing fast. More people care about fitness and health. This trend brings more demand for new products. Customers want items that match their lifestyle (Zhang & Mao, 2023). They also want products that are both smart and green. This report aims to develop a brand extension. The new product must fit the Adidas brand. It should meet customer needs and market trends. The report will show the idea, the strategy, and the target group. It will also show how Adidas can promote and sell the new item. The report includes key marketing plans. These plans cover the brand idea, STP model, customer persona, and 7Ps mix. All ideas will support business goals and brand image. The main goal is to suggest a product that adds value to Adidas and its customers.
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Figure: Adidas Move
Source: (Xu, 2024)
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Adidas plans to launch a new product line. The new extension is called Adidas Move. It is a range of smart fitness wearables. The range includes fitness bands, smartwatches, and smart clothing. Each item connects to a mobile app (Liu & Chitkesorn, 2022). The app tracks heart rate, sleep, stress, and steps. It gives tips, reminders, and daily goals.
[bookmark: _Toc196302221]Alignment with Brand Values
Adidas Move fits with Adidas values. These values are performance, innovation, and sustainability. The wearables are light, smart, and stylish. They are made for active users. Some items use recycled materials. The packaging is eco-friendly (Chen, 2023). The design matches Adidas fashion identity. Adidas supports active and smart living. It helps athletes perform better. The brand focuses on new ideas. Adidas Move brings new tech into daily fitness. It connects digital tools with sport. This builds on the brand’s promise to inspire and innovate.
[bookmark: _Toc196302222]Market Fit and Customer Demand
The fitness wearable market is growing fast. People want to track health and fitness. They want real-time data and simple tools. Adidas Move meets this need. It helps users stay fit and informed. Many products in the market miss style (Saidani & Sudiarditha, 2019). Some are hard to use or bulky. Others do not match sportswear design. Adidas Move fills this gap. It links fashion and tech in one product. It also fits with sports trends and healthy habits.
[bookmark: _Toc196302223]Brand Value and Competitive Edge
Adidas Move adds value to the brand. It opens new sales paths and reaches new users. The product appeals to young, tech-savvy people. It brings Adidas into the digital health market. The extension also grows brand loyalty. It gives users more ways to connect with the brand. The wearable supports performance and daily wellness (Xu, 2024). It makes Adidas more than just sportswear. It becomes a part of daily life. This move also brings a competitive edge. Not many sports brands offer tech wearables. Adidas can lead this space. It combines trusted branding, smart tech, and stylish design.
[bookmark: _Toc196302224]Meeting Emerging Needs
More people now want smart and simple tools. They care about health and time. They want products that support busy, active lives. Adidas Move answers this demand. It brings smart tech into everyday wear. It helps people stay fit, sleep better, and manage stress. It also looks good and feels light. Adidas Move supports modern healthy living (Rodhiah & Goldin, 2025). Adidas Move is a step forward. It fits the brand, the market, and user needs. It helps Adidas stay ahead in sports and lifestyle. It also opens doors for future smart products.
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Demographic Segmentation: Adidas Move targets users aged 18 to 40. This group includes students, young professionals, and fitness lovers. Most users live in urban areas. They often have middle to high incomes. These users are educated and tech-friendly. They are likely to care about health and fitness.
Why it fits: This group spends on smart gadgets (Zhang & Mao, 2023). They also follow fitness trends. They want products that match their active lifestyle.
Geographic Segmentation: The main focus is on urban markets. These include large cities in Europe, North America and the UK. These areas have high smartphone use. People here also follow wellness trends.
Why it fits: Urban users have better access to technology. They also have gyms, parks, and fitness spaces. These locations support wearable use.
Psychographic Segmentation: Adidas Move fits people who value health, performance, and style. They seek balance in life (Mele et al., 2022). They also enjoy trends, fashion, and technology. These users want tools that improve their daily habits.
Why it fits: This group looks for meaning in what they buy. They prefer brands with clear purpose. Adidas Move offers fitness and eco-friendly goals.
Behavioural Segmentation: The segment includes early tech adopters and fitness app users. These people track workouts, steps, and sleep (Chitkesorn & Liu, 2022). They often buy online and follow brand trends.
Why it fits: They like smart solutions. They are loyal to brands that help them grow. Adidas Move supports goal-setting, reminders, and health tracking.
[bookmark: _Toc196302227]Targeting
Chosen Segment: The primary target is urban, health-focused millennials and Gen Z. They are aged 18–35. They are active on social media (Gen & Yu, 2025). They want smart, stylish products.
Why this segment: This group is the largest market for wearables. They spend time and money on fitness. They also share their lifestyle online. This helps Adidas gain brand reach.
Secondary Segment: A second segment includes tech-savvy adults aged 35–45. They are working professionals who value health and convenience (Tang & Kwok, 2020).
Why this segment: This group has more spending power. They seek a balance between work and health. They also like simple and effective tools.
Targeting Strategy Used: Adidas uses differentiated targeting. It offers one product line to two clear segments. The features stay the same. The marketing message changes for each group. Young users get a fashion-tech angle. Adults see health, time-saving, and daily use benefits.
[bookmark: _Toc196302228]Positioning
Positioning Statement: For active, tech-smart users who value health and style, Adidas Move is the smart wearable that combines performance, comfort, and eco-friendly design, powered by Adidas innovation (Rust & Huang, 2021).
Brand Perception: Adidas Move will be seen as smart, clean, and modern. It shows care for the body and the planet (Bianchi, Tuzovic, & Kuppelwieser, 2022). The brand extension links fitness goals with smart tools. The product stands for progress, energy, and balance.
Compared to Competitors: Adidas Move competes with Fitbit, Apple Watch, and Huawei Band. Most rivals focus on tech only. Some lack fashion appeal (Kwok, Tang, & Yu, 2020). Adidas Move offers a fresh mix. It blends smart features, eco values, and sporty style.
Differentiation
· It connects with Adidas sports fashion.
· It uses recycled parts and green packaging.
· It gives simple, smart fitness tips.
· It blends well with Adidas shoes and clothes.
Adidas Move is not just a device. It is a lifestyle choice. It helps users stay fit, stylish, and responsible. This mix gives the brand a strong edge. Adidas Move uses clear segmentation and targeted plans. It finds the right users and speaks to their needs (Huang & Rust, 2020). The brand stands for health, tech, and green values. These ideas set it apart in a growing market. The STP model gives Adidas a strong path for success.
[bookmark: _Toc196302229]Customer Personal Profile
Name: Sarah Malik
Age: 28
Gender: Female
Income: £38,000 per year
Occupation: Digital marketing specialist
Education: University graduate
Location: Lives in London city centre
Sarah lives in a busy urban area. She works full-time in an office. Her job needs long hours and screen time. She travels by bus and walks to the gym. She enjoys fitness classes after work. She runs three times a week in the park. She uses mobile apps to track her progress. She also shops online for clothes and gadgets. She follows brands on Instagram and TikTok. She loves new trends in fitness and tech. Sarah cares about health, time, and quality. She believes in staying active every day. She drinks smoothies and eats healthy food. She prefers brands that show care for the planet. She buys products made from recycled materials. She likes simple, clean designs. She avoids bulky or hard-to-use items. She wears smart clothes that fit work and the gym. Her shoes, watch, and phone all connect. She wants her data to sync easily. Sarah often shares fitness updates on social media. She uses hashtags and follows influencers. She trusts reviews and new product posts. She buys items that match her lifestyle.
She wants to stay fit and save time. She dreams of running a marathon one day. She also wants to grow her online fitness page. She looks for gear that helps her goals. She wants brands that support health and eco-values. Adidas Move fits her needs. It helps her feel smart, fit, and strong.
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	Marketing Mix
	Strategy for Adidas Move

	Product
	Adidas Move is a smart wearable range. It includes fitness bands, smartwatches, and smart t-shirts. These products track sleep, steps, heart rate, and stress. The wearables connect to a mobile app. The app gives fitness tips and health updates. The design is sleek, light, and modern. Each product is water-resistant and sweat-proof. The material includes recycled plastic and eco-fabric. Users can choose from different colours and sizes (Zhang & Mao, 2023). The screen is touch-based and shows live stats. Adidas Move pairs well with Adidas shoes and clothes. It fits users who love style and smart tools. The product supports daily use and gym workouts.

	Price
	Adidas uses a value-based pricing strategy. The price reflects quality, features, and design. Prices range between £80 and £250. The band is the cheapest. The smart t-shirt and smartwatch are more costly. This pricing matches Adidas’ premium image. It also targets young professionals and health lovers. Discounts apply during launch weeks and seasonal sales (Mele, Russo-Spena, & Colurcio, 2022). Adidas has always utilized either of two strategies when it comes to pricing – the competitive pricing strategy and the skimming pricing strategy. The competitive pricing comes into play with its regular products, taking into account the prices of rival companies like Nike and Puma. The skimming pricing strategy is used whenever Adidas launches a cutting-edge product that is more advanced than what competitors offer.

	Promotion
	Adidas Move will use digital-first promotion. The focus will be on social media ads and influencer marketing. Key platforms include Instagram, TikTok, and YouTube. Adidas will launch a teaser campaign. It will use hashtags, reels, and short videos. Fitness influencers will show daily use and app benefits. Online ads will target fitness and tech users (Liu & Chitkesorn, 2022). Adidas has always endorsed and promoted itself through media. Adidas marketing mix promotional strategy is to use a 360 branding strategy covering all aspects of media and communication. Adidas promotes itself through commercial campaigns on TV, print, online, billboards etc. In one of its most memorable marketing campaigns, with David Beckham, Muhammad and Laila Ali, they were shown facing their own fears and at the end they successfully overcame this. 

	Place
	Adidas Move will be sold through multiple channels. These include the Adidas website and mobile app. It will also be in Adidas stores and partner outlets. Online sales will use fast delivery and easy return. Products will appear on Amazon and fitness tech sites. Flagship stores will have live demo zones. Staff will show features and connect devices (Chen, 2023). The place strategy is an integral part of the Adidas marketing mix. The sportswear company utilizes both online and offline venues to market and sell its merchandise.

	Process
	Adidas Move will offer a smooth user journey. From store to home, the process is clear and simple. In-store, staff help with setup and use. At home, users scan a QR code. The app guides them through quick setup steps. The app gives updates, fitness plans, and reminders (Abdul-Hamid, Hinson, Mahmoud, & Yaw, 2022). It works with Android and iOS. Support is available through chat, email, and call. Tutorials and FAQs are inside the app. Return and repair options are easy and fast. Subscription plans are flexible and cancel anytime. This simple process builds trust and user comfort.

	People
	People are key to the Adidas Move brand. Sales staff will get full training. They will know each product and app feature. In-store teams will offer one-on-one help. Online chat staff will answer in real-time. Trainers and brand reps will host gym demos. Influencers will become product ambassadors (Qiu, Wang, & Xie, 2017). They will share stories and usage tips. Adidas will also work with fitness coaches and wellness experts. Customer service teams will use a friendly tone. They will give quick help and clear answers. This people strategy will boost user trust and product value.

	Physical Evidence
	Physical evidence supports the brand feel. The product box will be small, sleek, and green. It will show the Adidas Move logo and product photo. Inside, the box includes a clean guide and QR code. All materials are recycled and non-plastic. Adidas stores will have digital demo screens. Staff uniforms will include Adidas Move badges (Saidani & Sudiarditha, 2019). Store walls will show real-time fitness data. The app interface will be clean and smooth. It will use the Adidas colour scheme. Users will receive e-receipts, rewards, and update emails. Each touchpoint will support the brand’s smart and green image.


[bookmark: _Toc196302231]Conclusion
Adidas Move is a smart and useful brand extension. It brings technology into sportswear. It supports health, fitness, and smart living. The product includes bands, watches, and smart t-shirts. Each item connects with a mobile app. The app helps users track and improve fitness. This new product fits Adidas values. It shows care for health, innovation, and the planet. It uses recycled materials and eco-friendly designs (Xu, 2024). It also links well with other Adidas items. It supports a complete lifestyle brand. The market for smart wearables is growing fast. Adidas Move meets this growing need. It offers a stylish, light, and smart choice. It stands out with fitness tools and green values. The STP plan finds the right users. The focus is on active, young, and urban people. They enjoy tech, fashion, and fitness. The product also fits health-focused professionals. The strategy uses clear segments and a smart targeting plan. The 7Ps marketing mix supports the launch. Each part shows strong brand thinking (Rodhiah & Goldin, 2025). The pricing matches product value. Promotion uses digital tools and influencers. Place covers stores, apps, and online shops. Process, people, and physical look build user trust. Adidas Move adds value to the brand. It opens new paths in tech and health markets. It keeps Adidas ahead of change. The brand extension supports future growth and stronger brand loyalty.
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