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[bookmark: _Toc215697381]Introduction to Nike and its new brand concept
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[bookmark: _Toc215697363]Figure 1: Nike (Source: Bethune, 2022)
The report provides a marketing plan for Nike Pulse, a new brand of smart-wellness product that is aimed at extending the Nike digital ecosystem to the expanding wearable technology sector. In an environment where consumers are growing more interested in customised health data, greater incentive and result-oriented counselling, Nike Pulse merges biometric data with AI-driven coaching to provide consumers with a smooth wellness experience (Standaert, 2022). The report uses major marketing concepts to support the strategic orientation of the brand by having a comprehensive STDP analysis to identify the most pertinent consumer groups and the positioning of Nike Pulse in the target market. An elaborate marketing mix then indicates how the design of the product is proposed, the price, distribution and communication channels are to support the value proposition of the brand. 
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[bookmark: _Toc215697364]Figure 2: STDP analysis (Source: Brophy et al. 2021)
[bookmark: _Toc215697383]1.1 Segmentation
The smart-wellness market is characterised by a large variety of consumers that may be motivated, behavioural and expectational (Bethune, 2022). Nike Pulse adapts a multi-variable segmentation strategy that entails a combination of demographic, psychographic, behavioural and technological. 
1. Performance-focused athletes
This market covers persons aged between 18-40 years who are training and are interested in equipment to improve their performance. They are already very active on the digital fitness platforms, have knowledge of the biometric data and can pay extra to have the premium services with quantifiable value (Kim, 2023). The focus of their profile is psychographic, and this is disciplined behaviour and interest in constant improvement that is goal-oriented. 
2. Health-conscious professionals
These consumers are usually between 25-50 years old, urban and career-oriented. They are more focused on the physical and mental well-being and do not necessarily consider themselves athletes. Their main reasons are stress management, quality of sleep, and a balanced lifestyle. 
3. Lifestyle-oriented casual movers
This category contains buyers who participate in infrequent exercise but are more driven by beauty, brand image and comfort. They usually buy wearables on stylish lifestyle grounds, and not as performance requirements (Brophy et al. 2021). They do not use fitness apps that often, yet they appreciate fashionable and convenient products. The significance of this segment is that it will increase the market presence of Nike Pulse to non-core athletes.
4. Older wellness adopters
This segment consists of consumers aged 45+ who are more focused on long-term health monitoring, recovery, as well as basic activity tracking. They are not as tech-savvy; however, they want straightforward, reliable information regarding sleep, stress and movement. Purchase drivers are ease of use and reliability. 
[bookmark: _Toc215697384]1.2 Targeting
The main target audience would be performance-oriented athletes between the ages of 18- 35. This group offers the best strategic fit, and these consumers already use training apps, actively use performance insights and value athlete-led motivation. The secondary audience will be health-conscious professionals between 25-45 years (Ferreira et al. 2021). This audience expands the market beyond sport and accesses the rapidly expanding wellness segment, in which users are interested in sleep, recovery and stress management advice. They provide good cross-selling possibilities on computer memberships and products of lifestyle products (Dehghani et al. 2022). Lifestyle movers and older wellness adopters will be considered tertiary audiences, and they will be attracted by Nike Pulse because of the availability of products in different variants, numerous simplified features, and a pretty design.
[bookmark: _Toc215697385]1.3 Differentiation
With a mixture of athlete credibility, intelligent training and smooth ecosystems, Nike Pulse is differentiated. In contrast to the general-purpose wearables, which deliver raw data with no context, Nike Pulse is able to provide personalised and actionable coaching based on the biometric measurements (Perez and Zeadally, 2021). Utilising AI, the system will adjust the recommendations on a daily basis depending on the pattern of performance, stress, sleep patterns and recovery requirements of the user.
One more important distinction is the sports star system of Nike. Pulse generates an inspirational atmosphere by combining unique content supplied by Nike athletes and coaches, and this appeals to the emotional level of consumers (Gherra, 2024). Such athlete-led storytelling also positions Nike among the more tech-focused brands and the fundamental identity of the brand.
In addition, Nike Pulse is highly design-focused as well as comfortable. The device has adopted an aesthetic of a lifestyle that can be used both in the gym and in daily wear, making it competitive in both the performance as well as lifestyle markets. The Nike Training Club app also allows integration with the Nike Sportwatch, meaning that it allows users to transition smoothly between activity tracking, coaching and workout sessions, providing a unified experience as opposed to disjointed apps and devices.
[bookmark: _Toc215697386]1.4 Positioning Statement
Nike Pulse: The Nike Pulse is a premium-quality smart-wellness system that brings meaningful insights and motivation to people's everyday lives through its combination of advanced biometric tracking with athlete-inspired AI coaching. Nike Pulse gives personalised, actionable instructions unlike the traditional wearables, which provide generic data, linked directly to the Nike athlete ecosystem-enabling the user to move with a purpose and live with clarity (Higgins and Morico, 2023). This positioning puts Nike Pulse in a line between wearable technology and performance coaching with an emphasis on credibility, motivation and daily optimisation.
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[bookmark: _Toc215697365]Figure 3: 4Ps of marketing mix (Source: Kim, 2023)
[bookmark: _Toc215697388]2.1 Product Strategy
Nike Pulse is promoted as a premium smart-wellness product that will combine the biometric monitoring features with the aid of AI-based personalised coaching and robust connectivity with the digital applications of Nike. The main product is a lightweight wrist gadget that is fitted with sophisticated sensors that can monitor the variability of heart rate, quality of sleep, movement, changes in temperature, and indicators of recovery (Chen, 2024). These measurements are the basis of the AI engine that Pulse uses to transform raw data into useful insights about coaching that will be relevant to the daily activities of the user and their long-term wellness objectives.
The augmented product will be a subscription to Nike Pulse Coaching, during which customers will get personalised daily exercises, recovery, stress management techniques, and motivation (Higgins and Morico, 2023). It can be integrated with the Nike Training Club app to enable users to start workouts based on the biometric feedback, i.e. reducing intensity on low-recovery days or focusing on strength workouts on high-performance days. Nike Pulse uses a lifestyle-based aesthetic that is comfortable in sporting and regular use. Minimalistic design and breathable bands are made of premium materials that are comfortable and durable (Bathla et al. 2023). It will also offer the product in a variety of colours and limited-edition collections based on the athlete to attract style-conscious consumers. Sustainability attributes, e.g. recycled band materials or eco-friendly packaging, support the broader sustainability practitioner of Nike.
The services of support are combined in order to keep the users satisfied. These come in the form of a two-year warranty, customer care services, device tutorial and regular updates of the apps that come up with new coaching modules (Kim, 2023). Additionally, the data security is prioritised; the storage is encrypted, and its privacy settings are transparent and can win the trust of users who become more and more worried about the processing of personal health data. 
[bookmark: _Toc215697389]2.2 Pricing Strategy
Nike Pulse's pricing strategy is based on a value-based, higher pricing model, which follows the brand positioning of Nike and the advanced functionality of the device. Nike Pulse stands out in price by offering coach-led training and extensive personalisation, unlike the mass-market wearables, which vie on low price but cannot offer clear value to customers. It will come in three pricing levels of the product. The Pulse Standard is offered at a cost-effective price of approximately £129- £149, offering basic biometric tracking and the Pulse core app features to users who purchased a wearable device for the first time in their lives and focuses on lifestyle users and first-time buyers of a wearable device. The Pulse Performance will sell at a range of £219- £249, and will feature high-end sensors and three months of free full AI coaching, which will appeal to the core segment of athletes (Hoang and Liang, 2023). The Pulse Elite level (£379- £449) will include the device plus a 12-month coaching package and content created by athletes, and it is aimed at the more serious users who want the full package.
Another significant element of revenue is subscription pricing. Users may also proceed to £10- £15 coaching per month after the trial period. Constant revenue model boosts the customer lifetime worth and encourages the ongoing innovation of coaching features (Puterisari, 2022). Annual packages are available at a discount, and student/member pricing is used to encourage commitment.
Value perceptions will be framed through the use of psychological pricing. Placing the higher-end Elite tier before the middle range makes the middle range pricing seem cheaper than the higher-end tier. Likewise, the benefits of coaching should be added in the initial three months as they act as a risk-free trial that helps promote its adoption and show the actual value prior to initiation of the subscription fee.
[bookmark: _Toc215697390]2.3 Place (Distribution Strategy)
Nike Pulse will utilise an omnichannel distribution strategy that integrates the dominance of digital and experiential retail. The online channel is essential since wearable technology consumers conduct a lot of research and comparison online before they make a purchase. The platforms that will be the main hubs of purchasing and onboarding will be Nike.com, the Nike App, and the Nike Training Club platform (Samson, 2025). Online distribution allows Nike to maintain full control over brand storytelling, collect customer data for future personalisation and deliver exclusive member benefits.
Physically, Nike will launch Pulse Zones in major city flagship stores. These areas will give practical demonstrations, biometric mini-tests, interactive displays with coaching illustrations and tutorials led by the staff. These types of experiential components can create trust and allow learning about more technical aspects of the product. Customers will be assisted by store specialists who will also be hired as special coaches, the so-called Pulse Coaches, to help them with installations, navigation, and choosing a subscription (Nica et al. 2021). Premium retailers will be selective partners to expand the market. Athletic consumers will be served by sports retailers, including JD Sports and Foot Locker, and wellness adopters may be targeted by specialist electronics retailers that are able to offer precise biometric tracking.
The distribution will be highly selective to prevent the risk of discount-related environments that will compromise the brand quality, as far as its premium positioning is concerned. The pop-up experiences in the running clubs, yoga studios or wellness events enable the consumers to test the device in real-life settings (Standaert, 2022). This social presence helps Nike promote its movement and wellbeing philosophy and adoption by locals.
[bookmark: _Toc215697391]2.4 Promotion (Communication Strategy)
The international scope of Nike and its celebrity promoters offer a good base when launching effective, emotionally inspiring campaigns. The content will include Nike sportspeople in training and recovery, and the use of Pulse (Jakowski, 2022). Short videos on TikTok, Instagram and YouTube will contain instances based on which biometric data are used to form decisions, such as training intensity depending on the recovery scores or restorative routines in case of poor sleep. 
Digital advertising will be utilised to divide the messaging according to the user profiles. Performance-oriented content will be shown to the athletes, and wellness and stress-management messages will be shown to the professionals (Hoang and Liang, 2023). Live promotions such as Pulse Labs, local events, workshops and athlete masterclasses will be used to create awareness and trust. PR strategies will be focused on sport, health and technology magazines to emphasise innovation and credibility.
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[bookmark: _Toc215697366]Figure 4: Nike Pulse (Source: Own)



[bookmark: _Toc215697393]Element 4: Reflection
When I was starting, I regarded concepts like segmentation, targeting and positioning as highly abstract theories, but when I applied them to a brand extension that is real, like Nike Pulse, I realised that they are strategic positions. I came to the realisation that marketing does not work well without a thorough comprehension of consumer needs and market unmet necessities, but merely using frameworks like robots (Vyas and Bhargava, 2021). My study of the wellness and wearable technology industry revealed how consumer expectations have changed and why personalisation and actionable insights are emerging as crucial attributes that the brand should be able to differentiate itself through.
Another area in which I grew the most was in developing the STDP analysis. I also got to know the importance of identifying the various consumer segments in a way that is not just demographic but also behavioural and psychographic in nature (Kukreti et al. 2024). This made me see the need for Nike Pulse to target performance-oriented athletes, yet at the same time target the broader wellness-oriented consumer base (Bathla et al. 2023). On the other hand, I was also able to be more conscious of the fact that positioning statements must be specific, constant and based on actual value, or the entire marketing strategy will be disjointed.
The marketing mix segment supported the need to integrate all aspects of the plan with the overall promise of the brand. I used to perceive the 4Ps individually before this project, but the process of working on Nike Pulse helped me to understand the impact of each decision on the rest (Malik et al. 2021). In one case, the decision to adopt an up-end value-based pricing strategy implied specific connotations on product characteristics, distribution setting and product tone of promotion campaigns (Chen, 2024). The integration also helped me better understand the way in which real companies develop harmonious marketing tactics that are seamless to the consumer.
My learning was also facilitated by the poster and pitch development. It was hard to think of the complex ideas in the form of simple, visual messages, but it made me realise how to focus on the vital information and convey the message effectively (Hood and Price, 2023). Summarising the problem, solution and value in the form of a concise story has also assisted me in becoming better at summarising strategic insights. 
During the assignment, I also found areas that I can improve. I would also like to enhance my level of analysis in future projects by adding more quantitative data, i.e. market size data or competitor performance metrics. I also wish to be better at time management because I need to begin the research sooner and obtain a greater number of sources to choose the ones that will be included in the final argument. 


[bookmark: _Toc215697394]Conclusion
The case of Nike Pulse shows that marketing theory can be applied to create a consistent and commercially sustainable brand strategy. The idea fits the consumer and brand strength of Nike through the guided segmentation, targeting and positioning. As demonstrated by the marketing mix, the combination of product features, pricing, distribution, and promotion supports the high-end athlete-focused identity of Nike Pulse. Another issue that has been brought up by the project is the growing significance of digital ecosystems, personalisation and wellness-centric technologies in the future market potential. 
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