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[bookmark: _9j5lcew4phtv][bookmark: _Toc195887294]Introduction
Nike is the largest sportswear brand in the world, with revenues of $51.36 billion in 2024 (Nike, 2024). It has a robust global market share, significantly in athletic footwear and apparel, that accounts for approximately 65% of the net sales annually (Nike, 2024). Nike sells shoes, apparel, and sports gear for women, men, and children. Its success lies in relentless innovation, robust marketing, and endorsement by well-known athletes. This brand is globally recognized and relied upon by millions. Despite increased competition and economic downturn, Nike is still a powerhouse in the sportswear market. Its flagship brands, such as Air Max and Dri-FIT, remain driving strong customer demand and loyalty.
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Figure 1: Annual sales data of Nike
(Source: Nike, 2024) 
The following assessment aims to develop cognitive discussion suggesting a new product exploration journey for Nike to introduce Nike Mindmat, which will be a smart recovery and breathwork mat. Accordingly, evaluating the brand extension, STP analysis, customer profile development, and marketing mix strategies will be developed for this brand in this assessment.
[bookmark: _8tfg1t2jwlhu][bookmark: _Toc195887295]Brand Extension 
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Figure 2: Product logo
(Source: Self-made)
Nike MindMat is the proposed brand extension for Nike. This is a smart, as well as inexpensive, recovery and breathing mat for fitness and wellness. It has well-planned breathing zones, indicators of body alignment, a mood-sensing strip, and eco-friendly materials. The mat assists in better posture, relaxation, and recovery from exercise without any use of electronics. It also contains a QR code that refers to free routines for Nike Training Club. Nike MindMat is a product that brings together physical and mental well-being in one. It opens up Nike's access to the burgeoning wellness space. It is perfect for athletes, newbies, and desk workers wanting inexpensive and conscious recovery in their home environment or the gym.
The Nike MindMat aligns with the core brand values of performance, innovation, sustainability, and accessibility of Nike. Through the launch of a recovery and breathwork mat, this company is taking its commitment beyond physical exercise to general wellness, aligning its goal to "bring inspiration and innovation to every athlete." This product aims to leverage the $6.8 trillion global wellness industry and also support the "Move to Zero" sustainability program of Nike. The new commodity also integrates the Nike Training Club app to drive digital usage. 68% of Nike's revenues come from footwear (Statista, 2024). So this extension broadens the portfolio through continuing efficiently with the high-performance and lifestyle-based image of the brand.
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Figure 3: Nike revenue generation from sportswear
(Source: Statista, 2024) 
Nike MindMat contributes heavily to Nike's brand by providing for the escalating requirement for available recovery and wellness options. The international wellness economy is expected to at $6.8 trillion in 2024 and the forecasted reach is $9.0 trillion by the year 2028 with a 7.3% yearly growth rate (Global Wellness Institute, 2024). Tools for mental recovery and well-being are prominently increasing with escalated awareness regarding the whole concept of health in this field. McKinsey reports that 82% of American consumers now view wellness as a top or key priority in everyday life, with 73% in the UK and 87% in China having similar attitudes (McKinsey & Company, 2024). It is particularly prevalent among millennials and Gen Z, favouring spending money on mindfulness, health, and recovery products (McKinsey & Company, 2024). Additionally, the MindMat enhances Nike's current digital platforms, including the Nike Training Club app, to boost user engagement through guided routines. Occupying this market space, Nike not only expands its product offerings but also solidifies its focus on innovation and overall athlete care.
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Figure 4: Growth and forecasted projection of the global wellness market
(Source: Global Wellness Institute, 2024) 
[bookmark: _s1qt7l43o5ib][bookmark: _Toc195887296]STP for the New Brand Extension
Segmentation
	Segmentation Type
	Details and Justification

	Demographic
	The selected age group is 18 because this group is the most attentive towards fitness, wellness, and mindfulness (Galante et al., 2021). Any gender is targeted since wellness and stress-reduction are generally appealing. Middle-income people will be focused who will look for affordable, high-value wellness resources. These consumers are price-sensitive, but willing to spend money on health-related commodities. Students, young working adults, and personal fitness trainers who generally have both mental and physical strain are focused.

	Geographic
	Urban and suburban areas in health-driven markets will be targeted, like the US, UK, and Western Europe (Huang et al., 2024). Such areas will have greater fitness and wellness app adoption consistency, greater health trend exposure, and improved access in the Nike store and delivery system.

	Psychographic
	Psychographically, it aims at the health-conscious, eco-sensitive, and mindful persons. They probably will practice yoga, meditation, or stress-relief practices. They will be inspired by recovery, balance, and environmentally friendly life choices (Huang et al., 2024). All these resonate exactly with the features of the MindMat, such as mood-sensitive and eco-friendly materials.

	Behavioural
	The brands will target the digital fitness enthusiasts, home trainers, and users who use cooldowns, stretches, or guided routines regularly (Huang et al., 2024). These consumers want value, convenience, and multi-function systems. QR inclusion with the Nike Training Club app increases digital usage and repeat play.


Table 1: Segmentation groups for the newly suggested brand
(Source: Self-created)
Targeting
Nike employs a differentiated targeting strategy for the MindMat, which will focus on distinct consumer segments. These segments will be aligned with both fitness recovery and mental wellness trends. The primary target groups include office workers, athletes, and wellness-focused individuals. These are such as yoga practitioners and mindfulness enthusiasts. Each of these segments exhibits unique needs that the MindMat addresses effectively. Office workers seek tools for stress reduction and posture improvement during sedentary workdays. Athletes will require structured recovery and breath control tools post-training. The wellness enthusiasts value products that integrate sustainability with mindfulness and movement into daily routines.
Market trends support the decision to target these segments. The global wellness market was valued at approximately $6.8 trillion in 2024. This is projected to reach nearly $9 trillion by 2028 with reflecting a compound annual growth rate (CAGR) of 7.3% (Katherine Johnston, 2024). These insights indicate a rising demand for non-digital by mindfulness-integrated recovery tools.
By offering differentiated features within a single product. Such as visual breathing guidance, mood-responsive cues, and sustainable materials. Nike can effectively engage each segment through tailored messaging and platform-specific promotions. It has been reinforcing its position as a leader in innovative, accessible fitness solutions.
Positioning
For individuals seeking a holistic approach to recovery and mindfulness. The Nike MindMat offers an innovative, sustainable, and guided mat experience. This has seamlessly integrated physical alignment with mental well-being.​
The Nike MindMat distinguishes itself in the wellness market by combining visual breathwork guidance. It also includes body alignment cues and mood-responsive features into a single non-digital mat (Nike, 2023). This contrasts with competitors like Lululemon's The Mat 5mm, which focuses on grip and cushioning. It also lacks integrated mindfulness tools. Similarly, Adidas' yoga mats include a collaboration with Stella McCartney. It has emphasized design and portability, but does not offer features that guide mental wellness practices.​ Priced competitively between £29-£39 with the MindMat is more accessible than premium offerings from Lululemon and Adidas. It has been making it appealing to a broader audience seeking value without compromising on quality. By addressing both physical and mental aspects of wellness. The Nike MindMat positions itself as a unique solution in the market. It has been catering to the growing demand for products that support holistic health practices.
[bookmark: _6esh4zjrveh3][bookmark: _Toc195887297]Customer Personal Profile
	Category
	Details

	Name
	Maya

	Age
	32

	Genger
	Female

	Location
	London, United Kingdom

	Occupation
	UX Designer

	Income
	£45,000 per year

	Education
	University graduate (Bachelor’s Degree in Design and Technology)

	Marital Status
	Single

	Psychographic:
	

	Demographic Profile
	Maya represents a segment of highly educated with professionally employed women living in urban environments. Maya belongs to the millennial generation, which is characterized by a desire for authenticity and an increasing shift toward sustainable and ethical consumerism. Maya's lifestyle prioritizes well-being, health, and environmental awareness. It has been reflecting the growing trends of health-consciousness with mindful living. Living in London allows Maya to access a wide variety of fitness, wellness, and sustainable options, which she leverages to curate her lifestyle.

	Values
	Maya's values are sustainability with consciousness. She has chosen eco-friendly and ethically sourced products in all aspects of her life. Balancing health needs appears to be a crucial integral in daily life.  It has been focusing strongly on emotional and physical wellness. Maya has also been highly committed to personal growth. It also includes grooming. It has been seeking mental, emotional, and physical enrichment. This is through the activities that can be aligned with her values. Meditation with yoga and mindfulness activities can help her achieve health and efficiency.

	Attitudes
	Maya is highly preferring the significance of authenticity. This also includes, in minimalism, the commodities used by her. She ignores excessive complacency and intensely the product. It has been functional and transparent. The benefits are mentioned clearly without being presented as "tech-savvy". She faiths in the significance of mental Wellness concerning practices. This can offer mental clarity and emotional balance to her. Her Wellness schedule demonstrates quality. It also includes simplicity over fleshy trends and unnecessary features.

	Lifestyle
	The lifestyle is maintained by Maya, which helps in balancing her demanding career. It includes daily physical exercise. She participates in HIIT classes and practices yoga. It has been ensuring her fitness mentally and physically. Commuting by bicycle further signifies her eco-consciousness. It has been leading her commitment to a sustainable routine. She aligns wellness with her routine. It has been blending profession with personal growth practices.

	Buying Behaviour
	Maya researches products before making a final decision to purchase. The products reflect her values of minimalism. It also includes that sustainability and quality are preferred by Maya. She agrees to pay a higher amount to purchase the products. Simplicity is preferred by Maya in product design. 

	Aspirations
	Maya aims to lead a life centered on personal Wellness and growth. It has been simultaneously enhancing her physical recovery, quality of life, and mental peace overall. She is attracted to experience in products. It has been helping her to achieve her aspirations in a meaningful and sustainable way.


Table 2: Customer personal profile
(Source: Self-created)
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Figure 5: Customer persona 
(Source: Self-Created)
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	Element
	Details

	Product
	· Sustainable Design: Made from natural rubber with cork and recycled foam. It has been corresponding to Nike’s eco-minded initiatives.
· Breath Zones: A Visual Indication shows the way through structured breathwork for mindfulness and relaxation.
· Body Alignment Grid: This provides a means of keeping users from the dangers of improper use while working.
· Mood Strip: A heat-sensitive strip that gives real-time feedback. It is based on body temperature to track emotional states. (Istikomah et al., 2022).
· Minimalist Design: Functional Performance and the Smart Visual Cues. It is for Ease of Use that the two main points in Minimalist Design are.
· Optional QR Code: Alongside the above optional QR Code provides additional digital user support. These are without relying on mat tech alone by linking to Nike Training Club’s recovery-focused routines.

	Price
	· Price Range: £ 29- GBP 39 priced to be accessible in the wellness market.
· Penetration Pricing: To target new wellness consumers in hopes.  It also enhances by bringing them in to try at a competitive price.
· Psychological Pricing: Pricing for Psychological Pricing or pricing to a wider audience just below the £40 mark. It has yet to retain value.
· Value-Based Pricing: The functional benefits include sustainability and mindfulness features. The value-based pricing offers at a reasonable price when compared with tech mat (Yusuf and Matiin, 2022).

	Place
	· Nike.com & App: Available globally for easy online access and purchase.
· Flagship Stores: Sold in Nike stores in their key Cities in London, Tokyo, and New York as Flagship stores to allow for in-person experiences.
· Select Retailers: It is available in high-end retailers such as Selfridges, John Lewis. It has been targeted across Britain and further across the world.
· E-Commerce Platforms: Amazon and Thrive Market. E-Commerce Platforms: This is available for online shopping of products and services related to wellness.
· Omnichannel Availability: This is for the wide accessibility of the customers through both online and physical retail channels. The channel line with the current consumer shopping behavior (Wichmann et al., 2022).

	Promotion
	· Influencer Partnerships: Collaborations with fitness and wellness influencers. It has been showcasing the MindMat through breathwork and wellness routines on social media platforms.
· Social Media Ads: These can be used to highlight the mat’s benefits and features using Social Media Ads.
· Nike Training Club Integration: Nike Training Club Integration: Provides placeholder content through a branded Nike Training Club app around recovery-focused content.
· Email Marketing: Target the Nike members with emails concerning sustainability, recovery of MindMat (Sirajuddin et al., 2023).
· In-Store Promotions: Interactive demo areas in stores to offer the breath zones and the mood strip for the customers to have an experiential view of the product.
· Slogan: “Breathe. Align.” The core message of the mat in the form of “Recover.”, which appears on marketing material alike.

	People
	· Wide Audience: Between its attractive target audience: Athletes, Beginners, Wellness Consumers.
· Staff Training: MindMat Features and Benefits Demonstration: Staff training will be given to Nike store staff who will be able to demonstrate the MindMat’s features and benefits.
· Customer Service: Product queries, care instructions, QR code access, and recovery routines support provided for Customer Service (Othman et al., 2021).
· Community Engagement: Nike will leverage its network of coaches and ambassadors to aid users in achieving maximum results on the MindMat and promote connection and loyalty.

	Process
	· Seamless Purchase: Online platforms with easy navigation and clear product information for a frictionless shopping experience.
· QR Code Packaging: Packaging will include a QR code that links the viewer to tutorials, app content, as well as further information to further expand the user experience.
· User-Friendly Design: The mat’s minimalist design and sizing are user-friendly and will minimize the situation of returns.
· Feedback Loop: The user feedback in an app-based product is synonymous, to some extent, with a feedback loop that can be fed into improving the next iterations of the product.

	Physical Evidence
	· Visual and Tactile Design: The mat’s sleek, environmentally friendly packaging reinforces quality and branding and supports visual and tactile design.
· Branding: The Nike logo is both on the product and on the packaging, reinforcing brand recognition (Ho et al., 2020).
· Alignment Grid: The function of the built-in alignment grid but also to be a major visual for the mat’s quality.
· Heat-Sensitive Mood Strip: It adds both functionality and design value by interesting the user with real-time feedback.
· In-Store Displays: Demonstration of working Air Zones and mood strips in each Nike store, allowing the customer to test the product first-hand, reinforcing the brand's credibility and innovation.



The Nike MindMat marketing mix strategy integrates across several user segments through innovation, sustainability, and well-being. Various eco-friendly materials, guided recovery features, and minimal design are designed around the product for a group of health-conscious consumers (Hanaysha et al., 2021). Accessibility over multiple touchpoints, along with its competitive pricing provided through the omnichannel distribution of its products. The seamless purchasing process and nice customer support, the promotion which includes influencer partnership, social media, and app integration, improve the overall user experience. Interactive demos, in-store and online presence, complement its brand identity and credibility, putting the brand on solid ground when pitching Nike’s brand and commitment to health and performance.
[bookmark: _72a8v6u6obh8][bookmark: _Toc195887299]Conclusion
The Nike MindMat has the core of Nike’s brand of performance, innovation, and sustainability in a strategic, thoughtfully presented brand extension. In a sense, Nikecano targets a wide consumer base that is interested in physical recovery alongside mental well-being through tapping into the large wellness markets. The integration of digital platforms and the product’s combination of sustainable materials and functional design make it appealing to wellness-focused individuals. To see long-term success, Nike should continue to innovate in this space using its strong branded reputation while meeting the changing needs of health-conscious consumers. Nike is ready to lead the way in holistic wellness solutions with the MindMat.
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Global Wellness Economy Market Size and Growth Projections, 2017-2028
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