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[bookmark: _Toc226930906]Element 1: Brand Extension Overview (Poster Explanation)
In an increasingly dynamic and technology-driven marketplace, organisations are compelled to innovate. The proposed Nike Smart Fitness Bracelet is a brand extension of the brand designed to maintain a competitive position by creating a new product and capturing a larger market share. Brand extension is one way in which a firm can use the existing brand equity to penetrate new lines, and the positioning of Nike in the realm of performance and digital engagement makes the introduction of a product in the wearable technology market cohesive and strategically aligned. The bracelet will be a high-performance, sleek wearable that can effectively monitor key health indicators and provide AI-based coaching, which is designed to be simple and affordable, bridging the gap left by sophisticated and costly smartwatches. This extension comes at an opportune time considering the fast-growing wellness market, estimated at 1.8 trillion, and the market opportunity in wearable technology that is growing due to the adoption of digital technologies and the rise of health concerns (McKinsey & Company, 2024). But market growth is not enough and a successful product must deliver perceived value and engagement instead of just functionality (Shei et al., 2022). Wearables may have a positive impact on behaviour but their uptake depends on cognitive and motivation components (Ferguson et al., 2022). By merging with its digital environment, specifically gamified features, Nike engages more and excels loyalty (Lopes et al., 2025), whereas sustainability supports brand value even more.
[image: ]
Figure 1: Nike's DTC
(Source: Statista, 2025)
[bookmark: _Toc226930907]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP)
[bookmark: _Toc226930908]Segmentation
Effective segmentation is one of the essential elements that contribute to the creation of an effective marketing strategy, as organisations can find and address certain groups of consumers by offering specific options. With the Nike Smart Fitness Bracelet, segmentation may be performed based on the use of such dimensions as demographic, geographic, psychographic and behavioural, which will allow reviewing the needs and preferences of consumers and offering valuable insights. Demographically, the target market is made up of people who are between the ages of 18 and 40; this is a group that is not only technologically savvy, but also actively involved in fitness related practices. Such a group tends to have an average level of disposable income, so they are open to average wearable devices. The geographic approach focuses on the urban population of the developed and in-developing markets where the digital infrastructure and fitness culture are already robust. It is necessary to note, though, that geographic segmentation will not be enough since wearable technology market consumer behaviour is more lifestyle- and psychologically based. The segmentation based on psychographics is especially important, as it targets the consumer targeting health-conscious, goal-oriented, and self-improvement motivated consumers. Such people will have an increased inclination to use wearable products as solutions to the improvement of their physical training. This analysis can be further refined with behavioural segmentation as it targets individuals that do regular physical exercises, use fitness apps and value data-driven insights. According to research conducted by Ferreira et al. (2021), wearable technology increases the consumer interaction and engagement, a fact that strengthens the need to focus on users who are already pre-disposed to digital fitness solutions.




Table 1: Market Segmentation Overview
	Segmentation Type
	Key Characteristics

	Demographic
	Age 18–40, middle-income, digitally literate

	Geographic
	Urban, developed and emerging markets

	Psychographic
	Health-conscious, goal-driven, tech-savvy

	Behavioural
	Regular exercisers, app users, data-oriented


[bookmark: _Toc226930909]Targeting
Nike adopts a differentiated targeting strategy, focusing on young professionals and fitness enthusiasts who are seeking a balance between performance, affordability, and convenience. This segment is particularly attractive due to its high engagement with digital technologies and its increasing investment in health and wellness. From a strategic perspective, this targeting approach is supported by the growing demand for wearable devices among younger consumers, who are more likely to integrate technology into their daily routines. However, this strategy must be critically evaluated, as the wearable market is highly competitive and saturated with established brands (Statista Research Department, 2025). While targeting a broad segment may increase market reach, it also intensifies competition. Therefore, Nike must ensure that its value proposition is sufficiently differentiated to attract and retain customers.
[image: ]
Figure 2: STDP Framework
(Source: Self-Made)
[bookmark: _Toc226930910]Differentiation
Differentiation is a key driver of competitive advantage, especially in a technology-intensive market like the one dominated by Apple and Fitbit. The Nike differentiation strategy is founded on three main pillars including brand identity, affordability and integration into an ecosystem. To begin with, Nike has an excellent brand equity in its association with athletic performance which offers it a distinct positioning that its competitors can hardly imitate. Secondly, the price concern targets a wide gap in the market with most of the wearable devices being distributed at a high price tag. Thirdly, its blending into the Nike digital ecosystem increases the user experience by delivering an integrated and interconnected platform. Nevertheless, sustainability of this differentiation strategy is to be viewed critically. Affordability can bring customers on board but will restrict profit margins and could also influence the perceived quality. There are also a lot of rivals who keep innovating thus in the future even Nike offer might become a bit of a commodity. The wearable devices would have to keep on changing as proposed by Shei et al. (2022) to be relevant in the market.
[bookmark: _Toc226930911]Positioning
Nike Smart Fitness Bracelet is marketed as a low-priced, utility-based, and wearable device that specifically targets the everyday users and does not focus on elite users (Shei et al., 2022). This kind of positioning becomes more stressed on convenience and accessibility so that consumers who might be put off by the complicated/expensive smartwatches can get the advantages of the technology of fitness tracking. The product is also simplistic, emphasizing the minimum functionality to match consumer preferences of practical and user-friendly devices as the primary adoption influencers in the wearable market (Zhang and Mao, 2023). Additionally, its connectivity to the digital ecosystem of Nike supports their ability to be more connected and engaged with their users so they are able to enjoy customised coaching, monitor progress, and get to experience gamified workouts. The approach to positioning, grounded in this ecosystem, enhances the user experience, as well as deepening brand loyalty and value creation (Lopes et al., 2025).
Table 2: Positioning Framework
	Element
	Description

	Target Market
	Fitness-conscious individuals

	Category
	Wearable fitness device

	Core Benefit
	Affordable AI-driven tracking

	Differentiation
	Nike ecosystem and brand strength


This marketing plan is in line with the expectations of consumers and it serves to support the brand image of Nike as an innovative brand and a performance-style brand.
[bookmark: _Toc226930912]Element 3: Marketing Mix (4Ps)
[bookmark: _Toc226930913]Product
To provide a narrow and user-focused wearable experience, the Nike Smart Fitness Bracelet has the ability to deliver innovative features, including health monitoring and AI-based coaching. This product takes a simplified approach in comparison to complex and even overboard features on premium smartwatches, which raise the usability and accessibility. Such a strategic move is a sign of an excellent grasp of the consumer preferences with several people opting to use devices that are practical and easy to use instead of one that is technologically rich. Studies show that the modern notion of perceived ease of use and usefulness is one of the decisive factors in the adoption of wearables, supporting the significance of this model (Zhang and Mao, 2023). Moreover, the increased value of AI coaching can add personalised insights, which can increase motivation and foster behavioural change. The use of wearable devices was found to have a positive impact on physical activity in combination with the feedback process (Ferguson et al., 2022). however, the product will succeed based on its reliability, accuracy, and the fact that it will offer a smooth user experience. Inconsistency of the information in the matter of tracking or connectivity can make the consumer lose trust. Also, integration with the Nike digital ecosystem (including Nike Run Club) adds value to the product, providing an interactive and interconnected experience. This is a movement towards the increased significance of ecosystem-based approaches in digital markets where value is generated by a network of connected services (Götz et al., 2022). The future of wearable technology is in terms of seamless integration and user-friendly design, as proposed by Pearl et al. (2025); it means that there will have to be consistent innovation to keep it competitive.
[bookmark: _Toc226930914]Price
The pricing policy follows the penetration approach, and the Nike Smart Fitness Bracelet is presented as a affordable alternative to the high-end wearable devices (Zhang and Mao, 2023). With a medium-to-low price, Nike expects to capture more customers especially those who are price-sensitive and maybe locked out of the high-end market.



Table 3: Pricing Comparison
	Brand
	Price Level
	Market Position

	Apple
	High
	Premium

	Fitbit
	Medium
	Mid-range

	Nike
	Medium-Low
	Affordable


This plan facilitates quick market entry and ease of access which is highly significant especially in a competitive and expanding market. Nonetheless, it however, this approach presents several challenges. The reduced prices can decrease the profit margins and have a detrimental effect on the image of adequate product quality without the strong branding and performance (Zhang and Mao, 2023). Most importantly, Nike should be able to guarantee that the product is able to provide a considered value to its positioning. Although pricing is competitive, consumers might also make comparisons against the product with pricey options and Nike must focus on performance, reliability and integration to the ecosystem. Consequently, the pricing policy should be very well regulated in order to reconcile the aspects of accessibility with the value that customers attribute to it, without weakening the brand image of superior quality.
[bookmark: _Toc226930915]Place
The Nike Smart Fitness Bracelet distribution strategy is based on using the widespread international network of retail and digital outlets that Nike has established to reach as many people as possible and make the product as convenient as possible. Thanks to the application of physical and online stores, Nike guarantees a broad spectrum of products available alongside the boost of customer experience (Zhang and Mao, 2023). The physical retail stores enable customers to have physical contact with the product, especially in wearables where comfort, functionality, and style are key factors when making a purchase choice. At the same time, digital channels are essential to reach the market and have a direct-to-consumer connection. With e-commerce stores and mobile apps, Nike ensures the smooth process of buying the product and incorporates it into the larger digital ecosystem (Dominguez, 2023). It has been demonstrated that digital platforms can greatly benefit customer interaction and value creation, which justifies the significance of the platforms in the current marketing practices (Götz et al., 2022). Nevertheless, the aspect of digital distribution brings problems like the existence of stiff competition and the necessity to keep pace with the technological advancements. As well, the global distribution demands the adjustment of the distribution to the regional diversity of the consumer behaviour and technological preparedness (Standaert, 2022). Hence, Nike should strike a balance between standardisation and localisation in order to be effective in different markets.
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Figure 3: Marketing Mix (4Ps)
(Source: Self-Made)
[bookmark: _Toc226930916]Promotion
The marketing approach of the Nike Smart Fitness Bracelet is based on digital marketing, collaborating with influencers, and the idea of experiential branding to become closer to modern consumers (Nia, 2023). The high visibility of Nike on the social media platform, as well as the involvement of athletes, is a potent way of establishing credibility and supporting the performance-based brand image. Campaigns based on influencers will be specially useful regarding younger and more tech-savvy consumers who have a high sensitivity to peer-based content and online interaction (Shei et al., 2022). In addition, gamification has greatly facilitated interaction and loyalty to the company brand when it is incorporated into the Nike digital applications so that they become more interactive and personalised experiences (Lopes et al., 2025). This corresponds to studies indicating that action towards wearable technology adoption is driven not only by functionality gains, but also by emotional and motivational factors (Zhang and Mao, 2023). Moreover, digital ecosystems can be used by the brand to establish the relationships on the program of continuous interaction with the customer even after the first purchase, and develop over time (Götz et al., 2022). But the growing congestion of digital advertising is a serious predicament, the consumers might feel type weary and less receptive. Thus, Nike needs to be a constantly innovative company by using personalised and interactive marketing appeals to remain effective and differentiated (Shei et al., 2022).
[bookmark: _Toc226930917]Element 4: Reflection
I have gained significant insights about the intricacies of brand extension and modern marketing through the development of this marketing strategy. It has been among the biggest lessons to know that when developing a new product, one needs to make it fit with the current brand that an organisation has been working on. The Nike Smart Fitness Bracelet, in this instance, depicts the clear demonstration of how a good consistent brand extension can impact the overall segmentation of the brand as well as spawning new growth prospects in the related markets. I now recognise that, in the absence of this alignment, brand dilution is possible that can adversely impact consumer perception and long-term competitiveness (Broussard-Goldsmith, 2024). Another key insight is is the vital role of knowledge of consumer behaviour in the development of marketing strategies. The functional advantages of wearable technology are not the only factors that drive its adoption but impacted by emotional involvement, motivation, and perceived usefulness (Zhang and Mao, 2023). Secondly, it was found that wearable devices could have a beneficial effect on behavioural change, especially when it offers feedback and goal-setting functionality (Ferguson et al., 2022). This has enabled me to understand the need to focus on holistic approach to product development which incorporates both the technological features and experience to the end user.
STDP and marketing mix frameworks application have tremendously improved my analytical and strategic thinking capabilities. These frameworks helped me with an organized engagement in target markets identification and formulating proper strategies. Nevertheless, balancing between theoretical ideas and practice also presented me with a challenge, especially considering critical assessment of real-life market conditions. This is indicative of the intricacy of contemporary marketing in which strategies need to keep up with the changing environment (Götz et al., 2022). Concerning the area of improvement, I realize that I need to add more quantitative data and, perhaps, primary research that will add depth and credibility to my analysis. I also hope to become better at managing my time and critically analyzing my work to come up with more refined and evidence-based work next time. Altogether, this assignment has contributed to my professional development by making me more aware of the marketing strategy, consumer behaviour and digital innovation. It has also emphasized the necessity of learning on an ongoing basis and flexibility within an ever competitive and technological business world.
[bookmark: _Toc226930918]Conclusion
NIKE Smart Fitness Bracelet is a strategically viable and new brand extension, as it will be in line with the aligns well with current market trends. Nike has a good opportunity to penetrate the wearable technology market due to its strong brand equity and digital ecosystem. The effectiveness of this strategy will however hinge on how well Nike will be able to differentiate its product, better present a strong value proposition, and evolve with the moving competitive environment.
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NIKE SMART FITNESS BRACELET: A
STRATEGIC BRAND EXTENSION

INTRODUCTION

Nike is a global leader in sportswear with strong brand equity
and innovation capabilities. The rapid growth of the wearable
technology market, valued at over $60 billion in 2024, creates
a strategic opportunity for Nike to expand into digital fitness
products (Grand View Research, 2024).

BRAND EXTENSION

The proposed Nike Smart Fitness Bracelet is a wearable
innovation designed to track key health metrics such as
heart rate, steps, and calories, while delivering Al
powered coaching through seamless integration with
Nike's digital ecosystem. Rooted in Nike's performance
heritage, it extends the brand's commitment to
empowering athletes of all levels through accessible,
technology-driven solutions. The product targets a
broader fitness audience than premium smartwatches,
offering a simpler, more focused experience at a more
affordable price point, while reinforcing Nike’s identity
as a leader in connected, everyday athletic
performance.
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BRAND EXTENSION AND CURRENT TRENDS

The global wellness economy is valued at $1.8 trillion, with 82%
of consumers actively prioritising health and wellness,
indicating strong demand for fitness-related products
(McKinsey & Company, 2024). Moreover, the market of
wearable technologies is also growing at a very rapid pace due
to the rise in the use of digital health solutions and lifestyle
(Statista, 2024). The fitness trackers have a significant market
portion in the wearable and growing consumer usage of real-
time health monitoring (Market Growth Reports, 2026),

Investor & Customer Value

For investors, the Nike Smart Fitness Bracelet offers entry into a high-growth
wearable market (18% CAGR) with strong potential for revenue diversification and
ecosystem expansion (Grand View Research, 2024).

For customers, it delivers affordable, performance-driven tracking integrated with
Nike's digital platforms, creating added value through motivation, personalisation,
and brand experience—beyond purely functional wearable devices.

Fitness Tracker Market Size 2025 to 2034 (USD Billion)
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BRAND EXTENSION AND SUSTAINABILITY

The bracelet is made of recycled materials and
energy-efficient design, which abides by the
increasing demands of consumers with sustainable
products. This indicates broader industry trends of
having an environmentally responsible  innovation
(Market Growth Reports, 2026)

CONCLUSION

The Nike Smart Fitness Bracelet represents a strategic brand
extension that leverages Nike's strong brand identity and digital
ecosystem.

It addresses a clear market gap by offering an affordable,
performance-driven wearable, while enhancing customer
engagement and supporting long-term growth.
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