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Executive Summary
This portfolio is based on the evolution of a new brand idea, Nike x Michael Jackson "Moon Shoes" that combines the performance innovation and arts. The project is aimed at the development of an integrated marketing plan with the application of the Segmentation, Targeting, Differentiation, and Positioning (STDP) concept, dance fans, innovative performers, and sneaker collectors are the target people. The brand is supported with exclusivity and emotional appeal, the use of premium value pricing strategy, and selective distribution. The 4Ps marketing mix incorporates the innovative product design, effective pricing, experience retailing, and electronic promotion campaigns like the current one, #MoonYourMove. The marketing argument accentuates the role of the gap between performance footwear and artistic movement with the help of which the product fulfils the meaning of individuality and freedom. Lastly, individual learning outcomes were measured under the reflective cycle by Gibbs, which focuses on attaining the creative, critical analysis and communication skills that would combine into future brand strategy and marketing innovation.
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[bookmark: _Toc212922515]Introduction 
In this portfolio, a brand-building strategy will be developed for a new limited-edition Nike product, the Nike Michael Jackson Moon Shoes. This is aimed at developing a detailed analysis that will promote a high-profile product launch and address the gap between Nike's performance heritage and cultural nostalgia, and between innovative performance and support for the company's performance heritage. The following analysis explains the company's situation, its market relevance, the segment structure, the selected target, distinguishing points, and the positioning to be adopted at launch. 

[bookmark: _i92keg56ao17][bookmark: _Toc212922516]Element 1: STDP Analysis 
[bookmark: _6wyv8uutyxl3][bookmark: _Toc212922517]1.1 Overview of the company 
NIKE, Inc. is a multinational sports footwear and apparel brand known for innovation, long-term partnerships, and strong direct-to-consumer online platforms (Nia, 2023). It has a broad global presence across retail, wholesale, and digital channels, enabling premium, limited, and collaborative projects to scale quickly. The existing community, the brand has created through its community initiatives like Nike Members, SNKRS, and experiential retail sources such as flagship stores and pop-ups, offers the most appropriate framework for releasing an emotionally sound, yet technically sophisticated product: the Moon Shoes. According to the report by Davies (2024), NIKE generated revenue of about 46.31 billion U.S. dollars in the year ended May 2025, indicating a decrease compared to the previous year by around 10%.  
[image: ]
Figure 1: Global revenue of Nike, by year
(Source: Davies, 2024)

[bookmark: _k1u7f2e2lret][bookmark: _Toc212922518]1.2 Concept of the proposed brand 
The Nike x Michael Jackson Collection is a limited-edition line that combines Nike's engineered products with Michael Jackson's cultural heritage. The core customer value will focus on the freedom of movement, the ability to walk backwards as if moonwalking, and the performer's identity, so the consumer feels like a stage performer every time they wear the shoes. 
The tagline of the product will be “Feel like a performer—where rhythm meets innovation”, where customers can create their own identify with style. The real item is the combination of a seamless metallic silver and black design and iconic packaging, including a holographic MJ silhouette box, with the micro-glide sole that provides backward motion control and high hold to prevent slipping. The idea is built on the strategies of appealing to nostalgia, associating with a celebrity, and creating an experience shop to develop a high-end cultural artefact. 
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Figure 2: Product prototype
(Source: Self-developed)

[bookmark: _7a68q83myb8k][bookmark: _Toc212922519]1.3 Market relevance and current consumer trends
Moon Shoes is relevant, as the sneaker market is large and the industry is projected to be close to or above 106.6 billion dollars by 2027, indicating continued growth (Tcholakova, 2025). 
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Figure 3: Global value of the sneakers market
(Source: Tcholakova, 2025)
Apart from that, nostalgia marketing has become a strong tool, with collaborations with celebrities and limited drops popular in sneaker culture to create a strong premium, enabling the culture to contribute to commercial benefits as cultural capital. The addition of cutting-edge performance elements and nostalgia, along with limited-edition units, aligns the product with performance purchasers and collectors (Saviolo, 2025). 

[bookmark: _z9aoojsv1r7][bookmark: _Toc212922520]1.4 Segmentation analysis
The target market for Nike is defined by demographic, psychographic, behavioural, and geographic factors.
	Demographic
	The demographic range is primarily 18-45, male-skewed, with excellent female performance, fashion, and collector culture interests; relatively elite income, like customers who can pay PS250-PS300.

	Psychographic
	Identity seekers and culture-creators- fans of music and dance, fashion fans who want to play with trends, nostalgia and like cultural iconography.

	Behavioural
	Sneaker collectors or resellers, the first to get the newest technologies' limited drops, content creators on social media platforms, live events, and dance community boosters.

	Geographic
	Urban or metro hubs with the highest sneaker culture, including Los Angeles, London, Tokyo, Seoul, and major European capitals, have been chosen for their ability to amplify hype and drive experience activations.


[bookmark: _pwvhea8rml22]
[bookmark: _Toc212922521]1.5 Target market identification
The main target market is individual 18-35-year-old, culturally aware shoppers who integrate the desire to dance or music and wear street style clothing, as well as collectable sneakers. They are digital natives who are present on TikTok or Instagram, have fandoms or communities, and are ready to spend high prices on limited collabs to boost social status (Florida, 2022). Apart from that, older MJ fans and collectors (35-45) who like memorabilia and are driven by emotional attachment and genuineness. 
[bookmark: _3ti9hiiwekya][bookmark: _Toc212922522]1.6 Brand differentiation strategy
The brand differentiation strategy will involve segmenting markets according to product features and prices: product features represent the innovation dimension, and product prices denote the cost dimension. Moon Shoes will be based on three pillars:
Performance-led innovation: Micro-glide sole proprietary technology that allows the shoes to move backwards safely and with control, which is an innovative concept in engineering (Seçkin et al., 2023).
Cultural authenticity and narration: Authorised or approving adaption of the aesthetics and story of Michael Jackson in design, packaging, and workshops which reach into emotional depth.
Experiential scarcity: Capped releases, online drops via apps, pop-up Moonwalk Zones, and online dance classes that transform the buying process into an experience. 
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Figure 4: Planned design wireframe with specification
(Source: Self-developed)
This combined build a value chain which includes technical utility, emotional meaning and experiential access that makes Moon Shoes stand out from the typical celebrity dropped products and truly fashion-driven products.

[bookmark: _4b19zhy5szb4][bookmark: _Toc212922523]1.7 Positioning strategy
The positioning strategy for Nike x Michael Jackson Moon Shoes is a high-end, limited-edition shoe that combines innovative movement technology with Michael Jackson's performative heritage, making wearers feel like performers onstage or on the street. The following perceptual mapping shows that the Nike x Michael Jackson Moon Shoes holds both high innovation and high emotional value, which is evident from its position in the top-right quadrant. Although Nike Air Jordan holds a strong heritage-based appeal, Moon Shoes stand out as an innovative one through music and dance-inspired emotional aspects, combining technology and art with it. At the same time, Adidas Yeezy has cultural specification but has limited advanced performance technology post-Kanye collaboration (Twohey, 2023).
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Figure 5: Perceptual mapping
(Source; Self-developed)
[bookmark: _qg4zjuj4gigh][bookmark: _Toc212922524]Element 2: Marketing Mix of Nike’s Michael Jackson Moon Shoe 
[bookmark: _vomeks5raj5r][bookmark: _Toc212922525]2.1 Product strategy
	Product
[image: ]
	
The Nike x Michael Jackson "Moon Shoes" represents the process of innovation and creative storytelling of Nike that combines performance technology with the artistic heritage. The core customer value is the opportunity to move freely and dance or moonwalk without any problems, and to make people feel that they are performers who express their rhythm, individuality, and fashion.

	Features
[image: ]
	
The key product features a seamless metallic silver-black, which is based on the performance attire of the Michael Jackson signature outfit, imitating the famous moonwalk of Jackson. It combines micro-glide sole technology, which enables moving backwards in smooth motion, making it comfortable and stylish for the young generation (Apps et al., 2022).

	Packaging
[image: ]

	
The pairs are branded as Nike x Michael Jackson Collection and packed in a limited-edition shoe box hologram with the silhouette of Michael Jackson.

	Additional offerings
[image: ]
	
The augmented product also increases the satisfaction of the customer by adding Value-added services like a 1-year warranty, free dance classes online and after-sales services via the Nike App, where customers can find advice on maintenance and choice of payment methods like Klarna or PayLater.


The innovative design and technical excellence demonstrate the desire of Nike to be innovative and high-quality. Premium performance construction that has reinforced sole grip as well as sustainable materials gives comfort, safety, and longevity. 

[bookmark: _k4xjjitamrn3][bookmark: _Toc212922526]2.2 Price strategy
Nike will implement the Premium Value Pricing strategy on the Moon Shoes and place them as a luxury performance collectable in the sneaker market worldwide. The product will come with a Premium Pricing location strategy by first launching with a high price to create an impression of exclusiveness and technological development before a slight decrease in price due to the hype after the first time (Xia, 2023). Its retail price will be between PS250 and PS300 a pair, and the psychological price will be PS299. This number is not only a symbol that helps to preserve the feel of exclusivity, but also remains below PS300, which has proved to be a successful pricing strategy in promoting luxury goods. The reason behind using a premium pricing strategy is its brand equity, where Nike's and Michael Jackson's partnership creates the impression of nostalgic and emotional worth. The high-level micro-glide sole, high-end workmanship and the special edition design contribute to the value of the product among target customers (Huang et al., 2025). Apart from that, there are similar products such as Nike Air Jordan partnerships or Adidas Yeezy that show that consumers are willing to pay high prices as a result of innovation endorsed by celebrities. In order to target customers, providing additional services, like being the first to get Nike Members and MJ fan clubs, will make people loyal to the brand while helping to create early demand and buzz within the community.

[bookmark: _uk5bzgnuj8v4][bookmark: _Toc212922527]2.3 Place strategy
The distribution and placement approach of the Moon Shoes by Nike includes selective supply and experience-oriented distribution, which is related to the prestige-based marketing of the brand. The change to online distribution can be driven by the Nike digital ecosystem, Nike.com and the SNKRS App that serves the digital followers of the brand (Champaneri and Jain, 2021). The drop system of the SNKRS app will create a sense of anticipation, whereas the unique digital storytelling and the addition of augmented reality try-ons will increase the user experience. The chosen high-end e-commerce partners will work with the small allocations to increase global accessibility. The offline distribution strategy will be the Nike flagship outlets and elegant boutiques that are situated in the global fashion and music capitals like Los Angeles, Tokyo, and London. The search for this selectivity of distribution means that the product can be in the prestige and lack of supply, which attracts premium customers and collectors (Brenk et al., 2025). The customer experience will be further enhanced by the presence of pop-up experience stores, whereby customers can experience the shoes in a dance-themed setting as the Moonwalk Zones. The sportswear brand will cooperate with dance studios and MJ tribute events as well to provide live presentations and small local events. This experiential approach is a multi-channel marketing strategy that boosts the brand story of Nike, strengthening the relationship between innovation, creativity, and motion, and keeps the company desirable across the world due to exclusivity (Тerentieva et al., 2025).

[bookmark: _k4ch3obgolt9][bookmark: _Toc212922528]2.4 Promotion strategy
The mission statement of the advertisement for Michael Jackson Moon Shoes by Nike is to create a strong emotional attachment among consumers in the presence of music, movement, and heritage. The main message is a phrase, namely Moon Your Move, that integrates the concept of empowerment, rhythm and performance to urge the consumer to be creative and playful enough to embody the confidence and style of Jackson. Digital Marketing strategy, the brand can use social media, including Instagram, TikTok, and YouTube, to upload dance challenges in short videos, influencer posts, and backstage videos of product development (Baker and Baker, 2023). The sneaker will be associated with the dance and streetwear scenes around the world through the use of user-generated content driven by the hashtag campaign and will be named MoonYourMove. 
Apart from that, influencer collaborations with celebrities and artists like famous dancers, musicians and creative influencers will increase the reach and sincerity of the campaign. In the new product launch, pop-up events, virtual experiences, and holographic advertisements can be recreated with the iconic moonwalk of Michael Jackson, in the major cities that will combine the element of nostalgia with the use of the new technology. Along with that, press releases, NFT collectables in limited editions, and the generation of buzz in both fashion and music media channels will be helpful for exclusive previews (Chen, 2024). With this combined promotional strategy, Nike can make the Moon Shoes not a product but a culture that is interesting for performance athletes, as well as to music fans or people who seek premium and innovative collections.

[bookmark: _rzadrywb40pi][bookmark: _Toc212922529]Element 3: Marketing Strategy Pitch 
The marketing strategy pitch of Nike is illustrated below.
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[bookmark: _wjx0v513efv2][bookmark: _Toc212922530]Element 4: Reflection 
In order to reflect on the learning experience, using the Gibbs Reflective Cycle will be helpful to identify strengths and areas for improvement in the marketing field.
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
Figure 6: Gibbs Reflective Cycle
(Source: Channell, 2023)
Description
It was an initiative to create a new brand concept, Nike x Michael Jackson "Moon Shoes", and build a complete marketing plan with the help of an STDP analysis, marketing mix, and promotional pitch. Involving oneself in a project to establish a different brand image may allow individuals to become more efficient in excelling in the marketing setting (Wang et al., 2024).
Feelings
At the beginning, I was enthusiastic but confused by the idea of including a celebrity-based concept in the performance-related image of Nike. However, as this project went on, I gained more confidence in my ability to match creativity with the theory of strategic marketing. Training the pitch gave me some level of anxiety regarding the ability to deliver convincingly in a limited period, but I was proud to successfully construct a coherent, interesting story.
Evaluation 
The project was good with the interlinking of creativity and analysis. I was able to use theoretical models, including segmentation, targeting, and positioning, to find and learn more about the target audience. The marketing mix enabled me to establish the harmony of the product innovation, high pricing, and experience promotion. In that case, having strong time management and marketing pitching skills is also integral to achieving success in both academic and professional areas (Khristi et al., 2022). I, however, realised the difficulty of balancing the emotional appeal and commercial feasibility. The pitch made my presentation of significant points much easier, but not all the financial possibilities were involved because of time constraints.
Analysis
The application of the framework, as proposed by Gibbs, made me appreciate each step of the branding process in terms of the deeper learning. I realised that emotional branding, particularly when attributed to popular celebrities such as Michael Jackson, is capable of boosting consumer attachment, although it would need a lot of ethical and cultural sensitivity. It was also through the process that my knowledge of the global positioning of Nike and how exclusivity and innovation make its brand equity was enhanced. Apart from that, the pitch preparation can improve the knowledge on designing, narration, and verbal communication skills that would be necessary in a marketing situation (Khalifa, 2024).
Conclusion 
This project helped to reinforce my belief in using marketing theory in brand development practice. After the completion, I understood the need to match creativity with consumer understanding and evidence-based decision-making.
Action Plan
In future applications, I would like to use primary research to confirm assumptions and increase authenticity. I will also work on time management skills and rehearsal presentations to make more effective and evidence-based pitches.
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