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[bookmark: _Toc215145764]Element 1: STDP Analysis for a New Brand Concept 
[bookmark: _Toc215145765]1.1 Introduction to the Company
Nike is one of the international sportswear and athletics performance companies that has its innovation, technological expertise and high capacities of emotional marketing. As the consumer trends shift to individually optimised health, the inclusion of digital fitness and wellness-based consumption, Nike has opportunities to spread the new market beyond the old athletic wear (Arif Aytekin et al., 2025). This is a Nike proposal of a new brand, Nike Pulse, the super smart wellness footwear line, yet their proposal targets non-athletes, professionals, and other wellness-conscious customers.
[bookmark: _Toc215145766]1.2 Concept Behind the New Brand
Nike Pulse is also a product that combines the functions of an intricate wearable sensor and ergonomic footwear with the aim of enhancing wellness in the daily life of a consumer. Compared to Nike shoes that serve as the sport-oriented performance shoes in which sportswear is the target market, Nike Pulse serves the consumers in the new field of smart lifestyle footwear with biometrics, such as the number of steps, had taken throughout the day, the posture, the point of pressure, fatigue, hydration, and balance stability (Chakrabarti et al., 2022). The thought bodes well with the increased understanding and emphasis on well-being, preventive health care, and personalized digital knowledge, as individuals are increasingly self-aware, working around their schedules, leading an unhealthy lifestyle, and increasingly health-conscious in nature.
The brand reacts to the new tendencies such as:
1. Software: Jack of all trades, self-tracking, and the growth of digital health wearables.
2. Shift to preventive health and not re-tractive medical care.
3. Demands of trendy products include fashionable products that include trendy and practical.
4. Increasing concern about work-life balance as movement optimisation and hybrid.
[bookmark: _Toc215145767]1.3 Why the New Brand Appeals to Today’s Market
The smart wellness market has an ever-increasing tendency, and individuals are willing to use products to manage their stress and posture, the degree of physical activity, and health. However, most of the wearables available (e.g., smartwatch) measure scarce data at the wrist and do not provide biomechanical data where most of the physical load is produced i.e. feet (Chaturvedi and Verma, 2024). This is where Nike Pulse will come in as the product will be offering a useful health information without the need to add any other devices.
The brand also concurs with the consumer behaviour trends, which consists of:
• The advent of whole health management where the consumer wants seamless applications.
• The rising inclination to embrace the non-invasive technology in order to avoid using gadgets which are overbearing or uncomfortable.
• The necessity of luxury life-related items that are cool and trendy (Garcia, Saied and Hedayatipour, 2022).
Because Nike already has a performance testing and design innovations and athlete credibility in its research, the sub brand of wellness is a natural and strategically rational move.
[bookmark: _Toc215145768]1.4 Segmentation
Applicable market segments that can be applied in relation to Nike Pulse are demographic, psychographic, behavioural, and lifestyle variables, and these include:
1. Young Professionals (25–40 years): The urban workers who are also office workers and more health and technology-conscious are the main composition of this category (Jiangang Chen, 2024). They want the convenient, technological solutions that would help them to be mobile in their daily lives and have healthier people.
2. Amateur Moving Fitness Novices: These are individuals who would wish to have health lifestyles but do not enjoy sports. They are greatly drawn into straight-forward, led actions and facilitating technology that provides wellness with a convenient trail.
3. Wellness-Oriented Consumers: Physically and mentally active, such consumers value personalised information, and are unlikely to spend money on substandard brands of lifestyle product that would improve their health condition (Joseph, Kian and Begg, 2024).
4. Tech Enthusiasts: They are also the first to use new devices due to the innovation and like products with clever applications, wide integration of applications and strong digital capabilities.
5. Services to older adults seeking limited mobility support (45 and above): This segment is centred more on the aspect of security, stability and monitoring of the stance and they are getting more accepting towards the application of digital aids to health in their perspective of daily living and self-sufficiency (Kumar et al., 2024).
The segments are very overlapping in terms of digital engagement, enthusiasm in wellness and desire towards lifestyle changes.
[bookmark: _Toc215145769]1.5 Targeting
Nike pulse will have the key customers namely:
Cities Urban Health-Conscious Professionals (25-40 years)
This segment values fashionable products, comfort and evidence-based health enhancement. They are high-income earners, consumers of lifestyle products and they are open to purchasing a robust brand in terms of the digital ecosystem. They are also quite receptive to the constant self-observation and maximum use of habits (Nadeera Meghapathirana, 2024).
The second category is the old-fashioned wellness seekers and the new entrants of the fitness industry who need supportive footwear and easy-to-understand health information. The brand design will be flexible to cut across the gender, occupation and lifestyles.
[bookmark: _Toc215145770]1.6 Differentiation
Nike Pulse is differentiated by:
1. Biomechanical Data regarding the feet: Unlike wrist-based wearables, Nike Pulse is able to assess the level of load, gait patterns, balance distribution, muscle fatigue, posture positioning and micro movement patterns (Rathke et al., 2024). This provides deeper health statistics on wellness than the available mainstream wearables.
2. Wellness Coaching and Artificial Intelligence: The support of apps in real-time allows users to have a higher quality of movement, reduced strain, and healthy habits. The AI coaching helps in enhancing personalisation.
3. Fashion + Wellness Design: The shoes maintain the trendy appearance of Nike and have sensors, which are covert. This will be preferred by users who would not prefer tech-intensive appearing wearables (Schrotenboer et al., 2022).
4. Comfort-Oriented Engineering: Nike Pulse came in between the comfort shoe and biometric technology, using the memory foam, adaptive component and breathable fabric.
5. Constant Ecosystem connectivity: It can find the market of popular health apps, such as Apple Health, Google Fit, and Nike Training Club, that give its users one perspective in health (Sunarya et al., 2020).
This differentiation will distinguish the brand between the smartwatches, trying to make the pedometer shoes, and ordinary running shoes.
[bookmark: _Toc215145771]1.7 Positioning
It is possible to call Nike Pulse a brand that allows regular users to learn more about their movement, balance, and their own health using the well-integrated technology, comfort, and style (Yu, Ren and Zhou, 2024).
The positioning highlights:
• Everyday accessibility
• Complete health promotion.
• Technology with simplicity
• The case of Nike leadership in innovation.
Nike Pulse does not imply sport-specific shoes; it substitutes a new zone of lifestyle wellness that is cut on an exciting location where intelligent design meets.
[bookmark: _Toc215145772]Element 2: Marketing Mix – 4Ps 
(Nike Pulse is product-based)
[bookmark: _Toc215145773]2.1 Product
Nike Pulse is a smart wearable that is attached to a mobile device and sensors. The principal product features are:
1. Embedded Sensor Technology: Daily biometrics and motion are captured in the version of artificial intelligence using pressure sensors, posture sensors, micro-movements, predictive analytics queries, etc. The sensors are non-intrusive and have a lightweight design, which is put in the sole to ensure that there is no interference with comfort (Arif Aytekin et al., 2025).
2. AI Wellness App Integration: The Nike Pulse App provides:
• Real-time foot pressure maps
• Posture correction alerts
• Notifications of fatigue level.
• The stability and the balance scores.
• Recommendations of daily habits.
• Weekly wellness reports
The application can be used with the Nike ecosystem.
3. Premium Comfort Design: The whole shoe will contain memory foam cushions, breathable mesh materials, well structured arch support and flexible soles that ensure that the shoes can be worn through the day in terms of movement in the office or even when one is just taking a walk around (Chakrabarti et al., 2022).
4. Stylish Aesthetic Options: Nike Pulse is available in a variety of colour choice, minimalistic urban design. The style can be sold to the professionals who are not trying to skip on wellness technology and losing style.
5. Battery and Durability
• The battery of the wireless insole is rechargeable with a long life of 7 days.
• Casing of sensors which are water resistant (Chaturvedi and Verma, 2024).
• Outdoors and indoor lightweight building.
6. Sustainability Integration: The requirements of a responsible brand with lifestyle products are congruent with recycled materials and environmentally responsible production, which is implemented by Nike.
7. Product Variants
1. Nike Pulse Move - Low activity and walking.
2. Nike Pulse Work -Workers that require extra comfort and posture notifications (Garcia, Saied and Hedayatipour, 2022).
3. Nike Pulse Balance -To help older adults with fall-detection and stability monitoring.
The variants help to satisfy various customer needs without interfering with the brand integrity.
[bookmark: _Toc215145774]2.2 Price
Nike Pulse will adopt value-based pricing strategy and will be price sensitive to the perceived product value and aspects of technology.
Pricing Structure
• Nike Pulse Move: £179
• Nike Pulse Work: £199
• Nike Pulse Balance: £229
These prices compete with smartwatches and best-quality luxury lifestyle footwear, and offer a good deal in with regard to the dual purpose, which is footwear + biometrics (Jiangang Chen, 2024).
Rationale for Pricing
1. Affordable luxury: The wellness and technology shoppers are willing to pay a high amount of money on meaningful health knowledge.
2. Brand image: Nike enjoys a high brand equity and this helps it to command a high price.
3. Technology: Costs Sensor integration, AI analytics are warranting value addition (Joseph, Kian and Begg, 2024).
4. Fast track pricing: Rungs permit different levels of accessibility into the various customer segments.
Furthermore, another alternative is of higher level of analytics (£4.99/month) subscription, which provides a consistent stream of income to the Nike organization.
[bookmark: _Toc215145775]2.3 Place
Nike Pulse will use an omnichannel channel of distribution where it is available online and offline.
1. Nike Stores and Flagships: In its place, in-store displays can be conducted using interactive displays and digital monitors that have real-time functionality to demonstrate sensors. The employees will be trained to work with the customers on the gait and pressure mapping (Kumar et al., 2024).
2. Nike Online Store: The key point of sale due to the elaborations and personalisation of technology.
Features include:
• Virtual fitting
• Live chat support
• Product comparison tools
• ESPN guides to enable App connectivity.
There is more variation in terms of cause of unsatisfactory performance which can be effectively managed using this system (Nadeera Meghapathirana, 2024).
3. Selected Retail Partners: The selling point in the premium kind of lifestyle stores, technological stores and stores dealing with lifestyle health products (e.g. JD Sports, Foot Locker, electronics stores) will ensure a broader reach.
4. Corporate Wellness Partnerships: By leveraging the collaboration with the entities offering employee wellness schemes, one will be able to sell bulk sales and deploy at workplace (Rathke et al., 2024).
5. Physiotherapy/ health facilities: Pulse Balance can be channeled by the mobility care providers to the older elderly beneficiaries.
6. Regional Launch Strategy
Phase 1: UK, US, Germany - positive option of wearable outsourcing.
Phase 2: Asia-pacific - enormous tech-enthusiastic markets.
Phase 3: Global rollout (Schrotenboer et al., 2022).
Such a rehearsal strategy implies that it is demand tested before mass expansion.
[bookmark: _Toc215145776]2.4 Promotion
Advertising will rely in demonstrating usefulness of Nike Pulse in enhancing everyday wellbeing by using technology and comfort.
1. Digital Campaigns: The advertisements on social media, YouTube, and TikTok influencers (lifestyle) will assist Nike in showing the real-life use case. Content themes include:
• Daily movement tracking
• Betterment of posture tales (Sunarya et al., 2020).
• Wellness transformation voyages.
• Office lifestyle hacks
2. Product Experience Demos: The pop-up booths will be interactive in the malls and the corporate parks, and the customers will be able to test the sensors and receive real time gait analysis.
3. Wellness Influencers collaboration: The biomechanical advantages will be valid because of cooperation with physiotherapists, wellness coaches, and productivity professionals (Yu, Ren and Zhou, 2024).
4. Nike App Ecosystem Integration: Customers utilizing Nike training club and Nike Run club receive a first mover advantage in the linear fashion which creates a buzz and loyalty.
5. Educational Content: Blogs, video tutorials and health articles are used to discuss the science of movement optimisation and biomechanics (Arif Aytekin et al., 2025).
6. Launch Event: The launch in media will be a hybrid contraction that will consist of demonstrations of technologies, fitness classes and real-time movement examinations.
7. Organisational promotions: Corporate wellness packages The packages entail giving discount offers on large-scale purchases as well as wellness training in the workplace (Chakrabarti et al., 2022).
This is a promotional mix that is aligned with this vision of this brand, which is the combination of the wellness, technology and lifestyle improvement.
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[bookmark: _Toc215145777]Element 4: Reflection 
The development of the Nike Pulse brand and the establishment of a strong marketing groundwork has been a successful learning experience that allowed me to gain a deeper insight into the process of brand development, consumer psychology and strategy marketing. It was an exercise that allowed me to apply the theoretical knowledge as STDP, the 4Ps, positioning and differentiation to a practical brand extension case (Chaturvedi and Verma, 2024). It also helped me to understand how to spot new market opportunities as well as be creative in reacting to the changing pattern of consumer behaviour. The primary learning outcomes that I received are that one should strike the balance between the new product concepts and the existing brand name and establish the original value proposition. Nike is a brand with performance innovation in place and to create a wellness brand, there was need to strike the balance between familiar and noveness. The simulated exercise brought me to the understanding of how firms can bring brand equity to a different level, and the significance of consistency to the brand values.
STDP analysis made me stronger in the ability to divide a large consumer market into valuable segments. The definition of urban professionals, wellness seekers, tech adopters, and older mobility-oriented users, created a clear understanding that targeting cannot be achieved successfully without understanding the demography stage and psychological perspective (Garcia, Saied and Hedayatipour, 2022). The segmentation process also enhanced my thinking capacity and made me realize that not all customers require the same type of value even within the same product category. The creation of the marketing mix also challenged me to think as a whole when it comes to the product, price, place and promotion combining to bring about a unified brand strategy. Indicatively, technological exquisiteness of Nike Pulse demanded anxiety to provide justification on pricing and marketing communication (Nadeera Meghapathirana, 2024). This has shown me that marketing cannot be made individually; one P supports and affects another. Another important concept I also acquired is the necessity of balancing innovation and the ability to use it easily, communicate better, and find it in numerous distribution channels.
The other major point that I have learned was to visualize how I would pitch the marketing strategy presentation. The pitch preparation helped me to strengthen my communication skills including the way I summarise complex ideas and present them in a structured and interesting way (Joseph, Kian and Begg, 2024). I also realized that I must be sure, definite and effective in posing questions that the listeners will tend to pose. It also emphasized the significance of images and narrations in creating a fresh brand concept. Having reflectively thought of the process, I get to know what can be worked on. In order to enhance knowledge, I would also enhance my work by including additional data in the research concerning the market or conducting surveys with the consumers. Additionally, this would be useful in the future projects to have rough estimations on what will occur in terms of the finance or how the projects will be manageable in order to simplify the strategies. During the pitch, I would seek to explore more interactive presentation styles and also make more superior visuals to express the technological functionality of the brand. Taken together, the project has enabled me to be a better marketer since it has improved my strategic thinking level, level of creativity, analytical skills, and presentation skills (Kumar et al., 2024). It has equipped me practically with a corresponding knowledge of how new brands are developed and introduced, and how a marketer can manipulate customer perception using strategically and holistically planned actions.
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medical practitioners.

Value Proposition: A fashionable shoe

dubbed by tech that is a daily wellness.

Young Professionals

Contrary to health-related information,
consumers focused on wellness can also be
defined as possessing wellness as a priority

over traditional health (Macdonald et al.,
2021).

Tech Enthusiasts

Fitness Beginners

Target Market

The mobility application is of Older Adults.
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Bluctooth and

) e, osamortrs

Positioning: Premier and low cost smart footwear that
combines designing skills of Nike together with the
utilisation of biometric data capture and custom move

directions (R. et al., 2024).

Investor Appeal: The growing digital health market, which
is quickly growing, and the popularity of the Nike brand will
make Nike Pulse highly adopted, customer loyal, and able to

scale over time.




