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DEVELOPMENT

FIZZWALK is an Al shoe that comes withan” ®
auto-adjustment system and features like
pressure motion sensors, a foot massage
function, and a mobile app that helps
people count their daily steps and track
activity effects on their body. Designed for
all-day comfort, FIZZWALK supports every
step, adapts to your movement, and
provides useful insights to help you stay
active and feel great throughout the day

N
SEGMENTATION

The product fall in two
Segmentations.

« Demographic Segmentation:
Age,Gender,Incone,Education

* Psychographic Segmentation:
Personality , Lifestyle

CONCLUSION

FIZZWALK is a smart Al-powered shoe
that gives comfort, style, and proper
support for walking while promoting
better health. It focuses on fitness,

technology, and comfort, and also targets

fitness freaks and the new generation
who prefer modern, smart, and stylish
footwear.

NEW BRAND ALIGNING

The product provides smart
activity guidance and comfort,
and its unique features and
design help it connect with the
latest fashion trends.

MARKETING MIX

Product: Features, Quality and
Design are the main part of
product.

Promotion : Advertisements,
Social media marketing, Sales
promotions and Influencer
marketing are the main marketing
strategy to promote the product.
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