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[bookmark: _Toc214875643]1. Introduction
Nike is an influential sport lifestyle brand in the world with a reputation of innovation, performance-based product, and high degree of emotional attachment among the customers. Established in 1964 under the name Blue Ribbon Sports and renamed Nike in 1971, the company has remained active to provide athletes and fans of fitness with apparel, footwear, equipment, software and hardware solutions. The inspiration, high-performance design, and culture of empowerment have been the foundations of its brand power and appeal to a broad demographic, including amateur gym users and the world class athletes (Al Mahmud, Wickramarathne and Kuys, 2023).
With a fast and dynamic market situation the nature of sports, wellness and consumer expectations is increasing. The new, the current consumer is not only in search of useful goods but whole solution that will combine technology, sustainability and lifestyle. The recent trends of health digitisation, wearable technology, and the post-COVID demand of individualised fitness experiences have presented new diversification avenues with an existing brand. It is against this background that this portfolio suggests the establishment of a new Nike brand that goes beyond its conventional apparel and footwear offerings to meet the newly developed demands and behaviours in a digitally globalized world. The report builds up the brand concept on the basis of the STDP analysis, customized marketing mix, strategic pitch, and the reflection on the process of development (Al Mahmud, Wickramarathne and Kuys, 2023).
[bookmark: _Toc214875644]1.1 New Brand Concept: Nike Pulse
Nike Pulse is a digital health ecosystem designed to be performance-oriented, consisting of a wearable that is lightweight, which keeps track of varying heart rate, sleep cycles, hydration status and muscle exhaustion. Rather than giving a step or a calorie count, it examines readiness in each day, and the user gets to understand how prepared and ready his or her body and mind are to train. It offers workouts, injury-prevention suggestions and recovery plans tailored to each user combined with an AI-based coaching app. The idea conforms to the increased consumer need of scientific optimisation instead of generic fitness monitoring. As a fitness brand, Nike Pulse is complemented as a longevity partner, mediating between expert technological performance and mass consumption demand, serving users of all types who want to train smarter (Borchardt et al., 2025).
[bookmark: _Toc214875645]1.2 Segmentation Strategy
Nike pulse employs the demographic segmentation, geographic segmentation, psychographic segmentation, as well as behavioural segmentation. On demographics, it focuses on people between the ages of 18-40 years old who are digitally savvy health-wise and able to afford high-quality wearable items. It targets such markets geographically in countries where the culture of fitness is high as seen in North America, Europe, Middle East, and Asian Pacific. Psychographically, it is targeted at individuals who take fitness as their identity and individuals who want improvements to be measured. Behaviourally, it will appeal to people already using Strava, Peloton or Nike Training Club that want to gain deeper information into their performance. These segments taken together portray the consumers who will be devoted to regular training and personal improvement (Borchardt et al., 2025).
[bookmark: _Toc214875646]1.3 Targeting Strategy
Nike Pulse takes the premium differentiated targeting strategy that targets hybrid fitness enthusiasts and amateur athletes. The hybrids are the gym trainers who run, ride or play a team sport and therefore are the perfect fit to be the consumers of readiness knowledge. They are known to purchase Nike products quite often, and lifetime value rises. The second target group comprises semi-professional and amateur athletes who are also in the competition and whose challenges are associated with fatigue, imbalance and injury during the recovery process. They are the most receptive users to individualised coaching and performance tools that are based on data. Both segments are highly loyal to their brands, as well as ready to invest in high-quality technology and highly motivated to improve tangibly (Chan et al., 2025).
[bookmark: _Toc214875647]1.4 Differentiation Strategy
Nike Pulse is unique with physiological understanding, sport-specific intelligence and integration of ecosystem. Readiness-based metrics on its product (heart rate variability and stress load) provide more physiological insight than typical fitness trackers. Specific intelligence gives activities such as sprinting a specific guide such as basketball or endurance running, which would give specific training intensity and recovery prescriptions. The integration with Nike Run Club platform and Nike Training Club reinforces the interaction with their users and establishes the smoothly connected performance environment. It is these two elements that enable Nike Pulse to not only market itself as an activity tracker but as a scientifically based, highly personalised tool that can improve the quality of training using science as its foundation (Chan et al., 2025).
[bookmark: _Toc214875648]1.5 Positioning Strategy
Nike Pulse would place itself around the ideology of best performance starting with daily preparedness. It is appealing to ambitious people with achievements and is also keen on smart training and science-based decision-making. The product has been placed as a neuro-responsive ecosystem that converts the complex data on the biometrics to tangible coaching. An appropriate positioning statement is: Among the performance-oriented individuals and the new born athlete, Nike Pulse offers them personalised preparedness data and smart recovery recommendations- as Nike is the only product that integrates the highest sports scientific knowledge with performance aspirations worldwide. By so posing it is lacking the appearance of an artificial device but a planned training companion that assists in being confident, preventing injury and developing and growing performance over time (Chen, 2024).
[bookmark: _Toc214875649]2. Element 2: Marketing Mix (7Ps)
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Figure 1: Marketing Mix (7Ps)
Source: (Chen, 2024).
[bookmark: _Toc214875650]2.1 Product (Service Design and Value Proposition)
Nike pulse is a neuro-reactive training and wellness application, based on a biometric wearable bracelet and based on an AI-created coaching application. It is able to decode the stress load, sleep quality and recovery capacity, rather than just monitoring steps or heart rate to prescribe individual training intensity, hydration signals and recovery periods. Its sport-specific intelligence will make sure that the runners, lifters or footballers will get specialized advice instead of generalized advice. Three levels of subscription Tips to the feet of users at various stages of maturity: Free, Pro and Elite; easy integration with the Nike Training Club and Nike Run Club where the interest and loyalty to the brand increase in the overall Nike environment (Chen, 2024).
[bookmark: _Toc214875651]2.2 Price (Value-Based and Tiered Pricing Strategy)
Nike Pulse is utilizing a tiered and value-based pricing approach to align the customer needs to the perceived performance advantages. Free tier creates trial adoption and the Pro tier provides the advanced readiness analytics to a competitive monthly charge in line with top coaching apps. The Elite level offers the most premium experiences like the individualised diagnostics and live coaching, like high-performance training programs. The wearable hardware is not included with other ecosystems such as Garmin or Fitbit. Discounts can be used on a package basis. This design makes Nike Pulse a quality but worth the price product with rich physiological data that is better than other generic trackers and resonates with good brand equity of Nike (Hąbek and Lavios, 2021).
[bookmark: _Toc214875652]2.3 Place (Omni-Channel Delivery and Service Accessibility)
The Nike Pulse applies an omni-channel distribution model of physical stores and digital access. The coaching platform can be found through the special mobile app in iOS and Android where individuals watch analytics, exercises, and being ready data. The wearable band is marketed via the Nike.com platform as well as in the flagship Nike stores, authorised sports retailers and select e-commerce partners, which means that it is of a wide reach. On-boarding and in-store demonstrations are the means to make a new user aware of the biometric metrics. It is also possible to include Pulse in training programs by gyms and sports clubs, which can be institutionally adopted. Pulse is also further integrated to be a part of Nike digital communities with Nike Run Club and Nike Training Club (Hąbek and Lavios, 2021).
[bookmark: _Toc214875653]2.4 Promotion (Narrative, Partnerships and Community Engagement)
Nike Pulse Promotion focuses on story-telling which poses readiness as a core of athletic performance. The themes of resilience, recovery and mental strength are also emphasised promote a smarter, not harder training when campaigns are focused on coping. Elite athletes and micro-influencers enhance persuasiveness through demonstrating that information on readiness enhances training results. Coach and physiotherapist educational material describes the science of biometric direction. Challenges, leaderboards and local Nike events are one of the pillars that make the community engaged in challenges offering rewards on constant performance and equal recovery. Such marketing campaigns make Nike Pulse a wearable actionable but a performance operating system propelled by motivation and actual outcomes (Jing and Liu, 2025).
[bookmark: _Toc214875654]2.5 People (Human Touch and Service Quality)
The key component of the Nike Pulse experience is played by people. Nike performance coaches are also interacting with premium subscribers in the form of virtual consultation to analyse training patterns, modify regimens and speak about recovery issues. Customer care divisions also help in technical set up, biometric take out and adjustment as well as technical troubleshooting to provide seamless user experience. Employees of the retail outlets in Nike are trained on the metrics of readiness and concepts of injury prevention so that they can demonstrate properly. Such human touch separates Nike Pulse and platforms that are purely algorithmic. Through professional advice and understanding care, Nike won over confidence, improved the satisfaction and established long-term relations with those users who want personalised performance improvement (Jing and Liu, 2025).
[bookmark: _Toc214875655]2.6 Process (User Journey and Service Efficiency)
Nike Pulse has a straightforward and effective service cycle which involves wearable creation and foundational biometric analysis. The app will then provide the sport specific training plans according to the readiness scores but fluxuates the intensity and recovery according to the progress of the user. The AI engine continuously processes the biometric signals and modifies recommendations and forms smooth feedback loops. Information is given in simple, easy to understand graphics instead of complex schemes that are difficult to access. Protecting their data is possible through privacy settings that meet the international privacy laws like GDPR. This integration, dynamic process guarantees consistency, credibility and long-term interactions at various levels of the fitness process (Lee, Kim and Choi, 2021).
[bookmark: _Toc214875656]2.7 Physical Evidence (Tangible and Sensory Reinforcement)
Although a digital service, Nike Pulse takes advantage of good evidence in physical form that helps to reinforce the confidence and quality. The wearable band represents the performance designs of Nike, such as light materials, breathable textures and a variety of colour styles. Extra value products have onboarding instructions and QR usage manuals so that installation is easy. The Nike outlets have demo stations and display screens that indicate readiness measurements and training processes which make them look professional. Gyms or partner clubs are one of the example areas where the branded dashboards and athlete testimonials help build the credibility. These physical aspects, as well as progress charts, visual infographics and community badges, are the indicators of trustworthiness and make the user feel like a part of a scientifically-based and performance-oriented service (Lopes and Oliveira, 2022).
[bookmark: _Toc214875657]3. Marketing Strategy Pitch
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[bookmark: _Toc214875658]4. Reflection
Considering the way Nike Pulse brand has evolved based on the Gibbs model has helped in revealing the convergence of theory and practice in strategic marketing. This started with excitement and uncertainty since I was trying to conceptualise a brand in a new product category. I had thought initially that, segmentation was mainly based on a demographic basis but the use of STDP made me see that the only way that successful brands can be segmented is through a well-thought-out interpretation of behaviour, psychographics and market motivations. Knowing who the consumer is, and his/her behavioral pattern is the reason behind this way, assisted in inciting the Nike Pulse notion to performance-oriented people who demand more than merely healthiness tracking equipment (Mukherjee and Bharti, 2025).
Examining the competitors benchmarking played a major role in affecting the service design during the analysis stage. Analysis of Apple, Garmin and Fitbit showed that there was a structural gap between the two: they provide good measurement, but little contextual interpretation. This influenced my choice of readiness and neuro-responsive guidance as a key difference model. The competitor analysis also compelled me to examine what not copying features without any strategic intent makes identity weak. The brand equity allowed Nike to be given the new concept to expand to wellness but had to align with the authenticity of sports. This balance cut down my analytical thinking and increased my respect to brand coherence (Paramio-Salcines and Llopis-Goig, 2022).
The marketing mix area was a problem. To make the transition of an abstract technology idea into concrete service deliverables, there needed to be clarity and discipline. This process was made possible with the help of the 7Ps framework, particularly in setting service and experience value on top of hardware. The most influencing factors were People, Process and Physical Evidence that exposed the dependency of customer experience on human beings support, straightforward onboarding and trust indicators. The exercise helped to improve my problem-solving skills where I had to put in mind that service delivery is a holistic process and not a digital interface (Shmelev and Gilardi, 2025).
The reason is that presentation preparation enhanced communication skills. Summarizing a complicated thesis into a concise convincing line is something that made me remember that it is the clarity that makes investors and users want to use something, and not the technical terms. I also knew to position Nike Pulse on emotional and functional advantages such as confidence, fewer injuries and increasing performance.
More importantly, sustainability was emphasized in the project. Creation of a wearable that can be segmented into bits was in line with environmental sustainability and anticipations of the consumer in the future. The next time around, I would incorporate evidence at the beginning of the project, particularly, user interviews or consumer trend, as it will eliminate excessive reliance on assumptions. I would also be more visually involved in prototypes to experiment with value understandings of audiences. In general, the project helped me to improve my thinking as I was able to convert theoretical models into a logical brand story based on actual consumer needs (Taherdoost and Madanchian, 2023).
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The Nike wearable strengthens the brand's position
in performance and wellness by meeting consumer
demand for holistic health tracking, personalized
insights, and stylish, tech-driven fitness solutions. It
supports athletes and everyday users in improving
sleep, recovery, and muscle performance, aligning
perfectly with modern fitness and lifestyle trends.





