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Brand
development

« Itis proposed tostart a new-
generation, Al-powered
wearable product, Neurofit,
and address the new
generation of consumers, who
are health conscious and
advanced in technology.

« The device is an Al neuro-
tracker stress predictor, focus-
boosting device, personalized
sleep coach, and entirely
compatible with Health-
SmartThings.

Marketing
mix

« PRODUCT: Itis an advanced Al
analytics, ease of use, and good
availability of ecosystem.

« PRICE: The device will be offered
at lower prices compared to
other smart watches like the
Apple Watch.

« PROMOTION: The overall
strategy s to position at the
center of the wellness
technology category and itis
mainly focus new generation.

Zara NeuroFit
The future of SMART WELLNESS
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5 Conclusion

+ Zara Neurofit delivers a smart,
affordable, and Al-driven
wellness experience for the
new generation.

« It empowers users with stress
prediction, better focus, and
improved sleep, allin one
sleek device.

« Withits sustainable design and
lower price, NeuroFit stands
out as a future-ready leader in
smart wellness technology.

3 Segmentation

« Demographic : Age, life-cycle
stage, generation, income.

« Generation/Age: Gen Zand
Millennials.

+ Occupation/Status: Students
and young employees.

+ Psychograpl
personality

« Lifestyle: Health conscious

« Attitude: Seeking to obtain
mental clarity, alleviate stress,
and attain balance in their
lives.
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