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Founded in 1906 in Boston, Massachusetts, New Balance has evolved from a manufacturer of arch supports into a globally recognised athletic brand. The company is renowned for its high-performance footwear and commitment to quality craftsmanship, maintaining manufacturing facilities in both the United States and the United Kingdom to uphold its standards (New Balance, 2024). Sportswear industry expansion worldwide keeps growing because health awareness continues to rise together with the growing popularity of clothing products between athletic and casual use. The market evaluation of global sportswear reached $335.92 billion in 2023 indicating that future estimates predict a 9.9% compound annual growth rate from 2024 to 2030 (Grand View Research, 2024). The market shows a larger social trend toward wellness combined with active lifestyles. The competitive market has enabled New Balance to create a unique position through dedication to sustainability and sport-oriented product design and local community partnerships. The organization develops sustainable production tactics using environment-friendly resources alongside programs targeted at minimising ecological impact.
This report proposes a new brand extension for New Balance, titled NB FitHub—an integrated fitness and wellness service. The initiative aims to enhance the brand’s engagement with health-conscious consumers by entering the wellness and experience economy. NB FitHub is strategically positioned to deepen customer relationships, offer added value through personalised services, and support the company’s long-term growth objectives in a competitive global market.
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[bookmark: _Toc195746782]Description of the Proposed New Brand Extension
NB FitHub is a hybrid concept that combines physical fitness studios with a digital wellness platform. Customers can access a broad spectrum of customized fitness programs at this facility through coaching sessions on-site and digital exercise classes as well as health monitoring systems and group activity competitions. The wellness experience at this location embraces the entire wellness spectrum in line with New Balance’s motivational philosophy that prioritizes personal strength and fitness (Spavelous, 2024).
The NB FitHub platform features individual fitness programs which integrate data analysis for monitoring progress and it provides members access to unique New Balance clothes and rewards points and rewards. The virtual fitness classes present inside NB FitHub enable versatile exercise for members who cannot join physical sessions (Athletech News, 2023). Regular challenges within NB FitHub create an active community where users can reach fitness goals jointly with fellow members.
[bookmark: _Toc195746783]Alignment with Existing Brand Values and Market Position
NB FitHub aligns perfectly with New Balance's core values of performance, health, and craftsmanship. By expanding into the fitness and wellness sector, New Balance reinforces its commitment to supporting individual empowerment through movement (McNair, 2020). The brand’s emphasis on quality and inclusivity will be seamlessly integrated into the NB FitHub experience, offering users access to the same high standard of service and product they expect from the brand.
This extension fits naturally into New Balance’s mission to blend performance with lifestyle. The tone remains authentic, clean, and motivational, making NB FitHub a perfect extension of the brand’s identity.

[bookmark: _Toc195746784]Value Addition and Market Fit
NB FitHub fills a gap in the market by bridging the gap between athletic apparel and fitness services. It creates a cohesive lifestyle ecosystem, allowing New Balance to become a one-stop solution for both fitness products and services. With the increasing demand for hybrid wellness experiences that combine physical and digital services, NB FitHub meets this emerging customer need by offering personalised fitness support and community engagement.
The potential differentiators of this brand extension lie in its ability to combine New Balance’s established trust with advanced tech-enabled services, positioning NB FitHub in an underserved niche within the fitness and wellness industry.
[bookmark: _Toc195746785]STP for the Brand Extension: NB FitHub
STP stands for Segmentation, Targeting, and Positioning—a marketing framework used to identify specific customer groups, select the most valuable segments, and position products effectively to meet their needs (Yashodhara , 2024).
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Figure 1: The Simple Approach to STP 
Source: (Symson, 2024)
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Demographic: The primary demographic for NB FitHub includes individuals aged 20-45, comprising health-conscious professionals, students, and mid-level income groups. This segment is typically focused on maintaining a balanced lifestyle while managing work, study, or family commitments (Yap and Othman, 2020).
Geographic: NB FitHub will target urban and suburban areas, particularly in fitness-forward cities where wellness culture is thriving (Amplify XL, 2023). Locations with a higher concentration of gyms, fitness studios, and health-conscious individuals are ideal for the brand extension.
Psychographic: This segment consists of active lifestyle enthusiasts, goal-driven individuals, and socially responsible consumers. These customers are motivated by a desire to improve their physical and mental health, often prioritising sustainability and ethical practices in their purchasing decisions (Ong and Prasetyo, 2021).
Behavioural: The target audience includes early adopters of fitness technology, brand-loyal customers, and frequent buyers of wellness services such as gym memberships, fitness apps, and personal training (Gupta and Vikash Prajapat, 2023). These individuals seek innovative solutions to enhance their fitness journey.
Suitability of Segments for the Brand Extension
These segments align with New Balance’s current customer base and exhibit a strong demand for integrated fitness and wellness services. The focus on health-conscious individuals, fitness tech adopters, and goal-driven consumers ensures that NB FitHub can cater to a market that values both performance and lifestyle, key tenets of New Balance’s brand identity. Additionally, targeting urban and suburban areas with an established fitness culture will help the brand establish a strong presence where wellness is already a priority (Postelnicu Cătălin, 2015).
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Primary Target Segment(s)
The primary target segment for NB FitHub is urban millennials and Gen Z consumers who are highly engaged with fitness communities and value the convenience of digital services.
Justification for Segment Choice
Multiple factors driving NB FitHub's selection of this market segment include the high level of technological and wellness trend involvement as well as brand experience interest. The market strength of millennials and Gen Z consumers includes their financial capability to purchase products and their commitment to endorsing brands they agree with (Salam and Baharuddin, 2024). NB FitHub attracts the target market through their innovative fitness technology adoption pattern together with their interest in personalized wellness solutions with community engagement.
Targeting Strategy
A targeted marketing strategy using differentiation aims to fulfill the different requirements inside the selected customer group (Camilleri, 2018). The strategy provides unique solutions to serve fitness users who want remote services and those who prefer in-studio guidance with group activities. The hybrid model of NB FitHub enables service customization for different customer preferences in the fitness and wellness industry which enhances market coverage and satisfies clients more effectively.
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Positioning Statement
"NB FitHub – Where Performance Meets Lifestyle. A comprehensive platform that combines expert-led fitness training, personalised wellness tracking, exclusive gear, and a thriving community, empowering users to elevate both their fitness journey and overall lifestyle."
Key Benefits and Differentiators
NB FitHub will be perceived as a unique fusion of expert-backed fitness services and innovative technology. The platform offers exclusive New Balance gear, wellness tracking, and community-driven challenges, setting it apart from typical fitness apps and gym memberships. This hybrid model promises an elevated experience that combines the best of physical fitness and digital convenience.
Perception Against Competitors
Compared to competitors such as Nike Training Club or Lululemon Studio, NB FitHub is positioned as a more comprehensive wellness solution. While Nike and Lululemon focus on performance wear or digital fitness experiences, NB FitHub brings together fitness, wellness, and lifestyle under one roof (Guan, 2023). This integrated model differentiates it by offering a deeper connection with the brand, exclusive product offerings, and personalised services that go beyond traditional fitness routines.
Competitive Advantage
NB FitHub’s competitive edge lies in its ability to blend performance with lifestyle, catering to both fitness enthusiasts and those seeking a wellness-driven community. This sets it apart as a premium, yet accessible, alternative to more generic fitness apps and gyms.
[bookmark: _Toc195746789]Customer Personal Profile
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NB FitHub targets a diverse and inclusive demographic that reflects the evolving wellness and fitness market. The following table outlines the key demographic traits of the intended audience:
Table 1: Demographic Profile of Target Customers for NB FitHub
	Attribute
	Details

	Age
	20–40 years

	Gender
	All genders, with an inclusive approach

	Income Level
	£30,000–£55,000 annually

	Occupation
	Students, professionals, freelancers

	Education
	College-educated or currently enrolled


This demographic group is well-aligned with New Balance’s current customer base and values. Individuals within this range are typically digitally savvy, health-conscious, and responsive to lifestyle branding. The income bracket supports spending on premium wellness services and branded gear, while the education level indicates openness to innovation and informed decision-making. By addressing the needs of both working professionals and students, NB FitHub ensures accessibility and long-term customer retention. The inclusive gender approach also reflects New Balance’s commitment to equality, ensuring a welcoming space for all fitness and wellness enthusiasts.
[bookmark: _Toc195746791]Psychographic Characteristics
NB FitHub is designed to resonate with individuals who value personal growth, wellness, and meaningful brand relationships. The table below summarises the key psychographic traits of the brand’s ideal customer.
Table 2: Psychographic Profile of Target Customers for NB FitHub
	Attribute
	Details

	Values and Beliefs
	Health, balance, authenticity, and purpose-driven brands

	Attitudes
	Open to innovation, eco-conscious, digitally engaged

	Lifestyle & Behaviours
	Active routines, frequent gym-goers, follow wellness and fitness trends

	Buying Behaviour
	Prioritise quality, brand trust, and connection with wellness communities

	Aspirations
	Strive for personal growth, lifestyle balance, and achievement of fitness goals


This audience is motivated by a desire to lead fulfilling, health-conscious lives. They prefer brands that align with their ethical views and lifestyle choices, often supporting companies with transparent values and sustainable practices. Their digitally engaged habits make them receptive to hybrid platforms like NB FitHub that combine technology with personal experience.
[bookmark: _Toc195746792]Marketing Mix Strategy (7Ps)
To support the successful launch of NB FitHub, a comprehensive marketing mix strategy has been designed using the 7Ps framework. 
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Figure 2: Marketing Mix Strategy (7Ps) 
Source: (Business, 2025)
This ensures strategic alignment with customer expectations, enhances brand value, and creates a distinctive market presence (Tracy, 2015).
Table 3: Marketing Mix Overview for NB FitHub
	Marketing Mix Element
	Focus

	Product
	Studio access, personalised coaching, app integration, bundled experiences

	Price
	Tiered membership structure with competitive, value-based pricing

	Promotion
	Influencer campaigns, branded giveaways, free trials, social media

	Place
	Flagship studio locations, mobile app, website platform

	Process
	AI-powered onboarding, app-based bookings, streamlined customer journey

	People
	Certified trainers, wellness staff, inclusive and motivating culture

	Physical Evidence
	Branded studios, app visuals, gear displays, customer reviews



Product: NB FitHub offers a hybrid wellness solution that blends physical studio access with a robust digital platform. Customers can benefit from personalised coaching, virtual fitness classes, progress tracking, and community-based challenges, all integrated through an easy-to-use mobile application(Truworth Wellness, 2024). The sleek, minimalistic design of both the studios and the app reflects New Balance’s commitment to quality and user-friendly experiences. The bundled offering—fitness services, exclusive New Balance gear, and loyalty-based rewards—sets NB FitHub apart from competitors. This product is designed not just to deliver fitness solutions, but to embed wellness into the lifestyle of its users, supported by New Balance’s heritage in performance and craftsmanship.
Price: A tiered pricing strategy has been adopted to balance accessibility with premium service options. The three membership levels—Basic, Premium, and Digital-only—cater to a range of customer needs and income levels (FastSpring, 2022). The Basic membership offers in-person access at an affordable rate, while the Premium tier provides enhanced services such as exclusive classes, priority booking, and gear discounts. The Digital-only plan ensures convenience for users preferring home-based or mobile fitness. This pricing model supports a wide target market while preserving the value perception of a premium lifestyle service. It enables customer choice and encourages gradual upgrades through added value and customer satisfaction.
Promotion: Promotional efforts will focus heavily on digital and experiential marketing. Social media platforms such as Instagram, TikTok, and YouTube will be central, with fitness influencers driving awareness and trust among target audiences (Kirvesmäki, 2021). The promotional campaign will include launch events in flagship cities, free trial classes, and branded merchandise giveaways to create buzz and encourage sign-ups. The communication tone will be clean, inspiring, and community-oriented—mirroring New Balance’s brand personality. This approach not only builds visibility but also fosters emotional connection and engagement, especially among digitally savvy consumers who value authenticity, experience, and shared goals.
Place: NB FitHub will be available through both physical and digital channels. Physical studios will initially open in fitness-centric UK cities such as London, Manchester, and Birmingham. These studios will be integrated into or located near existing New Balance retail locations, creating synergy between apparel and wellness services. Simultaneously, the mobile app and online platform will allow users to access workouts, coaching, and wellness content globally. This omni-channel approach ensures broad market reach and caters to hybrid consumer preferences, offering convenience, accessibility, and a consistent brand experience across touchpoints.
Process: The customer journey has been designed for simplicity and efficiency. New users can register via the app, where AI-driven systems create tailored fitness plans based on user inputs. Bookings for classes or coaching sessions can be made seamlessly through the platform, and automated check-ins improve time management (Vioreanu, 2024). Personalised dashboards offer continuous updates on progress, attendance, and rewards, enhancing engagement and satisfaction. These streamlined processes reduce friction and support a user-centric approach that reflects modern service expectations, reinforcing New Balance’s commitment to quality, performance, and innovation in everyday wellness.
People: The success of NB FitHub will depend heavily on the people delivering the service. Certified trainers, wellness advisors, and customer support staff will be carefully selected and trained to reflect the brand’s values of inclusivity, motivation, and authenticity (Weller, 2021). These individuals will not only provide expert guidance but will act as brand ambassadors who inspire trust and encourage community participation. The internal culture will emphasise a sense of belonging and empowerment, aligning with the aspirations of the target audience. By prioritising both expertise and emotional intelligence, NB FitHub ensures a holistic, people-driven fitness experience.
Physical Evidence: The implementation of various solid elements by NB FitHub will boost credibility and trust levels. The physical studios showcase New Balance branding through neat design principles along with displaying fitness merchandise from the brand (Fastercapital, 2019). The digital encounter relies on high-quality visual design elements that combine real-time feedback about progress with positive user feedback. The service's effectiveness will be validated through the sharing of client transformation stories and success achievements. The combination of physical elements strengthens the premium character of the service and connects virtual wellness to actual world transformations which creates greater confidence and motivation for customers during their NB FitHub experience.
NB FitHub establishes itself as an exclusive New Balance brand extension through its 7Ps strategy which combines apparel products and fitness services along with community participation in an integrated lifestyle program.


[bookmark: _Toc195746793]Conclusion
New Balance FitHub develops from a strategic brand extension which utilizes the company's performance and wellness reputation successfully. Modern consumers can enjoy a cohesive experience through the studio-digitization combination of this concept. New Balance’s mission to enhance health and promote movement along with community involvement matches the direction of NB FitHub. Business segmentation reveals health-conscious individuals who use technology and seek quality products with purpose behind them. The 7Ps marketing mix demonstrates how the product successfully meets market requirements and stands apart from competitors within a fitness sector which is highly competitive.
The best results for NB FitHub will arise from launching the platform in London and Manchester which have high fitness participation. A partnership with Fitbit and Garmin wearable technology companies would help NB FitHub provide personalized digital services. Long-term loyalty of customers will grow through the development of strong community bonds achieved through events along with local ambassadors and digital forums (Huang and Lin, 2021). Proper implementation of NB FitHub offers opportunities to enhance brand recognition significantly and maintain customers besides creating multiple income sources to establish New Balance as a wellness industry leader.
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