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[bookmark: _Toc195896380]1. Introduction
Aman Gupta and Sameer Mehta established boAt in 2014 as a daring expedition through the Indian consumer market, with the objective of developing audio products that were both durable and fashionable. The initial passion for groove soon evolved into a movement, which is driven by the ever-expanding, vibrant community of boAtheads (boAt, 2022). 
[image: Success Story of BoAt Company: Riding the Waves of Success]
Source: https://www.tvisha.com/blog/the-success-story-of-boat-company
The anchor of boAt's rapid rise was these spirited individuals, who were perpetually on the move and pursuing their ambitions. From spearheading the Indian earwear and TWS market to collaborating with IPL teams and pop culture personalities such as Shreyas Iyer and Diljit Dosanjh, boAt has redefined the concept of a homegrown lifestyle tech brand (boAt, 2022).
The brand is currently focused on a new frontier: boAt TravelSafe, a smart, anti-theft backpack that is specifically designed for the digital nomads, students, and urban combatants of the present day. TravelSafe is more than a bag; it is a lifestyle enhancement. It boasts a Bluetooth tracker, built-in speaker, USB charging port, and sleek, minimalist styling. 
This report outlines the strategic evolution of this brand extension, including market opportunity, STP analysis, and consumer persona. Additionally, it incorporates a 7P marketing mix strategy to guarantee that boAt TravelSafe launches with the same panache and soul that characterises the boAt experience.
[bookmark: _Toc195896381]2. Brand Extension Overview
boAt TravelSafe is a groundbreaking innovation in the realm of smart lifestyle accessories, specifically tailored to the requirements of the fast-paced, fashion-conscious generation in India. The ideal travel companion for students, commuters and digital nomads, this next-generation backpack combines boAt's signature tech-driven flare with practical innovation. 
[image: BANGE Travel laptop Smart Backpack，Anti Theft Travel Carry on Backpack –  BANGE bag]
Source: https://www.mybange.com/products/bange-travel-laptop-smart-backpack-anti-theft-travel-carry-on-backpack-with-usb-port-business-laptop-backpack-fits-15-6-inch-notebook
The bag is equipped with lockable compartments and concealed zippers to ensure the safety of essentials during transportation, thereby preventing theft. It is equipped with a Bluetooth sensor, which guarantees that users can locate their backpack through the boAt app in the event of misplacement (Wang et al., 2025).
The USB charging port ensures that devices are powered at all times and in any location, while a discrete built-in speaker enables users to party on the go. TravelSafe is not only functional, but also a fashion-forward statement, thanks to its ergonomic comfort and minimalist, water-resistant design. 
[bookmark: _Toc195896382]3. Market Analysis and Opportunity
The urban population of India is expanding swiftly, with more than 35% of its citizens currently residing in cities. This figure is expected to increase to nearly 40% by 2030 (Kouamé, 2024). This trend is replicated on a global scale, with urban areas housing over half of the world's population. Demand for smart travel solutions is being driven by three segments within this demographic: urban commuters, students, and digital nomads.
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[bookmark: _Hlk195896279]Source: https://www.ericsson.com/en/reports-and-papers/consumerlab/reports/augmenting-the-daily-commute
More than one-third of commuters worldwide perceive that the infrastructure in their cities is becoming more burdensome (Ericsson, 2020). More than 25% of residents in high-density metros such as Delhi are of the opinion that the current mobility infrastructure is already overburdened. This presents an opportunity for practical, technology-enhanced mobility accessories, such as the boAt TravelSafe knapsack, that provide commuters with support that extends beyond transportation.
However, consumer behaviour also indicates a change in the way in which commuting time is perceived. The "Savvy Commuters" segment, which is comprised of one in four commuters, is exceedingly satisfied with their travel experience as a result of their deliberate digital engagement. It is important to note that 65% of these individuals utilise their smartphones on a continuous basis while travelling, frequently consuming audio content (Ericsson, 2020). This underscores the allure of integrated features such as the USB charging port and built-in speaker of boAt TravelSafe.
[image: ]
Source: https://www.ericsson.com/en/reports-and-papers/consumerlab/reports/augmenting-the-daily-commute
Additionally, commuters prioritise safety and mental space. Features such as anti-theft designs, concealed compartments, and GPS tracking are in line with consumer expectations for peace of mind during transit, as 54% of Savvy Commuters identified "mental space" as a critical factor (Ericsson, 2020). Users are in search of accessories that provide privacy, security, and control as mobility transitions from ownership to shared usage.
There is a developing global trend of reliance on technology-driven commuting support. In reality, 58% people indicate a strong interest in safety-enhancing features, such as real-time alerts and location monitoring (Ericsson, 2020). boAt TravelSafe takes advantage of this requirement by providing a Bluetooth tracker and seamless app integration.
[bookmark: _Toc195896383]4. Segmentation, Targeting, and Positioning (STP)
[bookmark: _Toc195896384]4.1 Market Segmentation
The boAt TravelSafe target market is comprised of India's increasingly urbanising, digitally connected population. The segmentation is fundamentally based on demographic, psychographic, and behavioural factors (Madzík et al., 2021). Initially, a tech-savvy and vibrant group is represented by urban college students and young professionals between the ages of 18 and 30. This demographic is extremely mobile, frequently travelling between social gatherings, co-working spaces, and campuses. 
Gen Z and millennials travel more frequently than elder generations and allocate nearly 29% of their income to travel-related experiences (McKinsey & Company, 2024). These consumers are profoundly motivated by aesthetic value, digital integration, and convenience—qualities that are fundamental to the TravelSafe proposition.
[image: ]
Source: https://www.mckinsey.com/industries/travel/our-insights/the-state-of-tourism-and-hospitality-2024
Another critical segment consists of digital nomads and remote professionals between the ages of 25 and 45. Flexibility, security, and seamless digital connectivity are the primary concerns of this cohort, which frequently combines work and leisure. This group, known as "Savvy Commuters," actively improves their commuting experience by utilising technology, with 65 percent of them consistently utilising mobile during travel (Ericsson, 2020). 
[image: ]
Source: https://www.mckinsey.com/industries/travel/our-insights/the-state-of-tourism-and-hospitality-2024
The third segment concentrates on leisure travellers and domestic visitors, with a particular emphasis on the expanding middle class in India. India is one of the fastest-growing travel markets, with domestic air traffic anticipated to double by 2030 and travel expenditures expected to increase by 9 percent annually. These individuals are progressively investing in smart, stylish travel gear that provides both security and status. This audience benefits from the water-resistant design and anti-theft features of TravelSafe, which not only enhances functionality but also enhances their lifestyle.
[bookmark: _Toc195896385]4.2 Targeting
The primary focus of boAt's multi-segment targeting strategy will be urban adolescents and digital professionals. Young urbanites and college students in Tier 1 and Tier 2 cities who prioritise personal expression through technology and fashion comprise the primary target. These consumers are significantly influenced by contemporary culture, social media, and emerging lifestyle trends, and they anticipate that their accessories will reflect their identity. The TravelSafe extension is a natural launching pad for boAt's existing brand equity in the adolescent market, which has been further bolstered by celebrity endorsements and IPL partnerships.
Mobile professionals and remote workers aged 25 to 45 who require high functionality from their daily transport are a secondary, yet critical, target (Ericsson, 2020). These users, who frequently commute long distances or work from multiple locations, appreciate the security and convenience that digital accessibility and intelligent safety features provide. This demographic prioritises both physical and mental space during their commutes and participates in a variety of digital activities, including the management of work tasks and the listening of audio. TravelSafe is in perfect harmony with these requirements (Ericsson, 2020).
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Source: https://www.ericsson.com/en/reports-and-papers/consumerlab/reports/augmenting-the-daily-commute
The broader targeting approach also considers the emerging aspirational consumers from India's smaller cities, a segment that is expanding swiftly as a result of increased disposable income and expanding digital access (IBEF, 2025). These consumers are enthusiastic about investing in premium, functional accessories that represent upward mobility as India's domestic travel ecosystem develops in response to government-subsidized connectivity and increasing infrastructure investment.
[bookmark: _Toc195896386]4.3 Positioning 
boAt TravelSafe is a modern commuter experience that is redefined by its cutting-edge lifestyle accessory. It aspires to be a travel companion that reflects ambition, utility, and self-expression, rather than merely presenting itself as a rucksack. The brand extension maintains boAt's distinctive boldness and design sensibility while incorporating features that directly address real-world issues, including larceny during busy transits, misplaced bags, and a lack of charging access.
[image: ]
Source: https://www.mckinsey.com/industries/travel/our-insights/the-state-of-tourism-and-hospitality-2024
In a time when commuting is no longer perceived as a mere necessity but as an opportunity to recharge, entertain, and connect, TravelSafe provides a solution that complements this evolving behaviour (Ericsson, 2020). This positioning is rooted in the concept of a "smart mobility lifestyle." It enables users to remain connected, maintain control, and move in a stylish manner, regardless of whether they are on campus, travelling between cities, or traversing metro lines. 
[bookmark: _Toc195896387]5. Customer Persona
[bookmark: _Toc195896388]5.1 Demographic Profile
Rohan, a 24-year-old male resident of a Tier 1 city such as Bengaluru or Pune, is the optimal customer for boAt TravelSafe. He is currently working part-time as a freelance content creator and is pursuing a postgraduate degree. Rohan, who earns an estimated ₹35,000 per month and spends nearly ₹70,000 annually on travel and technology devices, is a representative of the emerging urban middle class in India. 
The Indian travel expenditure is increasing at a rate of 9 percent annually (McKinsey & Company, 2024), with the majority of this growth being driven by young people from cities similar to his. He is a member of the Gen Z age group, which typically travels to five destinations annually, with a nearly equal distribution between domestic and international destinations.
Rohan resides in a co-living apartment, utilises public transportation or bike-sharing services on a daily basis, and favours lifestyle products that combine clever technology with minimalism. His purchasing decisions are significantly influenced by aesthetics, influencer endorsements, and online reviews. He adheres to the brand ambassadors of boAt, such as Shreyas Iyer, on Instagram and views unboxing videos prior to purchasing any technology-related items (boAt, 2022).
[bookmark: _Toc195896389]5.2 Psychographic Characteristics
Rohan is a "Savvy Commuter," a group of tech-savvy individuals who actively optimise their commute through digital engagement. While travelling, attending calls, editing short-form videos, or ingesting music, more than 65 percent of users, including him, utilise smartphones on a continuous basis (Ericsson, 2020). 
[image: ]
Source: https://www.mckinsey.com/industries/travel/our-insights/the-state-of-tourism-and-hospitality-2024
Peace of mind and control during transit are of paramount emotional importance to him. He is increasingly concerned about larceny in densely populated metropolitan areas and is in search of reassurance through intelligent features (Ericsson, 2020). 
Products that can track his location, communicate with his smartphone, and offer on-the-go functionality are highly appealing. Gen Z prioritises "experiential spending" and places technology-enhanced travel accessories at the top of their discretionary budgets (McKinsey & Company, 2024).
[bookmark: _Toc195896390]5.3 Behaviour and Lifestyle
Rohan begins his day early, juggling remote work with college courses. He commutes for more than three hours each day, frequently engaging in multitasking activities such as podcasts, music, or work contacts. His technology ecosystem comprises a tablet, wristwatch, wireless earbuds, and smartphone, each of which necessitates consistent charging. With its integrated Bluetooth tracker, speaker, and USB interface, a rucksack such as the boAt TravelSafe seamlessly integrates into his daily routine.
Rohan frequently travels to nearby destinations for both leisure and content creation, documents city life through Instagram reels, and investigates cafés and co-working spaces on weekends. The most recent travel decisions of 92% of Gen Z travellers were influenced by social media (McKinsey & Company, 2024). He seeks clever gear that is not only efficient but also photogenic, as he integrates personal brand-building with mobility. His sense of style and branding is captivated by the minimalist yet innovative design of TravelSafe.
[bookmark: _Toc195896391]5.4 Expectations from a Smart Backpack
Rohan anticipates that his rucksack will serve a purpose beyond mere transportation. He desires it to function as a secure and intelligent extension of his digital lifestyle. GPS tracking, aesthetic value, concealed zippers, ergonomic comfort, and waterproof material are among the primary expectations. 
He values subtle innovation—features that enhance daily routines without introducing additional complexity. The anti-theft design of TravelSafe provides him with peace of mind during metro journeys, while the integrated speaker enables him to share music during hangouts. He desires the seamless integration of technology, which will allow him to charge his devices without the need to unpack cables or seek for outlets.

[bookmark: _Toc195896392]6. 7P Marketing Mix
[bookmark: _Toc195896393]6.1 Product
The boAt TravelSafe is not merely a backpack; it is a clever, multifunctional lifestyle accessory that has been specifically designed for the on-the-go generation of today. The design is characterised by a minimalist, water-resistant aesthetic and an ergonomic construct that guarantees comfort during extended commutes. It prioritises both form and function. It is equipped with lockable compartments, hidden anti-theft zippers, and a built-in USB charging port, which enables users to maintain their battery charge while on the go. 
[image: Real-Time Location and Tracking System (RTLS) with Apache Kafka for  Transportation and Logistics | by Kai Waehner | Medium]
Source: https://kai-waehner.medium.com/real-time-location-and-tracking-system-rtls-with-apache-kafka-for-transportation-and-logistics-7ac138832d7c
Real-time location access is guaranteed in the event of misplacement by the Bluetooth tracker, which is seamlessly integrated with the boAt app. A discrete built-in speaker enhances the travel experience, particularly for individuals who prefer audio content during their commutes. 
65% of digital commuters utilise smartphones during their commute, with a strong preference for hands-free, immersive technology (Ericsson, 2020). The material selections also demonstrate eco-consciousness and durability, which are integral to boAt's overarching objective of developing "Wearables with Soul" through its Eco Innovation platform (boAt, 2022).
[bookmark: _Toc195896394]6.2 Price
boAt has established its brand by providing high-quality, fashion-forward tech accessories at affordable prices. TravelSafe adheres to the same mass-premium strategy. While maintaining a perceived sense of premium quality, the pricing undercuts international competitors who offer similar clever features, with a price range of ₹3,000–₹5,000 (boAt, 2022). 
This method is in alignment with the growing middle class and tech-savvy youth in India are becoming more inclined to invest in lifestyle products that offer utility (McKinsey & Company, 2024). Consumers are evidently gaining more assurance in the brand's value-for-money proposition, as evidenced by the reported increase in boAt's ticket size from ₹500 to ₹750. The price of TravelSafe reflects this change and is intended to captivate the attention of aspirational consumers in metro and Tier 2 markets.
[bookmark: _Toc195896395]6.3 Place
boAt utilises a hybrid distribution model that integrates a robust e-commerce operation with a growing offline presence. TravelSafe will be accessible on boAt's official website, Amazon, Flipkart, and Myntra, in accordance with consumer preferences for online convenience and exclusive digital releases (boAt, 2022). The product will be distributed offline through Croma and select retail outlets that provide experiential "shop-in-shop" zones for tech accessories. 
Currently, 20% of boAt's sales are derived from offline channels (boAt, 2022). This figure is anticipated to increase as a result of in-store demonstrations that display TravelSafe's intelligent capabilities. This omni-channel presence is in alignment with India's growing reliance on physical purchasing, which involves the establishment of trust through tactile retail interactions, despite the fact that product discovery typically commences online.

[bookmark: _Toc195896396]6.4 Promotion
Influencer collaborations and content-driven initiatives will serve as the foundation of TravelSafe's promotional strategy, which will emphasise digital-first storytelling. The product will be included in culturally pertinent conversations through college tie-ups, fashion week activations, and partnerships with travel and lifestyle content creators (The Goat Agency, 2025). The backpack's real-world applications will be highlighted through the use of Instagram Reels and YouTube Shorts, particularly among the target demographic of students and digital nomads. 
[image: boAt Marketing Strategy: How the company became the biggest audio  superstore in India]
Source: https://buildd.co/marketing/boat-marketing-strategy
Prime ad space is available in Delhi, Mumbai, and Bengaluru metro transit systems to target the "Savvy Commuter" segment (Ericsson, 2020). TravelSafe will capitalise on both aspirational and relatable branding by engaging cricket and Bollywood influencers, who have historically generated millions of impressions per post for boAt.

[bookmark: _Toc195896397]6.5 People
TravelSafe's lifestyle advantages will be communicated to boAt's customer-facing teams and support personnel through training in addition to product features. Well-trained personnel become essential touchpoints as a result of an expanding offline footprint and high-frequency interaction through customer care for returns and app integration (Baumgartner, Hatami and Ark, 2012). 
boAt guarantees responsive support for app issues, firmware updates, or product returns as part of its post-purchase experience. This customer-centric approach has been a defining characteristic of boAt's success, enabling the company to sustain a loyal following of over 800,000 "boAtheads" and expand rapidly (boAt, 2022). Every customer interaction is a reinforcement of the boAt lifestyle as a result of the brand's alignment of frontline teams with the tech-meets-style ethos.
[bookmark: _Toc195896398]6.6 Process
The consumer journey has been meticulously optimised for digital-native behaviour, from awareness to purchase and after-sales. The online purchasing process is characterised by a mobile-first UI/UX, intuitive navigation, and smart filters that are present on all platforms (Soyupak and Ipek, 2025). Across key cities, delivery is guaranteed to be completed within 2–4 days through an integrated logistics network. 
Users can activate and administer the smart features of the TravelSafe backpack through a straightforward onboarding process by connecting it to the boAt app for tracker integration. This process is carried out after the backpack is purchased. 
[bookmark: _Toc195896399]6.7 Physical Evidence
The company's dedication to bold, immersive design is evident in the tangible branding of boAt TravelSafe. A streamlined unboxing experience that communicates innovation and responsibility is included in the packaging, which also features eco-friendly materials (boAt, 2022). Demo units in retail stores enable consumers to experience the backpack's quality and interact with its features directly. 
Credibility and emotional resonance are further enhanced by visual branding, which encompasses influencer unboxings and UGC (user-generated content) on the internet. In line with boAt's involvement in lifestyle events such as Lakmé Fashion Week (boAt, 2022), physical evidence also includes curated brand installations and fashion-tech pop-ups, which serve to reinforce the notion that TravelSafe is as much a style statement as it is a utility tool.
[bookmark: _Toc195896400]7. Conclusion
boAt TravelSafe represents a bold leap forward in the lifestyle-tech sector, seamlessly integrating commonplace utility with smart innovation. It capitalises on a rapidly expanding market of urban commuters, students, and digital nomads who prioritise functionality over fashion. The product is designed to function as more than a mere travel accessory; it is a representation of digital empowerment, identity, and mobility.
boAt TravelSafe is in perfect harmony with the changing expectations of India's youth. This is achieved through a strategic combination of competitive pricing, immersive promotion, omnichannel distribution, and mindful design. TravelSafe establishes the standard for the appearance of smart travel gear in 2025 and beyond, underpinned by a robust brand equity, a burgeoning ecosystem of boAtheads, and a dedication to sustainability through its eco-innovation and e-waste policies.
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