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NIKE PULSE
MUSCLE © [ WHAT IS IT?
EXHAUSTION Nike Pulse is a digital health ecosystem
designed to be performance-oriented,
HYDRATION consisting of a wearable that is lightweight,
STATUS which keeps track of varying heart rate,
sleep cycles, hydration status and muscle
| exhaustion.
HOW IS BRAND ALIGNING SEGMENTATION
WITH CUSTOMER TRENDS
Consumers now want devices that Behavioral: People who track workouts, monitor sleep, use
monitor sleep performance and fitness apps, and want personalized coaching.

wellness together, and Nike’s brand fits
the trend of integrating fitness data with

. ; Geographic: Urban areas with strong sports culture and
lifestyle, community, and everyday

high adoption of wearables (US, Europe, Asia).

fashion.
MARKETING MIX
DEMOGRAPHIC ACTIVE ADULTS 18-40, ATHLETES,
FITNESS ENTHUSIASTS.
PSYCHOGRAPHIC: HEALTH-CONSCIOUS, PERFORMANCE-
DRIVEN, TECH-SAVVY INDIVIDUALS WHO VALUE
RECOVERY AND DATA INSIGHTS.
conclusion

REFRENCE

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.





