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[Refer to Appendix 1]
Brand extension with brief introduction to the company (Marketing managerial experience)
The brand extension in Nike is being emphasized through the launch of smart fit AI products including AI powered insoles and wearable ecosystem including smart watch and brands connected to the sportswear that clearly integrates technical advancement with product development. Along with focusing on footwear and apparel, Nike has also included clothing and accessories by taking into account latest fashion trends (Nike, 2026). Comprehending marketing managerial view, this financial standing would be further improved through increasing consumer engagement with the launch of smart fit AI. 
Why this brand extension would appeal to the current market
The mentioned brand extension of Nike with smart fit AI clearly reveals an appealing outlook for the wider consumer market based on smart socks, with pressure sensors, temperature control and posture tracking. For instance, the smart sportswear market across the globe is anticipated to report 15.52% annual growth from 2026 to 2034 by reaching a market volume of USD 2011.86 million by 2034 (Fortune, 2026). This evidence defines rising market attention towards smart sportswear in this ongoing era of industry 5.0. Apparently, fitness and health consciousness is another emerging trend to encourage the usage of smart products (Fortune, 2026). Comprehending the marketing managerial perspective, smart fit AI would obtain increasing market attention by aligning with the ongoing market trends of digitisation. 
Overview of how the brand extension aligns with sustainability goals
The smart fit AI of Nike clearly defines the evidence of aligning technology advancement with smart features including temperature control, AI featured insoles as well as smart socks linked to the products. In this case, UN SDG 9 “Industry Innovation and Infrastructure” can be considered to create resilient infrastructure for promoting sustainable industrialisation through fostering innovation (UN, 2026). The smart fit AI similarly denotes the entitlement of innovation within the footwear industry to obtain consumer attention and engagement. Considering marketing managerial vision, a persuasive and convincing appeal would be made by Nike through smart fit AI for customers and investors by leveraging innovation of fitness awareness. Hence, SDG 9 has been differentiating smart fit AI with sustainability alignment for Nike.  
[bookmark: _qmxan618nkhf][bookmark: _Toc225963755]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension
Key market segments 
The geographic variables related to smart fit AI have largely comprehended regional preferences supported by a large population base as well as rising disposable income. For instance, the Asia-Pacific geographic region holds around 28% of the smart sportswear market segment where the North American market is leading with 36% share (Fortune, 2026). In this case, the demographic consequences of the smart show market is also denoting increasing awareness and demand for fitness based on connected wearables. This demographic trend is also denoting fitness conscious nature of the consumer market as a growing trend. 
The psychographic variables aligned with smart fit AI products are articulating fitness and tech enabled enthusiastic lifestyle with higher preference for tech savviness. Nike is headquartered in the US where an innovation index score of 61.7 points is reported during 2025 ahead of other respective countries like Canada, Mexico and others (The Global Economy, 2026). This increasing innovation preference is clearly demonstrating the psychographic attributes of the consumer market with higher emphasis on tech savvy products. The behavioural variables related to smart fit AI have clearly denoted health and fitness awareness as a valuable concern across the consumer market. Susanto and So (2025) has opined the implications of smart Wearable Ecosystem to measure heart rate as well as calorie expenditure and wellness monitoring with step counts. Referring to this understanding, a linear clarity and match can be reflected across the behavioural, demographic and psychographic variables with the comprehension of fitness awareness for smart fit AI sportswear. 
Detailed explanation of target audience 
	Demographic profile 
	· Name- Anthony Morkel
[image: ]
· Age- 30 years 
· Monthly income range- $30,000-$40,000
· Suburban resident 

	Goals 
	· To avail tech savvy products and offerings featured with smart technology and AI mechanisms 

	Behaviour 
	· Rapid preference of technology advancement and innovation 
· Increasing emphasis towards fitness awareness and healthy lifestyle

	Motivation 
	· Rising engagement towards fitness tracking and sports training alongside health monitoring based on recreational and wellness activities 
· Strong shift towards data driven footwear solutions by aligning with the current market trends 

	Pain-points 
	· Alignment of real-time insights through adopting wearable fitness and health monitoring technologies through smart Performance-enhancing sportswear.


Table 1: Customer persona
(Source: Self-developed)
Referring to table 1, the consumer persona has clearly depicted rising emphasis towards fitness awareness and healthy lifestyle that paves the pathway for smart fit AI products particularly for tech savvy Gen Z customers. Significant opportunities entitled with smart products including rehabilitation application, features of injury recovery and elderly care are also empowering market and consumer integration with smart fit AI Performance-enhancing sportswear (Fortune, 2026). Henceforth, considering the marketing managerial perspective, the target audience for Nike smart fit AI performance-enhancing sportswear include Gen Z customer segment aged between 25 to 35 having high preference of fitness awareness. 
Target audience
The Gen Z customer segment is clearly reported to consider smart footwear products with the rise of occasional agnostic footwear culture. For instance, the Gen Z trends have clearly reported high quality and design focus footwear and sneakers along with comfortable categories of sports and casual sportswear (Maheshwari, 2026). Referring to this evidence, the focus of Nike towards the Gen Z customers aged from 25 to 35 is justified for enhancing sales profitability through bridging fitness conscious features with smart fit AI. 
Differentiation from market competition
The integrated smart fit AI sportswear are reflecting a conclusive unique proposition through integrating real time health monitoring features. In this case, the footwear and apparel manufacturers emphasizing on smart sportswear development are obtaining exponential future growth opportunities resulting from increasing customer and market engagement. For example, IAMBIC has been attentive to use AI technology in smart Performance-enhancing sportswear for delivering truly personal standards of fit (IAMBIC, 2026). This AI integration is also differentiating smart Performance-enhancing sportswear from the existing market competition along with creating a perceived pathway of generating conclusive revenue growth. As evidence, the case of Nike’s competitor Adidas can be highlighted to report around 11% brand growth leading to 6.1 billion Euros in net sales during 2025 (Adidas-group, 2026). Behind this financial growth, adequate contribution of the smart and intelligent Performance-enhancing sportswear are recognised that created the pathway for long-term growth for Adidas. Hence, Nike can similarly differentiate the corporate position by introducing smart fit AI products with improved market performance and growth by surpassing the competition. 
Positioning of the brand extension 
[image: ]
Figure 1: Brand positioning map for Nike
(Source: Self-developed)
As reflected through Figure 1, Nike has been positioned within the category of having high price with high quality for the Performance-enhancing sportswear and apparels. In this case, premium brand positioning can be reflected from the perspective of Nike particularly for smart fit AI. For example, Nike is already reported to operate with Vomero Premium SP as a premium men's footwear product (Nike, 2026). Thus, Nike would expose premium pricing for smart fit AI featured with extensive health monitoring facilities. 
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Figure 2: Brand extension strategy
(Source: Lecture notes)
Product 
The prime product list for Nike includes smart fit AI having an appealing appearance with advanced technical integration. Nirawati and Hasoloan (2024) has opined the implications of marketing mix to positively influence customer loyalty based on the indicators of product, price and place. In this case, the product of Nike with smart fit AI would integrate consumer attention with the rising proposition of health consciousness. For example, AI integration has been enhancing Smart socks with pressure sensors functionality to a large extent based on personalized coaching (Finance, 2025). Nike can similarly extend overall profitability based on introducing smart with AI featured solutions. Recently, Nike has reported a 9.84% decline in annual revenue during 2025 with USD 46.309 billion as compared to 2024 (Macro Trends, 2026). The introduction of smart fit AI sportswear is anticipated to empower market performance of Nike by enhancing consumer engagement based on health awareness features of smart. 
Price
Nike would apply premium pricing strategy for smart fit AI in alignment with the geographic and demographic variables as identified for brand extension of Nike. As defined by Nagle, Müller and Gruyaert (2023, p. 12), premium pricing enables additional cost in order to deliver product differentiation. Referring to this understanding, Nike would be able to target the health conscious consumers aged from 25 to 35 for smart fit AI smart bands and watches. Rising disposable income of the consumers would also enable Nike to consider premium pricing with increasing market acceptance. For instance, the global consumer spending has reported 4.81% growth during 2022 with USD 56.237 trillion as compared to 2021 (Macro Trends, 2026). Considering a marketing managerial viewpoint, the decision of premium pricing strategy for smart fit AI sportswear would create a constructive pathway for Nike to obtain the attention of the health conscious Gen Z customer segment to drive sustained growth. 
Place 
Nike would place the smart fit AI by maintaining direct integration with the retailers and distributors to ensure flexible market availability of the product. Both offline and online channels would be preferred by Nike for outreaching the target audience with smart fit AI. Nike is already observed to create advanced e-commerce platforms for delivering innovative products and experiences (Nike, 2026). Apparently, an extended distribution network would be integrated by Nike across the global operations as a part of brand extension for smart fit AI. For instance, Nike has developed a resilient supply chain with deep commitment to move products where 87% of Nike suppliers are recognised with a world-class workplace (Nike, 2026). This prominent distribution network along with e-commerce integration would enable conclusive growth opportunities for Nike with dominant placing of smart fit AI for the health conscious customer segment. 
Promotion
Nike would apply digital promotion strategy by integrating social media channels and platforms like Facebook and Instagram. The global consumer market has reflected exponential engagement levels with social media platforms. For instance, social media reported an overall advertisement spending of USD 276 billion during 2025 where Facebook and Instagram are recognised as platforms with highest return on investment for global marketers (Guttman, 2025). Considering the marketing managerial view, both Facebook and Instagram campaigns would enable rising market engagement for Nike with smart fit AI. Nike would effectively consider Instagram and Facebook campaigns for launching smart fit AI that also aligns with the demographic variables of fitness awareness with connected wearables. Apparently, the home country of Nike, US is also recognised as the leading market for social media advertisement with a total expense of around USD 72.3 billion in 2023 (Slotta, 2025). Henceforth, Nike can integrate wider engagement of health conscious and fitness aware Gen Z customer segments with smart fit AI smart bands and watches based on social media campaigning. Denoting from a marketing managerial experience, the generation of digital sales leads from the promotional campaigns would also empower market performance of Nike with increasing sales of smart. 
People 
People refers to the entire stakeholders associated with the launch of smart fit AI on behalf of Nike. Helmold (2022, p. 95) has opined that marketing strategy sets the direction of business product line by emphasising the mitigation of customer needs. The entire marketing team, Nike leaders, staff and customers are considered as relevant stakeholders regarding the launch of smart fit AI. In this case, the introduction of smart fit AI smart bands and watches is anticipated to deliver greater for the stakeholders with improved market performance of Nike resulting from increasing consumer engagement through digital promotion and flexible distribution. 
Process 
Nike would apply flexible integration of omnichannel distribution as a crucial process for availing smart fit AI to the target customer segment. For this purpose, Nike would consider both B2B and B2C market segments based on the integration of offline distribution to retailers alongside online availability through e-commerce. The integration of this omnichannel process of serving the market would create exponential growth opportunities for Nike by overcoming market rivalry. For instance, Nike reported a 10% decline in full year revenue amounting to USD 46.3 billion with around 12% decline in 4th quarter revenue in 2024 (Nike, 2025). Thus, integration of the omnichannel process to reach the target market would improve financial stability for Nike based on rising sales of premium smart fit AI. 
Physical evidence 
Nike would focus on providing detailed product features with smart and sustainable packaging for smart fit AI. Kannan, Parashar and Chaurasia (2024, p. 22) has clearly defined packaging as one of the most pressing issues for e-commerce. Referring to the future strategy of Nike to launch smart fit AI with an e-commerce platform, sustainable and green packaging would create the pathway to obtain consumer engagement and satisfaction. Thus, being a marketing manager, Nike would extend the pathway towards increasing market engagement with smart fit AI by aligning with the democratic and psychographic variables indicating the fitness conscious customer segment. 
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Reflection on experience
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Figure 3: Kolb’s reflective learning theory
(Source: As inspired by Nurunnabiet al., 2022)
My experience throughout the development of brand extension strategy for Nike with smart fit AI has implicated sound understanding of marketing mix elements along with pathways to empower brand positioning. Kolb's reflective learning cycle framework is considered for denoting my learning experience that features “concrete experience and reflective observation, abstract conceptualisation and active experimentation” (Nurunnabiet al., 2022). My concrete experience throughout the development of brand extension for Nike has eventually reflected the exploration of demographic, psychographic and behavioural variables for smart bands and watches. I have also observed an increasing preference of smart AI smart bands and watches for health and fitness ever consumer segments. I have gained explicit critical thinking skill throughout this process that has also contributed to my personal and professional development. The preparation and creation of the poster presentation has also enabled significant integrity and designing skill for me for delivering an attractive visual outlook of the subject as a marketing manager. In this case, I have also observed lack of time management skill as a prominent point of concern for me that may create obstacles in the way of emerging as a farsighted marketing manager. 
I have conceptualised relevant abstract throughout preparing this brand extension and poster presentation regarding different dynamics and elements of marketing. Rehman, Gulzar and Aslam (2022) has opined the values of contemporary marketing communication to enable attractive brand image and identity as well as value. I have eventually conceptualised my abstract by comprehending marketing as the most valuable stair to grow corporate profitability and future competitive edge through market and consumer engagement. My personal and professional development are also positively contributed through the application of distinct critical thinking and decision-making. In this case, explicit future professional accountability is entailed for me as a marketing manager with comprehensive understanding and knowledge of marketing dynamics. Directing the vision of a marketing manager, I need to improve my problem solving skills in order to extend critical understanding of the subject matter that may empower my professional credibility in future. 
Pathway to enhance future approach and performance in similar projects
Referring to active experimentation, I would consider an interactive and customised leadership coursework training program for improving problem solving ability. Korshunov, Lubnikov and Shirkova (2023) has opined the implications of attractive problem solving skills to significantly empower productivity in the professional field. Hence, I would identify the pathway to empower my accountability as marketing manager through developing problem solving skills based on leadership training. Alongside this, I would also emphasize on engaging with an online counselling session in order to empower time management skills and ability. I would also practice scheduling approaches on a daily basis for improving time management skills by completing the tasks within a given timeframe. Comprehending the marketing managerial viewpoints, these active experimentations with training and scheduling are also anticipated to enhance my approach and performance in case of dealing with similar brand extension projects in future. 
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