[image: ]





Student Name : Amit Jagdishbhai Jikadra

Student ID : 2526285


Module Name: Marketing Management

Module Code: LCMB7024




Lecturer’s Name : Dr Muhammad Tariq



Poster – Marketing Strategy Pitch




Term 1














[image: ]


image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.jpeg
Xbox Fitness+: Where Gaming
Meets Health

INTRODUCTION
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Microsoft is one of the world-renowned technological giants
that is characterized as innovative in software, cloud computing,

and games via the Xbox. A new brand kick starter is the ’
gamified fitness creation Xbox Fitness+, which merges the
physical exercise action with the interactivity of engaging in - |
games. It converts the standard workouts into some interactive ¥ u -
tasks by playing using the Xbox consoles, motion sensors and
the VR technologies.

() Xbox Fitness

THE BRAND EXTENSION TARGET MARKET THE BRAND EXTENSION

Xbox Fitness+ merges immersive entertainment with physical The platformis designed for: & CURRENT TRENDS
« Young adults (18-35 years) who are active gamers
activity, transforming workouts into engaging gameplay experiences g { years) & SO AT T
that reflect the Xbox brand's innovation in interactive media. Rooted + Health-conscious individuals seeking fun alternatives to
+ Growth of home fitness solutions post-pandemic
in Xbox's gaming ecosystem, it extends the brand into lfestyle: gyms
+ Rising demand for gamification in health and
fitness by making exercise competitive, social, and rewarding for a + Busy professionals who prefer home-based workouts i
wider audience. Key features include motion-based workouts using « Tech-savvy users interested in immersive experiences

+ Increased use of VR and Al in fitness

+ Shift towards digital and interactive lifestyles
This innovation positions Microsoft competitively
against brands like Peloton and Nintendo.

Kinect or VR, gamified challenges with a rewards system,
multiplayer fitness competitions, personalised Al-driven coaching,
‘and seamless integration with Xbox apps and services, reinforcing
Xbox's position as a hub for bath play and performance.

Microsoft Gaming Revenue

SUSTAINABILITY

Xbox Fitness+ supports sustainability through: -

« Promoting health and wellbeing (social sustainability) ! ~

« Reducing the need for travel to gyms (lower carbon i e
emissions) waom i

« Encouraging long-term healthy lifestyle habits
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‘https:/ furww.geekwire.com/2021/xhox-series-x-launch-game- itps:/fwww.statista.com/statistics/200035/xbox gaming-software-
ass-helps-push-microsafts-quarterly-gaming.revenue-past-5- revenue-glabalsrsiid=AfmBO0OUN-
billiony i_aUuo mt 12952 mi
Xbox Fitness+ represents a strategically aligned brand extension that v FERLUBIDZNYp- DBtk alets7i2clamOCAWGIZOBH
combines gaming and ftness o enhance user engagement and
motivation. By leveraging gamification, personalisation, and digital
fitness trends, the platform offers a unique and innovative solution. It
ot only mees evalving consumer needs but also promotes healthier
lfestyles, positioning Microsoft competitvely in the growing digital
wellness market.
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