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[bookmark: _Toc216360651]1. Introduction 
Nike is a multinational sportswear brand, a name that has been associated with being innovative and one strong in brand name. Given the fact that consumer needs are changing towards wellness and sustainable personal care, Nike can project its reputation to new areas (Childs, and Jin, 2017). Nike PureForm is to engage active, health-conscious customers with clean, performance-enhancing products, which aligns with the trends in the UK on solution products of sports lifestyle and environmentally friendly.
[bookmark: _Toc216360652]2. Element 1: STDP Analysis
[bookmark: _Toc216360653]2.1 Company Introduction 
Nike is a very powerful sportswear company in the world, which is recognized through its performance-associated product and innovative design and high emotional connection to athletes and active consumers. Its presence in the international market has enabled Nike to develop into different categories due to the new trends in lifestyle. With the rising consumer interest and more consumers shifting their lifestyles towards wellness-sustainability-active self-care, Nike is in a strategic position to launch new products brand as an extension of its sporting brand with a mind of the shifting needs of health-conscious customers.
[bookmark: _Toc216360654]2.2 New Brand Concept: Nike PureForm 
Nike pure form is a premium and sustainable personal care product line that was designed with active individuals in mind, people who need hygiene items that enhance their performance. The brand includes sweat-proof body wash, face mist and cleanser, deodorant, which has been crafted using natural and vegan ingredients and are packaged in refillable aluminium bottles. PureForm is a single health, skincare, and sporting performance brand. The concept will respond to the growing pressure of the anti-pollution and environmentally friendly personal care in the market and capitalize on the long-established reputation of innovation that Nike already has (Asghar, 2023). Being more than apparel, Nike PureForm helps to increase the presence of the company in the larger lifestyle and wellness market.
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Figure 1 Nike's Brand Development Strategies
[bookmark: _Toc216360655]2.3 Segmentation
Nike PureForm segmentation will be on a basis of demographic segmentation, psychographic segmentation, behavioural segmentation, and geographic segmentation. The brand is psychographically targeted at individuals aged between 18-40 years, and are active in their lifestyle which covers students, young professionals, as well as adults who are fitness oriented. Psychographically, it caters to the consumers who appreciate well-being, sustainability and high-performance self-care (Kumar, et al., 2025). These individuals are sensitive to eating healthy, using sustainable packages and body care, which are added to their athletic activities.
The behavioural segmentation consists of gym-goers, runners, cyclists, and consumers of natural skincare or performance-based grooming products. They are also insisting on freshness and perspiration-free recipes and portables. The initial markets to be targeted are the UK urban markets (London, Manchester and Birmingham), where the market demand for wellness products and high-quality sustainable products is growing rapidly. This multi-dimensional segmentation will assist Nike PureForm to serve those consumers who are subscribers to athletic and environmentally friendly lifestyles.
[bookmark: _Toc216360656]2.4 Targeting Strategy 
Nike PureForm has a differentiated targeting strategy and it is targeting high-end personal care solutions to active and wellness consumers. The most important target market will be individuals who are fans of fitness and require hygiene products which are sweat-resistant and can be used to boost performance as an addition to training programs. The secondary segment is made up of customers who are environmentally conscious and consume natural products and reusable containers (Chen, 2024). The plan will enable Nike to fulfil multiple needs, including performance, skin health and sustainability, and enable it to maintain extremely high brand relevance. Having already trusted consumers of Nike products as its athletic products, PureForm is also brand loyal, and extends Nike reach into the rapidly growing wellness and clean-beauty segments.
[bookmark: _Toc216360657]2.5 Differentiation
Nike PureForm is special with sporting performance and environmental beauty in a special combination. PureForm is also a brand of high-intensity lifestyle including an athlete-tested, sweat-resistant, high-intensity personal care product, unlike other personal care items. The products are made of natural and vegan ingredients and recycled aluminium packages, which is in accordance with the notion of environmental responsibility. It is further enhanced with differentiation that is integrated into the Nike digital ecosystem (e.g. personalised recommendations, Nike Training app) (Hayes, et al., 2016). This performance, wellness and sustainability put PureForm in a category of high-end, cause-based brand with functional benefits that are beyond the normal competitors in the skincare, grooming or fashion industry.
[bookmark: _Toc216360658]2.6 Positioning Statement 
To the active individuals who desire their personal care to be clean and performance-driven, Nike PureForm will offer the advantage of having sweat-resistant, plant-based products that are in line with the active lifestyle. Unlike the traditional beauty companies, PureForm is a brand that combines the culture of innovation of Nike with environmentally friendly packaging and organic ingredients that are able to deliver the high-quality self-care experience that could enhance daily performance. Nike PureForm is positioning itself as the personal care product of preference of consumers who regard wellness, efficiency and green products.

[bookmark: _Toc216360659]3. Element 2: Marketing Mix (4Ps) 
[bookmark: _Toc216360660]3.1 Product Strategy
The Nike PureForm position is that it is a premium personal care product that is used to supplement the active lifestyles of the Nike key consumers. The products are also targeted to offer long-lasting freshness, anti-sweatiness and skin friendliness to individuals who engage in regular exercise routines. PureForm incorporates the use of natural and vegan ingredients and dermatologically tested ingredients due to the growing need of clean beauty solutions which would ultimately not hinder performance but help to maintain healthy skin (Li, 2023). The body wash, the face mist and the cleanser are also in the range and are meant to endure intense workouts and various climates. The refillable aluminium materials will assist Nike in its sustainability commitment, and the simple aesthetic design offers the packaging a visual similarity to the currently existing Nike brand image.
In addition to the formulations, Nike PureForm has provided some additional features that make the overall user experience more satisfying. Inspirational skincare prescriptions through the Nike Training Club application allow consumers to include personal care usage in their exercise. The fact that it is easy to refill due to subscription makes responsible consumption a good solution to the gym sessions and the package offers such as the Active Care Kit are good solutions to both the gym sessions and travelling. The scents depending on the training environment like eucalyptus and ocean-air improve the degree of sensory perception and the premium brand positioning. All these functional and experience features combine to present Nike PureForm with a strong innovation on the performance based lifestyle offering at Nike.
[bookmark: _Toc216360661]3.2 Price Strategy 
Nike PureForm will employ the strategy of premium pricing to confer its formulations, which are natural, and performance-based. The brand is located between the most popular brands of clean beauty and wellness brands, such as Aesop and Lush, which also pay attention to sustainability and products that are friendly to skin. Vegan formula, athletically tested sweat-resistant technology, and refillable aluminium bottles, which last longer are also meant to justify the higher price, which only enhances the perception of Nike as an innovative and sufficient product performance company (Pfeiffer, et al., 2015). Premium pricing not only offers information regarding the value and exclusivity, but also appeals to the Nike brand equity in general, as those who want to relate the brand with reliability, performance, and lifestyle enhancement.
Besides the base price of the premium level, Nike PureForm also applies tactical pricing in purchasing and retaining customers. The larger package, such as "Active Care kits", which is a combination of body wash, deodorant and face mist, is more valuable and will ensure their purchase of more than one product. They will deliberately sell refill packs at a lower cost to promote sustainable behaviour and promote a long-term repetitive purchase (Vianello, 2019). Nike Member-exclusive offers, and seasonal offers also exist and help to maintain the customers without losing brand value. Customer retention is also boosted by refill plans with minimal price advantages and convenience which also form part of a subscription. Such an introduction of both strategic and tactical pricing makes Nike PureForm an ideal combination of high and accessible and long-term competitiveness in the market.
[bookmark: _Toc216360662]3.3 Place Strategy
The multi-channel distribution strategy of Nike PureForm is to ensure it is available to as many people as possible and the overall presence of the brand in both the sports and wellness markets. Its key platforms are the official online stores of Nike Nike.com (UK) and the Nike App that allows the company to have full control of how its products are displayed, their prices and customer experience. The existence of the flagship stores of Nike in London, Manchester, and other major cities in UK strengthens the physical distribution through the provision of an opportunity to customers to interact with the brand and test products in the store (Hrastovec, 2017). PureForm is also distributed through a distribution network of a few retail stores such as Boots, Superdrug and upmarket department stores and is therefore being packaged to capture a wider range of consumers other than the sports customers. Also, the partnership with sports shops like JD Sports or Sports Direct expand market penetration in the segments with performance-oriented consumers.
Nike PureForm being an extension of its physical and online brand, it uses the idea of omnichannel to make it more convenient and closer to customers. The click-and-collect also allows the customer to order online and collect items in the local stores and this ensures an uncomplicated fulfilment process. A sustainability strategy can be implemented by delivering refill packs via subscription to make it easy and follow the refill system. Nike also places PureForm products in gymnasiums such as the PureGym and Fitness First where the active consumers are likely to be seen with a relevant situation (Strmel, 2024). Another method of solidifying brand awareness and product testing is display stand in marathons, fitness festivals and community sport events. It is a healthy distribution model that implies that PureForm is never out of stock, exposed and highly integrated in the bigger athletic and wellness ecosystem.
[bookmark: _Toc216360663]3.4 Promotion Strategy
The Nike PureForm promotional program is an amalgamation of online marketing, partnership with influencers, and selling experience and action to establish a high brand recognition and make people use the product. Its marketing campaign is based on the message of Active Wellness Every Move, and its preparation includes social media to demonstrate the presence of athlete-tested products, sweat-test videos, and sustainability messages: Instagram, Tik Tok, and YouTube. Collaboration with fitness influencers, trainers and wellness creators raises authenticity and enhances credibility in the target audiences. The in-store sampling in the Nike flagships and the other selected retailers will allow the customer to sample the smell and feel, the Nike member exclusive offers, which will foster loyalty and usage (Gerritsen, and van Olderen, 2020). The fact that the marathons, fitness expos, and community trainings are also promoted with the aid of the activations also prove that the product is linked to the high-performance lifestyles. Furthermore, the introduction of special email campaigns, notifications of apps with refill discounts, bundles, and new products will keep the interest at all times. This is an amalgamation of these three stimulative measures, which would effectively sell PureForm as a luxurious, performance-oriented and eco-friendly personal care brand.






[bookmark: _Toc216360664]4. Element 3: Marketing Strategy Pitch
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Figure 2 Nike PureForm Marketing Poster
[bookmark: _Toc216360665]5. Element 4: Reflection 
[bookmark: _Toc216360666]5.1 Reflection on Developing the Brand Concept 
When developing the Nike PureForm brand concept, this thought process helped me to reinforce my ideas about how a company can create the brand equity of an existing business and branch out to new business lines without losing tactical integrity. It was the analysis of clean beauty trends, sustainability, and performance-oriented skincare trends, and the modalities of aligning these statistics with the athletic theme of Nike. It also focused on the development of products that an actual solution to the needs of the customers, particularly the sweat-resistant and skin-friendly properties of active people (Bhadu, 2022). Among the things that have been learned is the need to have a strong value offering that is performance-environmentally friendly. Overall, this experience made me manage to bring together the mix of customer values, brand storytelling and innovation into a single concept.
[bookmark: _Toc216360667]5.2 Reflection on Creating the Marketing Mix
The development of the marketing mix of Nike PureForm enhanced my idea of 4Ps combination as a tool to promote one brand strategy. The product development served in highlighting the need to align the formulation, design and sustainability to the expectation of the consumers. Pricing made me realize how to determine the balance between the premium positioning and long term availability in the terms of refills and deals (Singh, 2021). Place strategies concept made my understanding of how the digital platform, the retail shops and the gyms affect brand exposure and convenience a little better. Provisions of promotional activities also focused on the significance of influencer credibility, storytelling and experience. Overall, the process was helpful in improving my capabilities of connecting and making evidence-based marketing decisions.
[bookmark: _Toc216360668]5.3 Reflection on Preparing & Delivering the Pitch 
Nike PureForm marketing pitch preparation and presentation has helped me gain more competencies of being clear and persuasive in conveying strategic ideas within a limited period of time. The distillation of the complex analysis into meaningful messages made me concentrate on the most effective features of the brand and marketing mix. My concept presentation also helped me in boosting my self-confidence in making value propositions and relying on how I will meet expectations of the audience. Altogether, the experience helped me to increase the level of presentation skills and underline the importance of clarity, organisation, and attention to the audience in professional conversation.
[bookmark: _Toc216360669]5.4 Future Improvements
To make strategic decisions in the future, I would improve my level of research intensity, and incorporate more market diversified market insights and consumer data. I also plan to spend more time effectively that will provide me more time to refine the images of concepts and establish more connections of analysis between models and market realities (Putra, et al., 2023). In addition to that, it would be more appropriate to receive some preliminary feedback when communicating with peers or mentors in order to be bolder and more inventive. These would assist me in making better and evidence-based marketing plans and deliver quality outcomes.
[bookmark: _Toc216360670]6. Conclusion
Developing Nike PureForm has provided a positive experience on how to develop a strong brand to a new wellness-based product. The marketing mix analysis and the STDP demonstrated how the performance, sustainability and consumer tendencies can be incorporated in a uniform plan. Overall, the project strengthened my understanding of brand development, strategy planning, and the necessity to make marketing decisions as per customer needs which are dynamic.
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