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MARKETING STRATEGY -
PRESENTATION Miraw =
OF AURA

NEW BRAND ¥ WHY IS THE NEW BRAND ]
’Q‘ APPPEALING TO .@

AURA, by Nike Inc, is a unisex, sporty- CUSTOMERS

fresh facial care line designed for active, AURA meets rising demand for gender-neutral,
modern consumers. The brand embodies ethically-produced skincare that integrates
personal energy and identity, offering seamlessly into daily life. Consumers

. increasingly seek transparent, natural
natural formulas that reflect Nike’s - -

. ) . formulations, which AURA delivers with no
commitment to performonce, innovation,

and inclusivity (Nada, 2023).

compromise on effectiveness or style.

SEGMENTATION @ MARKETING MIX ELEMENTS

Age: 15-45 years PRODUCT:

Gender: Unisex Natural, gentle ingredients formulated for all skin types and

Lifestyle: Adtive sporty vellnass focueed genders, emphasizing performance and freshness.

Income: Middle to high-income groups
Psychographics: Health-conscious, eco-

aware, values natural products PROMOTION:

Location: Urban and suburban areas Digitalled campaigns leveraging social media influencers,
targeted ads featuring active users, and immersive

Packaging is minimalistic, recyclable, and sporty, reflecting
Nike's iconic style.

Behaviour: Regular skincare users seeking : e
i : storytelling around personal energy and identity fo
authentic, natural formulations cultivate emotional brand connection (Murugesan,

Jayanthi and Karthikeyan, 2024).
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