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[bookmark: _Toc216572996]Introduction
[bookmark: _Toc216572997]Company Overview:
Nike, Inc. is a world-renowned sportswear and athletic gear manufacturer. The company was formed in 1964 and has become known because of its dedication to quality, performance, and innovation (Zhang, 2023). Nike as a brand is associated with sporting excellence, energy and active movement, and its products and services have great variety, such as footwear, clothing, and sports equipment (Xiong, 2024). The presence and coverage of the company in the market as well as in the world makes it a force in the sporting industry, targeting both professional and amateur sports enthusiasts.
N-Juice is an innovative new product/brand of Nike that enters the health and wellness beverage market. The new product is a natural, clean energy drink that is designed using electrolytes, B-vitamins and vegetarian caffeine. It appeals directly to the consumers in the field of sports, gymnastics, students, and busy people who need to get an enthusiasm boost without the common sugar crashes caused by conventional energy drinks. N-Juice will address the increasing demand of consumers to consume performance- and health-promoting products that are sugar-free and have a functional component (Wu, 2024). This expansion of the Nike brand into the category of health and wellness reflects a tactical decision to take advantage of the multi-billion-dollar market of the more healthy and clean energy drinks, making Nike more a brand of sportswear and at the same time of holistic wellness. 
[bookmark: _Toc216572998]Element 1: New Brand Concept Analysis in terms of STDP.
The key strengths of Nike are its famous brand name, years of success in its promotion campaigns, and close connection with sports and physical culture. Nike as a world leader in sportswear has a high number of customers and brand loyalty. It has a strong knowledge in consumer behavior in sports and fitness field, and thus, it is one of the best companies that can venture in the wellness and functional beverage market. Since it has positioned itself as an innovative, performance-oriented brand, Nike has been linked to the highest level of athletic performance and health-consciousness (Zheng, 2022). This provides Nike with the bargaining power to move into the wellness beverage area successfully. N-Juice is the new functional energy drink of Nike that is meant to serve an expanding market gap within the beverage industry. Customers are overwhelmingly moving towards a healthier and clean label food that will contain no added sugars and artificial preservatives. N-Juice can capitalize on this trend because the energy drink fits well into the current trends of athletic and wellness consumers that Nike already embodies (Wu, 2024). The product aims as a long-lasting energy drink that allows consumers to experience maximum energy without sugar crashes common with many conventional energy drinks developing a more sustainable and cleaner alternative (Xu, 2024).
[bookmark: _Toc216572999]Segmentation:
N-Juice is aimed at young and active people, between the ages of 18 and 35, who are athletes, gym lovers and students, and young professionals. The age group is very active and health conscious and hence it would be a good target market to functional beverages which improve athletic performance (Shan, 2024). The product targets the health conscious individuals who will favor clean, natural ingredients, in preference to artificial ones. These are the people who live an active life and have a healthy lifestyle that places importance on wellness. They are performance-oriented and want to consume products that can support their physical health (Gan, 2023). The main behavioral segments are gym-goers, sports participants, and energy drink consumers. These consumers already need no explanation of the category of energy drinks, and they seek alternatives that can be healthier without the need to relinquish the performance advantages (Su and Wang, 2024). Instead, they want to feel lively in their physical exercises or everyday lives not experiencing the adverse impact of beverages rich in sugar (Yan et al., 2022). The most important target locations of N-Juice are the urban areas, where fitness and wellness trends are becoming more and more popular. The target markets are mainly gym hubs, sports centers, and university towns hosting a young and active population (Li and Yu, 2023). The above locations would be good to launch a clean energy drink that promotes health and active lifestyles.

[bookmark: _Toc216573000]Targeting:
N-Juice has a target demographic of health-conscious, performance-based, and young people. They cover physically fit people, gymnastics, athletics, and busy employees, especially those ones who live in urban and metropolitan regions. Such a target group is already interested in fitness and wellness and this makes them the best beneficiaries of a product that improves their active lifestyle. To appeal to this audience, Nike can rely on its current brand identity that is well-established and sports-related (Luo and Zheng, 2023).
[bookmark: _Toc216573001]Differentiation and Positioning:
N-Juice is distinguished among other energy drinks available in the market by providing a clean-label formulation without added sugars, artificial sweeteners and preservatives. The incorporation of plant-based caffeine, B-vitamins, and electrolytes is differentiating N-Juice among other competitors that use artificial products. The product is positioned as a clean performance energy drink, aimed at targeting customers willing to power their performance without the sugar hitches that other energy drinks are associated with (Zhang, 2023). Based on the holistic brand image of Nike, which incorporates health, performance, and innovation, N-Juice can be considered as a functional, wellness-oriented drink that can sustain the active, performance-based lifestyles of the target customers.

[bookmark: _Toc216573002]Element 2: Marketing Mix (4Ps)
[bookmark: _Toc216573003]Product:
N-Juice is a 0-sugar, functional beverage that is developed to address the increasing need of healthier energy drinks. It is a combination of electrolytes, B-vitamins, and plant-based caffeine that is intended to enhance energy and increase physical performance without adverse effects that are connected with sugary energy drinks. The beverage comes in three rejuvenating flavors, including Berry Boost, Citrus Charge, and Tropical Focus, which guarantee that the beverage has a wide taste profile that serves a wide range of people. The brand equates N-Juice into a recyclable aluminum can, which further supports the eco-friendly positioning of the brand. 
[bookmark: _Toc216573004]Price:
N-Juice pricing strategy will be set in the premium segment based on its good quality ingredients and brand equity possessed by Nike. The price of the product will be set slightly above conventional energy drinks to make sure that the product corresponds to the image of Nike that is high quality. Nevertheless, the prices will be affordable to the intended market segment of young and active persons, such as athletes and people who love fitness, making it competitive in the emerging market of functional beverages (Li and Yu, 2023). This higher pricing will be useful in cementing the value proposition of this product as an energy drink that is health-conscious, performance-enhancing, and as an alternative to traditional sugary energy drinks (Zheng, 2022).
[bookmark: _Toc216573005]Place:
N-Juice is to be sold via several channels to make it accessible everywhere. This product will sell in the large shops, which are the supermarkets, convenient stores, gyms, and health food stores, which the target population will be visiting regularly. Moreover, Nike online store and some e-commerce outlets will stock N-Juice to make it easily accessible among the consumers. The opportunity of partnering exclusively with gyms, fitness centers, and university campuses will be used to create awareness and directly address target audience. Fitness events and campus distribution of free samples will be used to create buzz and encourage readers to make purchases (Wu, 2024).
Table 1: Marketing mix element
	Marketing Mix Element
	Description

	Product
	N-Juice is a zero-sugar, functional beverage that combines electrolytes, B-vitamins, and plant-based caffeine. Available in three flavors: Berry Boost, Citrus Charge, and Tropical Focus. Packaged in a recyclable aluminum can, supporting eco-friendly positioning and the iconic Nike design.

	Price
	N-Juice is priced in the premium segment, reflecting its quality ingredients and Nike's brand equity. Prices will be slightly above conventional energy drinks, aligning with Nike's high-quality image, while remaining accessible to young, active individuals.

	Place
	N-Juice will be available through multiple channels including supermarkets, convenience stores, gyms, health food stores, Nike’s online store, and e-commerce outlets. Partnerships with gyms and universities will further increase product visibility and availability.

	Promotion
	The promotion plan relies on online marketing via platforms like TikTok and Instagram. Influencers and Nike-sponsored athletes will endorse the product. The 'Perform Naturally' campaign will highlight the clean, performance-enhancing attributes of N-Juice. Free samples will be distributed at fitness events and universities.

	People
	Nike athletes, fitness influencers, and brand ambassadors will be central to the product's promotion, leveraging their credibility to build trust and facilitate product adoption.

	Process
	Sustainability will be central to N-Juice's production process, focusing on natural ingredients and eco-friendly packaging. This commitment aligns with the growing demand for clean-label products and supports Nike's environmental responsibility.

	Physical Evidence
	The packaging will be made from recyclable aluminum, emphasizing the product's natural and eco-friendly positioning. The design will feature the iconic Nike swoosh, supporting its high-end brand image and ensuring instant brand recognition.



[bookmark: _Toc216573006]Promotion:
The concept of the N-Juice promotion plan is based on online marketing using social networks such as Tik Tok and Instagram. Influencers and athletes sponsored by Nike will advertise the product to make it relevant and communicate to the target audience. Perform Naturally, a campaign will highlight the natural attributes of N-Juice as being clean and in line with an active and performance oriented lifestyle. Besides online marketing, N-Juice will also sponsor fitness events and give free samples in gyms, sporting events, and university campuses as a direct way of connecting with the potential clients and prompting them to use the product (Yan et al., 2022).
Applicability in case of expansion into service based products: (7ps of Services):
· People: The promotion and positioning of N-Juice will focus on Nike athletes and fitness influencers and brand ambassadors. The adoption will be facilitated and will create trust through their credibility and influence in the fitness community (Su and Wang, 2024).
· Process: It will focus on sustainability in the production process, with natural ingredients and the use of ecological packaging. This is coherent with the increase in consumer demand of clean-label products, and this commitment to environmental responsibility by Nike (Zhang, 2023).
· Physical Evidence: The packaging of the product will be designed to convey the visual image of the product by being made of recyclable aluminum which will indicate its eco-friendly, natural positioning. The smooth form, together with the traditional Nike swoosh, will support the high-end legacy brand image but will somehow guarantee immediate brand identity among different retail touchpoints.
[bookmark: _Toc216573007]Element 3: Pitch on Marketing Strategy.
N-Juice is a natural and clean energy drink that will use Nike as an iconic brand in fitness and athleticism. N-Juice was developed to satisfy the rising need of functional beverages serving sportsmen, fitness enthusiasts, and corporate executives who require long-lasting energy, without the sugar crashes of all other energy drinks. N-Juice is an electrolyte supplement with plant-based caffeine and B-vitamins that will help keep you at your best without sacrificing on quality and effectiveness. As a clean performance energy drink, the product will appeal to consumers who are concerned with wellness and sustainability in their buying behaviors (Zhang, 2023).
N-Juice will build on the brand equity and credibility of Nike in the fitness industry through a mix of digital marketing and influencer promotion and focused collaboration with gyms and universities. The product will be promoted by Nike athletes and influencers, which will provide a natural bond with the target audience (Guo, 2022). The campaign will focus on clean and sustainable ingredients of N-Juice that will help it to stand out in the already highly-saturated market of energy drinks. Nike can use this opportunity to position N-Juice as the preferred drink among active people in cities concerned with natural sources of energy (Chen, 2023). Such a strategic alignment with the trends among consumers, along with the appropriate application of the 4Ps framework, will guarantee that N-Juice will establish a solid market presence and a new source of income to Nike.


[bookmark: _Toc216573008]Element 4: Reflection
The idea of creating N-Juice was a brilliant one and in particular the matching of the product to the consumers trends, like the increasing trend towards clean-label, sugar-free products. The wellness-oriented beverage sector is booming very fast due to increased awareness of the harmful use of sugar and artificial sweeteners in the normal energy drinks. This transition in the market created a special chance of utilizing its brand name as a leader in fitness and performance (Razumova, 2024). The knowledge of these emerging consumer preferences enabled me to conceptualize a product that does not only fall within the brand framework of Nike but also fills a major void in the market concerning clean drinking performance enhancing drinks.
The main difficulty in the development was to see that N-Juice not only addressed the existing trends in the market, but also distinguished itself within the competitive environment. As the variety of health-conscious drinks is increasing, establishing a distinct value proposal of N-Juice was essential. Through a comprehensive segmentation analysis, I provided myself with an opportunity to be certain that the marketing strategy of the product appealed to the correct target demographic, i.e., young and active people who care about their health and performance (Svecova et al., 2020).
The marketing strategy pitch, where it was necessary to communicate easily and concisely the value of the product to the investors and consumers taught me to understand how I can further improve my articulation of brand positioning in their future services. The exercise solidified the need of being concise and direct when passing across unique selling points of a product. The pitch concentrated on the high brand equity of Nike and the clean and natural ingredients of N-Juice, aiming to attract the well-reflective consumer as well as those aiming to have sustained energy, which is required to perform better in sports.
Looking back at the entire development process, I think that more studies on consumer behaviors and preferences would be able to improve future brand developing projects. Primary research (focus groups or surveys) would allow better understanding attitudes of consumers and narrow down the brand positioning even further (Garachkovska et al., 2021). The better insight into consumer motivations on a more granular scale would facilitate the more customized approach to marketing and a closer contact with the target audience.
[bookmark: _Toc216573009]Conclusion 
To sum up, the evolution of N-Juice proves that Nike can shift its legendary brand image towards the increasing focus of healthier and performance-based beverages. Following the latest trends in the market, including clean-label and sugar-free beverages, and taking advantage of the fact that Nike has an already established association with fitness and health care, N-Juice will find it easy to enter the competitive energy drink market. N-Juice provides a new avenue of revenue through the smart application of digital marketing, influencer endorsements, and distribution targeting, to not only solidify its service to the wellness industry but also support innovation and sustainability.
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