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[bookmark: _Toc216797708]1. SDTP analysis for Nike’s new brand - “Charge”
[bookmark: _Toc216797709]1.1 Introduction
The undertaken brand Nike is a globally running brand that influences athletics and lifestyle of the sports person, people interested in styling, comfort and fitness technology as well. And in today’s world, with the passage of time, most of the people have started shifting from unhealthy lifestyle to a well-balanced fitness freak life, while consuming nutritious food, beverages and supplements (Coates et al., 2024). This opportunity pushed the brand to shift towards wellness, physical fitness and lifestyle managing supplements well. In order to grab the opportunity, Nike is expected to launch new brand name “Charge”.
[bookmark: _Toc216797710]1.2 New brand name - Charge 
This project proposes Charge as a conceptual sub-brand extension of Nike into the nutrition and wellness industry, which offers a better life full of fitness, health quality aspects for the consumers of young age most specifically. Charge aims at improving health, muscle growth of people, comfort level and everyday well-being as well. Unlike the core brand Nike, Charge is much aligned within aspects such as muscle building, muscle repair, weight management of consumers and providing them all an effective nutritional support (Coates et al., 2024). Their main key aim is to enhance consumer experience through healthy and flavorful fitness.
[bookmark: _Toc216797711]1.3 Why “Charge” fits current market trends
After pandemic period hit hard the whole world due to lack of fitness, a massive change could be seen in people shifting towards exercise, gym, yoga, stretching and other similar activities for staying fit and healthy. Charge is produced completely according to those consumers, while keeping their preferences in mind. The global wellness and fitness sector has experienced significant growth in recent years, reflecting increased consumer focus on health and well-being. Nike being a manager of high-performance sportswear, the proposed sub-brand aims to address an identified market opportunity within the global wellness and nutrition sector, to manage the low-impacting lifestyle of people and that too in affordable prices (Coates et al., 2024). The brand has decided to make people fit in affordable price range. 
[bookmark: _Toc216797712]1.4 STDP analysis
Segmentation - The undertaken product name Charge will be segmenting the global market using demographic, psychographic as well as behavioral aspects.

Demographic segmentation
1. Age of the target customers is between 18-45 (Broussard-Goldsmith, 2024).
2. The gender preferred for Charge includes elder males and females basically.
3. The middle- and upper-income people will be able to buy Charge.
4. The consumers must be targeted from urban and suburban areas (Epstein et al., 2010).

Psychographic segmentation
1. Consumers with health-conscious mindset and fitness freak mindset will be the targets for Charge.
2. Consumers that are seeking for comfort, glow and gain simultaneously would ho for Charge (Epstein et al., 2010).
3. Individuals that are practicing, doing heavy gym, running, Pilates, stretching and yoga.
4. People that are aligned with athletics, general health-conscious individuals, weight management goals, following nutritional deficiencies and other aspects (Epstein et al., 2010).

Behavioral segmentation
1. Buyers that use fitness supplements and powder on routine basis.
2. People preferring eco-friendly products under affordable price range.
3. People preferring activities such as gym, heavyweight lifting, walking, running and light workouts (Epstein et al., 2010). 

Targeting - In order to build better market place of Charge, the company will be adopting multi-segment targeting strategy, under which 2 main key audience groups will be targeted. The primary targets for Charge product will be aged between 22-40. These consumers will be targeted for active lifestyle, gym freaks, athletes, yoga freaks and easy muscle recovery seeking consumers (Kårlund et al., 2019). On the other side, secondary targets for Charge, involves people aged between 18-45 with characteristics such as preferring easy ways to get access to nutrients.   

Differentiation - A suite of total 6 key strategic pillars make Charge different from the core brand of Nike. Above all those supporting pillars, it involves seaweeds and Algae materials in it, which makes it highly healthy for consumers (Kårlund et al., 2019). The core brand Nike is focused more upon performance identity, whereas Charge is centered completely over different approach such a prioritizing not only healthy life balance, but mindful movement and eco-friendly product consumption. In addition to this pillar, some others are - 
1. Healthy and eco-friendly ingredients - Use of nutritious material types in the proposed product, and upcycled byproducts such as peanut meal, fruit pomace and others make the product a better option instead of Nike.
2. Nutrient density maintenance - In order to make Charge, production department uses innovative plant-based material types, regenerative materials of farms and eco-friendly items as well.  

Positioning - The sub-brand or product of Nike named Charge is termed as a premium health wellness and physical stability brand, in which sustainability, comfort and mindful movement of the body is aligned very well. The positioning strategy for the product or brand is emotional positioning with aspects such as customizable dosage, enhanced palatability, extended shelf life of the product. The second one is functional positioning, which involves muscle growth and repair, weight management, bone and joint healthcare, digestive health and immune support (Kårlund et al., 2019). 
Desired perception of consumers “I choose “Charge”, because of its stability, helpful in maintaining healthy life balance and supporting myself physically and mentally both” (Kårlund et al., 2019).

[bookmark: _Toc216797713]2. Marketing mix - 4 P’s of Charge 
As per the analysis, Charge, is very strategically positioned in the nutrition and supplement market and that too, over global level as one of the best and reliable brands of fitness, wellness, which improves the overall wellness and muscle growth of the people. In order to deliver the decided value propositions in a very effective manner, the marketing mix must be prioritizing the identity of the brand through 4 key pillars of marketing mix including Product, price, place and promotion as well (Kårlund et al., 2019). These 4 key pillars work cohesively, in order to address the market entry mode for the proposed product and building a very strong presence of the product in market. 

[bookmark: _Toc216797714]2.1 Product
While producing the core products of Charge, a number of key brand pillars are supported such as muscle growth, muscle recovery, healthy lifestyle for gym freaks, athletes and versatility in everyday life (Kårlund et al., 2019). Unlike core brand of Charge, name Nike’s focus over highly reliable performance of the consumer, the proposed brand is designed to prioritize muscle growth, healthy lifestyle adoption, weight management and nutritional support for the body as well. The overall production management and packaging of the product should be based upon tranquillity aspects, instead of being reliable over competition. 

Product categories 
1. Nutrition powders - The brand name Charge, will include nutrition powder, whey protein, plant-based protein, blends and mass gainers as well (Kerksick et al., 2018).

2. Special supplements - Pre-workouts, post workout recovery and specific types of amino acids.
Product mix supporting brand strategy - The overall production management of the product based on tranquillity improves the brand strategy through healthy ingredients, plant-based materials, recovery characteristics and muscle growth factors as well. The eco-materials used for production of Charge products, will be fulfilling requirements of ethical consumption (Kerksick et al., 2018). 

[bookmark: _Toc216797715]2.2 Price
In order to make a place in market even in this rushed market of nutrition powder and supplements, Charge has been operating with premium-accessible pricing strategy. With this pricing strategy, Charge, is able to perform better and above in comparison of other available athleisure brands in market today. These individuals align with consumer’s 2-tier approach to target the required set of customers. These targeted individuals are found to be valuing wellness, fitness, sustainability as well as overall material use for production of Nike’s nutrition powder (Kerksick et al., 2018). 

Components of pricing strategy 
1. At first, the firm reflects upon value-based pricing components.
2. Use of sustainable material for production of Charge (Kornum et al., 2016).
3. Creating, mindful packaging designs of the products of Charge.

Tiered pricing structure - The company for selling products of Charge, must use Tiered pricing structure, the products will cost between 	, and special supplements would cost between $130-170. The multi-structured procedure of Charge enables the firm to perform in the best possible way for all middle- and upper-income earning people (Healey & Hoogkamer, 2021). 


Psychological pricing - The rounded calming price points of Charge link between $99 to 97, according to the consumers changing preferences (Dong, 2024). These pricing strategies are supporting the firm very well due to alignment with the fitness and wellness of consumers, reflection over the sustainable production costing, expands loyalty and price enforcing as well (Dong, 2024).

[bookmark: _Toc216797716]2.3 Place
This strategy is all focused upon making sure that the brand is actually aligned within curated, health and wellness supporting environment as well. The overall distribution of products at different places and regions will help the brand reaching wider audience. And the way of distribution should be reflecting upon mindfulness as well as reinforcing stories of brand’s activities and actions. 

Channels of distribution - The retail stores of Charge also known as Fitness & Wellness corners must be top prioritized for overall sales of the products by Charge. These stores are equipped with soft lighting, relaxed displays, clean and minimal decoration at the store walls and a special area has been provided by Charge for the customers to have a look at the taste, after result stories (Healey & Hoogkamer, 2021). A very helpful environment has been created for the customers. All in all, this environment created for the consumers helps the brand Charge enacting different from Nike brand.

Nike website and mobile app distribution - Over the website of Nike.com, Charge products must be offered with full description, after effect details and product education as well. The e-commerce website of Nike gives access to the users for Charge products (Healey & Hoogkamer, 2021).

Boutique wellness studios - The Charge could build further partnerships with gym & fitness centers, wellness coaches, yoga studios, Pilates centers and massage and recovery spas as well. In these partnerships, Charge can sell their product with the use of pop-up kiosks at retail prices (Healey & Hoogkamer, 2021). 

Cross merchandizing - The organization can also proceed further with cross merchandising placing strategy. This strategy is helpful in terms of giving enlarged exposure to the business owners for their new launch in market. In this, product must be placed along with related products such as sports drinks, product that keeps body hydrated, gym apparels, performance shoes and many others. Even this strategy is an evident way to increase impulsive purchases as well as reinforces the product as a part of performance kit.

[bookmark: _Toc216797717]2.4 Promotion
For extensive promotion of Charge, the firm’s management is allowed to use a tone of calmness, wellness, maintaining balance and emotional well-being as well. Clear messages provided by Charge will enable the firm to showcase a sort of physical clarity among the people for their gentle brand motivation, and consistency in brand identity as well. 

Key promotional strategies:
1. Brand messaging - The messages of the brand attract customers towards it, such as “Find your life balance”, “Pure Power, No Cap”, “Move with motivation” and many others. In this way, Charge will be able to promote the brand through avoiding athletic languages and aims upon intentional movement overall (Kornum et al., 2016). 

2. Influencer partnerships - The brand could proceed with brand’s collaboration with globally renowned fitness influencers, yoga instructors, Pilates trainers and wellness coaches as well. This way is helpful in terms of promoting the brand among global consumers (Kornum et al., 2016). 


3. Social media strategy - Platforms such as Tik-Tok, YouTube, Instagram and others could help Charge reaching worldwide audience. The themes of content such as fast running, heavy weight lifting, guided breathing exercises, gentle yoga flows and Aesthetic product displays attract consumers to buy the given wellness
product. 

4. Experimental marketing - The firm is advised to promote Nike (A nutrition powder), through experimental marketing technique also. This technique will encourage the firm to offer the product samples at gym places, in marathons, and in some additional events supported by Nike (Kornum et al., 2016). 

5. Retail and ecommerce platforms - At last, A product promotion is set upon in-store displays at the stores of Nike globally and also over online stores of Nike, where people can get special discounts via subscription of Nike membership. All these methods are helpful in terms of assuring successful business expansion of Nike in a completely new sector for them.

[bookmark: _Toc216797718]3. Marketing Strategy
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[bookmark: _Toc216797719]4. Reflection
Development of the sub-brand of Nike named Charge along with some severe strategic elements are termed as one of the best learning experiences for me in today’s date. This project enforced me to enact as a critical thinker at first and enacting critically helped me to think and observe details about the brand, their marketing position, marketing strategies and other aspects to make better decisions at the end. Also, this project enforced my critical mindset to think about cultural shifts of the brand Charge, their consumers behavior and product innovation as well. Also, I identified clearly how Charge should operate their STDP, marketing forces and other cohesive identities. Reflecting upon the whole process ensures how my skills stand out (Markaki et al., 2025). 
Apart from this, one of my main key learnings about this was significant role of the consumer-centric thinking. In order to design a brand-new strategy for Charge, I was actually required to deeply understand the ongoing trends in nutrition and supplements market. While going through this, I identified analysis of both macro analysis as well as the trends has been giving me much motivation and confidence to perform better in future in big projects (Markaki et al., 2025). I also realized somewhere in my mind that brands could be built upon the basis of positive mindsets and around the brands they admire if the management is stable and shifted completely towards that. 
Another key learning, I admired, was the significance of the strategic alignment all across the world for brand’s components. The SDTP model and marketing mix strategy of the firm is aligned across all the brand components. The framework of STDP guided me clearly and deeply in order to define the whole target market of the firm along with addressing the differentiated models of their value propositions. Building the brand of Charge on the basis of 4 marketing P’s made me understand clearly in detailed manner about core identity of the firm, pricing strategy of the firm, their place and promotion strategies as well (Markaki et al., 2025). For instance, being reliant over the fitness, health and wellness and eco-friendly material as well helps me understanding how Charge, could align with the pricing levels that primarily reflects upon how “P” influences others, as well as misalignment of overall impact of the brand at the same time. 
Through this project, I also successfully developed my research and analytical skills, I had to evaluate the trending aspects of the industry and the customer’s changing preferences also while justifying clearly about the strategic choices on the basis of clear market logics and not only the assumptions. 
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MARKETING STRATEGY PRESENTATION

NEW BRAND DESCRIPTION

¢ Nike influences global sports and lifestyle trends.
¢ People are shifting toward healthier, fitness-focused Iiving.(Cootes et al, 2024).

¢ Charge as a conceptual sub-brand extension of Nike into the nutrition and wellness industry.

HOW IS THE BRAND ALIGNING WITH CUSTOMER TRENDS?

¢ Post-pandemic, people shifted massively toward fitness activities.

¢ Charge is designed for these health-focused and fithess freak consumers.

¢ The Charge aims to address an identified market opportunity within the global wellness and nutrition
sector, to manage the low-impacting lifestyle of people and that too in affordable prices (Coates et al,,

2024).

¢ Demographic: Target age 18-45 and Suitable for ¢ Product: Charge, will include nutrition powder,
both males and females (Broussard-Goldsmith, whey protein, plant-based protein, blends and
2024). mass gainers as well (Kerksick et al, 2018).

¢ Psychographic: People who are health- ¢ Pricing: Follows a premium-accessible pricing
conscious, gym-active, yoga practitioners, strategy $80-150(Kerksick et al, 2018).

athletes.] (Epstein et al, 2010).
¢ Place: Distributed through website, market

¢ Behavioral: 1. People preferring activities such as places, gym, wellness centers and retail
gym, heavyweight lifting, walking, running and stores.
light workouts e

(Epstein et al,, 2010). ) Promotion: Brand messaging, Influencer

partnerships and Social media (Kornum et al,
2016).

CONCLUSION
e "Charge” is brand expansion of Nike in fithess and wellness market.

¢ Targeted positioning and sustainable ingredients boost consumer appeal.

¢ The SDTP and 4Ps process shows how strong planning drives brand growth.
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