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NEW BRAND DESCRIPTION

¢ Nike influences global sports and lifestyle
trends.

¢ People are shifting toward healthier, fitness-
focused living.

¢ Nike is launching “Charge”, a new nutrition
supplement.
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SEGMENTATION

* Demographic: Target age 18—-45 and Suitable
for both males and females.

 Targeting: Health-conscious and fitness-
freak individuals.

« Positioning: Positioned as a premium
wellness supplement to repair muscle, weight
control, joint support, digestion, immunity.
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HOW IS THE BRAND ALIGNING
WITH CUSTOMER TRENDS?

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

e Charge by Nike is designed for these
health-focused consumers.

* With the wellness market topping $5
trillion, Nike fills the gap by offering
affordable nutrition support.
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MARKETING MIX

¢ Product: Includes nutrition powders,
proteins, blends, gainers, plus pre/post-
workout supplements.

* Pricing: Follows a premium-accessible
pricing strategy.

¢ Place: Distributed through website, market
places, gym and wellness centers.

¢ Promotion: Social media strategy on
TikTok, YouTube, Instagram influencers.

CONCLUSION

* "Charge” is brand expansion of Nike in fitness
and wellness market.

¢ Targeted positioning and sustainable
ingredients boost consumer appeal.

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