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[bookmark: _Toc216419914]1.1 Company Introduction 
Nike is an internationally acclaimed performance and sportswear company, which is known to be passionate about innovation and sporting performance (Aaker, 2012). It has a business motto which is to inspire and innovate every athlete and this motto shows a concern about empowering consumers by providing high quality products and technology (Forbes, 2023). The high brand equity of Nike can be traced in the globally spread brand and in the loyalty, it enjoys among the various consumer groups (Jobber and Ellis-Chadwick, 2019). The company has also ventured into wearable technology such as the Nike Run Club, Nike Training Club and partnership with Apple, which gives athletes an integrated digital experience (Chaffey and Ellis-Chadwick, 2019). With these innovations, brand extension into performance energy drink becomes rational, which also corresponds to the interests of consumers in the field of wellness, hydration and energy (Statista, 2024). This identity is used by NikeFuel to expand the brand into functional beverages and provide credibility and similarity to the current products (Nike, Inc., 2024).
[bookmark: _Toc216419915]1.2 New Brand Concept – NikeFuel Energy Drink 
NikeFuel is the high-performance energy drink, which is targeted at athletes, runners, and gym-goers who want a science-based drinks of hydration and energy (Blythe, 2013). The product will be a blend of electrolytes, B-vitamins, and natural sources of caffeine in the form of green tea extract to aid in endurance, strength, and recovery (Mintel, 2023). NikeFuel comes in recyclable packages, which are in line with the modern trends of sustainability and responsible marketing (Nike, Inc., 2024; Turker, 2025). The brand is especially topical nowadays because the sports nutrition market has become more advanced, and health-conscious people start buying clean-label drinks instead of sweet ones (Statista, 2024). The competitors, including Red Bull, Monster, and Gatorade are market leaders in the energy drink segment but there is an opportunity to fill with a high-end, athlete-focused product that combines brand trust and performance technology (McMillan, 2010). NikeFuel tries to capitalise on this opportunity by providing a beverage that is both functional and enhancing the brand values of Nike, which are athletic performance and innovation (Forbes, 2023).
[bookmark: _Toc216419916]1.3 Segmentation
The segmentation of NikeFuel incorporates a combination of demographic, psychographic, behavioural and geographic (Wedel and Kamakura, 2000). The target demographics are consumers (any gender) aged 16–45, with medium-to-high income, such as students, athletes, and young professionals (aurthur, 2015). Psychographic segmentation emphasises on the lifestyles, self-improvement motivation, participation in sports or fitness clubs, and health and brand identity value (Blythe, 2013). NikeFuel is behaviourally oriented at people who frequent the gym 3-6 times a week, consumers of sports supplements, strong Nike brand ambassadors, and those who consume energy drinks on a weekly basis (Jobber and Ellis-Chadwick, 2019). Geographic segmentation focuses on urban and suburban markets that have established sports cultures e.g. UK, USA and Europe (Statista, 2024). Together, this segmentation will see NikeFuel react to lifestyle and behavioural trends that are very much related to performance over which the most useful consumer groups can be accurately targeted (Kotler, 1994).
[bookmark: _Toc216419917]1.4 Targeting Strategy 
The key audiences of NikeFuel are people aged between 18 and 35 years who are gym-goers, runners, students, and young professionals (aurthur, 2015). This is a highly tech-oriented, brand-aware generation and often consumers of Nike products, including clothing, footwear, and online applications (Chaffey and Ellis-Chadwick, 2019). They are a perfect target because they tend to be the consumers of energy beverages and hydration products, use the Nike brand, and are eager to find the solutions that improve their performance (Mintel, 2023). They are also very active online and hence effective and tailored marketing campaigns can be conducted (McCarthy, 1960). With this group orientation, NikeFuel will be able to balance consumer needs with brand positioning, which will make it easy to adopt and have brand loyalty (Blythe, 2013).
[bookmark: _Toc216419918]1.5 Differentiation Strategy
The competitive factors that distinguish NikeFuel are product, brand, technology, image and emotional (Aaker, 2012). The product will provide a clean energy formula made of natural ingredients that will provide hydration, energy, and recovery in the same beverage (Statista, 2024). The brand differentiation is based on the history of Nike and its relations with sports success (Forbes, 2023). Technological differentiation will also be integration with the Nike Run Club app, where hydration can be logged, energy can be tracked, and performance plans can be customised (Chaffey and Ellis-Chadwick, 2019). The differentiation of images is manifested in minimalistic, smooth packaging in Nike style, which conveys the message of high performance and quality (Nike, Inc., 2024). On the emotional level, NikeFuel is inspiring consumers with the brand promise Fuel your greatness, which supports the aspiration, achievement, and brand loyalty (Jobber and Ellis-Chadwick, 2019).
[bookmark: _Toc216419919]1.6 Positioning Strategy
NikeFuel will be a luxury performance sports energy beverage catering to people who are athletic and active and need to use clean, science-based energy to improve their training, endurance, and day-to-day performance (Blythe, 2013). It occupies the base between conventional sports drinks and conventional energy drinks as it provides a natural performance amplifier in a reliable and aspirational brand environment (Forbes, 2023). Its value proposition focuses on the functional benefits of hydrating, energising, and recovering with the help of science and integrated technology (Statista, 2024). The improved image of NikeFuel is in line with the vision of health-conscious athletes and active consumers who value reliability of the brand, innovation and sustainability (Nike, Inc., 2024). NikeFuel provides a unique product performance, brand credibility, and motivational messaging and thus creates a differentiated and strong market position (Aaker, 2012).
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Figure 1.1: Marketing mix (Kotler,1994)
2.1 Product Strategy
Core Product
NikeFuel core product is aimed at providing energy boost, hydration, and better sport-related performance to athletes and fitness enthusiasts (aurthur, 2015). It aims at consumers who want physical power and mental acuity on their sports and training events (Blythe, 2013). NikeFuel does not just fit in the competitive sports beverage market as an energy drink, but as a performance enhancer (Jobber and Ellis-Chadwick, 2019).
Actual Product
The real product is the NikeFuel sports drink which comes in 500ml and 330ml cans and bottles. It is filled with natural caffeine that is obtained by means of matcha and green teas, electrolytes, and b-vitamins without artificial preservatives (Nike, Inc., 2024). The flavours of the product include Lemon Sprint, Berry Boost, and Citrus Charge, the name of which is based on the sporting culture and attracts people who are interested in both functionality and taste (Statista, 2024). NikeFuel stands out in this range of products in terms of its combination of natural ingredients and sport-themed flavours compared to regular energy drinks (Mintel, 2023).
Augmented Product
The augmented product also integrates the NikeFuel App that enables its users to track their hydration rates, receive performance feedback, and get reward points to redeem in Nike vouchers (Chaffey and Ellis-Chadwick, 2019). Gamification will foster repeat buying and customer loyalty to the brand even after the purchase of a tangible commodity (Kotler, 1994).
Branding, Packaging, and USP
The packaging design of NikeFuel is a matte bottle with the Nike swoosh and bottles, which are colour-coded according to the flavour (Aaker, 2012). Sustainable rPET packaging is part of the Nike move to Zero and will attract consumers who are concerned about the environment (Nike, Inc., 2024). Its selling point is in being the first sports performance energy drink that is entirely embedded in a global sports brand system and links nutrition, sports tracking, and rewards (Forbes, 2023).
2.2 Price Strategy
Pricing Positioning
NikeFuel uses premium pricing strategy to support its stance as premium, high quality and performance-based energy drink (Blythe, 2013). With the Red Bull (£2.00), Monster (£1.80), and Gatorade (£1.50) competitor prices, NikeFuel will be priced between 2.20 and 2.50 pounds to indicate higher quality and brand value (Statista, 2024).
Psychological and Value-Based Pricing.
Its price strategy is value-based, which involves not only the drink but also the value of natural ingredients, performance boost, brand association and integration of apps (aurthur, 2015). The perceived value stays on the premium level but with the cost of 2.49, the psychological pricing ensures that it is available to the target market (Blythe, 2013).
Bundling and Subscription Pricing.
The bundling pricing approach will be implemented in the form of a discounted multi-pack proposals and free NikeFuel packs that will be given away with the sale of Nike shoes to promote cross-selling within the Nike system (McCarthy, 1960). Combination with the Nike Training Club subscriptions also enhances repeat purchases and long-term usage (Wedel and Kamakura, 2000).
2.3 Distribution (Place) Strategy.
Distribution Channels
NikeFuel is sold in various channels to create the greatest reach and visibility, namely, in Nike stores, Nike online store, fitness centres and gyms, large supermarkets like Tesco and Sainsbury, health stores such as Holland and Barrett, and online marketplaces like Amazon (Nike, Inc., 2024).
Brand Trust and Consumer Accessibility.
The strategy of multiple channels makes sure that amateur athletes and professional athletes are both available in terms of consumer shopping in the context of the fitness and health-related setting (Jobber and Ellis-Chadwick, 2019). The brand trust is increased by the presence of Nike retail outlets, and this helps to strengthen the premium positioning of NikeFuel (Aaker, 2012).
Omnichannel and Subscription Distribution.
Through the online medium, subscription-based deliveries are enabled providing regular replenishment and greater convenience (Chaffey and Ellis-Chadwick, 2019). The omnichannel incorporation, including buy-online-pick-up-in-store, app-based replenishment alerts make the entire customer experience better (Kotler, 1994). The consistent usage and a natural fitting into the Nike digital ecosystem is guaranteed by subscription deliveries (Turker, 2025).
2.4 Promotion Strategy
Promotional Objectives
The promotional mix of NikeFuel will be to develop brand awareness, support the premium positioning and encourage sales in the sports and fitness market (McMillan, 2010).
Advertising and Digital Promotion.
The motivational Nike-style advertising campaigns include the messages like Fuel Your Greatness and Energy Designed for Athletes on YouTube, Instagram, and Tik Tok (Blythe, 2013). These campaigns are directed at the current customers of Nike and consumers of energy drinks based on performance (Statista, 2024).
Influencer and Sales Promotion.

Influencer marketing is an agreement with Nike athletes, professional athletes, basketball players, and fitness content creators to gain credibility and interest (aurthur, 2015). Free trial cans in gyms, launch offers, and loyalty incentives in the NikeFuel App are some of the sales promotions (Jobber and Ellis-Chadwick, 2019).
Experience Marketing and PR.
Sponsorship of sporting events and marathons, with NikeFuel hydration booth to sample and have direct contact with the consumer, will be used to provide experiential marketing (McCarthy, 1960). The PR activities are targeting sustainability efforts and sports science collaboration with universities, which strengthens the image of NikeFuel as a brand of scientifically endorsed and responsible energy drinks (Nike, Inc., 2024; Forbes, 2023).
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Good afternoon. Today, I am proud to present NikeFuel, Nike new brand innovation, and the first effort ever in the performance energy drink market.
Nike has always believed in assisting the athletes to achieve their potential. However, in the current fitness environment, there has been a distinct issue of many energy drinks being full of sugar, fake stimulants, and non-sport-related ingredients. NikeFuel will address this gap by providing a clean, natural, science-based energy drink that is specifically designed to meet the needs of athletes, gym, and other active people.
We will focus on the 18-35 years of age bracket of consumers who are fitness conscious and include runners, gym goers, sports lovers, and those who are loyal to the brand and one who trusts it to help him or her perform better.
Differences that NikeFuel makes are its natural caffeine, electrolytes, vitamins, sustainable packaging, and smooth connexion with the Nike Run Club app, as they enable users to monitor their hydration and get performance rewards.
The company will promote the product in a balanced manner of high-quality product design, value-based pricing, distribution in Nike Stores and gyms, and strong digital promotion with the help of influencers, events, and Nike Training Club ecosystem.
NikeFuel is not just a beverage, but a performance product.
Redefining sports hydration with us.
Power your greatness- with NikeFuel.
[image: ]
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Developing the NikeFuel brand provided me with some good experience in the field of consumer behaviour and their needs. I came to know that identifying the factors that drive consumers such as enhancing energy levels to supporting performance is important in the development of a product that will reach the target consumer. The process of brand extension helped me also to understand the dangers of the process like watering down brand equity or not being in line with consumer expectations. The exercise also tested my creativity in thinking especially in naming the product and building the concept of this product, which enhanced my skills in bringing ideas to life by turning them into concrete brand propositions.
It was especially instructive to use the STDP (Segmentation, Targeting, Differentiation, Positioning) framework. It allowed me to explain how the market is organised and understand the significance of data-based segmentation. I also realised that it is important to know the demographics, psychographics and behaviour of the customers to make informed decisions. The most difficult stage was choosing a realistic target segment because I needed to strike a balance between the market potential and feasibility. However, this practise was fruitful in terms of building a strategic focus as a guarantee that marketing activities should be targeted at the most applicable consumer segments.
The practise of marketing mix reinforced the need to synchronise the 4Ps of the marketing mix, that is, product, price, place, and promotion, with the overall strategy of the brand. I also got to understand the effects of pricing on brand perception and the fact that high-end pricing should be based on the perceived value. Another insight that I learned going through the process of packaging and design of products, including colour preferences and sustainable materials, is the consideration that design can convey brand identity. The promotion strategy brainstorming also enhanced my creativity, since I found digital campaigns, influencer partnerships, and experiences as the most effective way to attract consumers.
The pitch preparation and delivery were also beneficial to my competencies. I also enhanced my skills of summarising complex ideas in brief and conveying them in an engaging way. The process made me more confident about my ability to communicate strategic ideas and clarified the fact that visual storytelling is an extremely important aspect because sometimes the message can be communicated better with the help of visual images rather than only the use of words.
In the future, I would like to employ additional consumer data to build knowledge and make evidence-based decisions. I will also enhance my time management to facilitate effective implementation of all the marketing planning phases. The exploration of new marketing tools and improving the presentation design competencies will enable me to express the ideas better and more inventively in future brand projects.
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Appendix : Marketing Strategy Poster – NikeFuel Energy Drink
(This poster was developed using Canva and supports Element 3: Marketing Strategy Pitch.)[image: ]
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