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[bookmark: _heading=h.oo1vhivbgg5l]Introduction 
This portfolio is an elaborate marketing strategy of Nike FuelBar, a novel product concept aimed at the youth with performance-oriented concerns but who require clean and dependable nutrition in their workouts. The brand extension market segmentation of the sports nutrition market is a reaction to the increasing demand of consumers for functional protein bars and hydration drinks. This report will provide an in-depth analysis of Segmentation, Targeting, Differentiation, and Positioning (STDP) of Nike FuelBar and marketing mix with references to the 4Ps approach (Product, Price, Place, and Promotion). It is a concept that shall transform the Nike FuelBar into a value brand that is compatible with the health needs of modern fitness enthusiasts.
[bookmark: _heading=h.95osj16nsp0l]Element 1: Choose a company and develop a Segmentation, Targeting, Differentiation, and  Positioning (STDP) Analysis for a New Brand Concept
[bookmark: _heading=h.px6trcxpt6bp]Company and Idea of Brand Introduction.
Nike, Inc., is an internationally popular sportswear producer that never stops evolving to meet the needs of sportsmen and athletes. With the growth of interest among the population in health and fitness, a new line of products, Nike FuelBar, is offered, which offers protein bars and various hydration drinks, which are suggested to athletes and other active individuals. The product is supposed to provide quality and high-performance nutrition grounded in the brand value of Nike as a quality and innovative firm (Nike, 2025; Statista, 2024). As consumers choose to live a healthier lifestyle, Nike FuelBar will be found in the market as an emerging trend providing exercise and recovery value with its approach to being a food category (Mintel, 2023).
[image: ]
Figure: Where Will Nike Be in 5 Years?
(Source: The motley fool, 2025)
[bookmark: _heading=h.qco4f9kn0n0l]Concept Behind Nike FuelBar
The Nike FuelBar will also be targeted at the growing demand for healthy and convenient snacks that would contribute to active lifestyles. The product will be concentrated on natural and plant-based ingredients, and this will attract consumers interested in having clean-label products that are high in protein. As an increasing number of customers begin to purchase sustainable and functional foods, FuelBar is in a good spot to offer high-quality, nutrient-dense products to its customers (Jang et al., 2023). It is also in accordance with the current trend of clean eating and the growing popularity of artificial additive-free products (Mintel, 2023).
[bookmark: _heading=h.gylr7eppb73z]Segmentation and Targeting
The right segmentation will also help Nike FuelBar to target various consumer groups based on the demographics, behaviour and geographical location.
· Demographic Segmentation: Nike FuelBar attracts individuals in the age group of between 18 and 40, and particularly, young individuals in the office and sportsmen who are active in sports and physical exercises (Jang et al., 2023). This is a health-conscious citizenry, and they value nutritional products that will contribute to their performance.
· Behavioural Segmentation: The initial behavioural segment falls under fitness enthusiasts who require protein-based, nutrient-rich products to restore and accelerate performance enhancement (Choudhary et al., 2025). Snacks that are clean and convenient are also placed at a high premium by this segment of consumers.
· Geographic Segmentation: Nike FuelBar will be launched in both North America and Europe, where an already existing trend of fitness and wellness has been high. It will later be weighed on the possibility of expanding to Asia and, more so, India because more consumers are becoming health-conscious (Statista, 2024).
[bookmark: _heading=h.5mpquad1jbbe]Advantages and Disadvantages 
Advantages of Segmentation:
· Marketing Efficiency: Segmentation allows more targeted marketing, which increases the allocation of resources and targeting (Jang et al., 2023).
· Customer Satisfaction: When a product is differentiated to a particular niche, the level of customer satisfaction and loyalty becomes greater (Choudhary et al., 2025).
Disadvantages of Segmentation:
· Increase in Costs: The idea of segmentation can result in an increase in cost because the marketing of customisation and product design is necessary (Mogaji, 2025).
· Too small segmentation Risk: Too many segments will be capped on the size of the market and the popularity of the brand (Manoli and Hodgkinson, 2022).
[bookmark: _heading=h.rp00q6i0bsqm]Target Audience
Nike FuelBar's target audience includes:
· The target customers will be the young professionals (18–35) with active and fitness-oriented lifestyles, who require convenient and healthy snacks to keep them fueled in their busy schedules.
· Professional and amateur athletes need the quality of nutrition to increase training and recovery.
· Plant-based, clean-label foods and beverages will target wellness-conscious consumers with a healthy and conscious mind (Jenkins et al., 2021).
[bookmark: _heading=h.29pu3h7nooo5]Differentiation
Nike FuelBar will be different from its competitors on a variety of levels:
· Brand Trust: Leveraging the reality that Nike has become recognised as a quality and performance brand, FuelBar will be perceived as an upscale product with the endorsement of a reliable brand (Nike, 2025).
· Healthy Ingredients: as most of their competitors will be utilising animal-based proteins and components that are unhealthy and harsh. FuelBar will associate itself with plant-based proteins and clean and natural components, which would appeal more to health-conscious consumers (Manoli and Hodgkinson, 2022).
· Sustainability: eco-friendly packaging and sustainability of FuelBar will place it in the market, which will attract the attention of the environmentally conscious population (Jang et al., 2023).
[bookmark: _heading=h.y21tli3zjvuv]Positioning
Nike FuelBar will be positioned as a performance-based nutrition brand, which is of high value to sportsmen and other active individuals. The product will prioritise quality and clean ingredients, convenience, and sustainability, which will make it a good alternative among individuals who want to take their performance and health to the next level. The positioning statement will be as follows:
"Nike FuelBar: Power your performance with clean, protein-packed nutrition from the brand you trust."
This is a performance of positioning the product as high-quality, which is consistent with the high brand association that is experienced on the part of Nike and its focus on sustainable and healthy food for active individuals (Mogaji, 2025).
[bookmark: _heading=h.38l8gurp5295]Element 2: Marketing Mix 4Ps 
[bookmark: _heading=h.k56sdmpy2bq]Product
Nike FuelBar will be positioned as a sports nutrition product targeting the high-quality protein bars and hydration drinks, which will target the needs of athletes and the active community. The product will be engineered with plant-based proteins with natural ingredients and no artificial sweeteners and preservatives, implying that the demand for clean-label nutrition products will be fulfilled. The product versions will all be differentiated to serve a specific purpose, such as pre-workout to get energy, post-workout to restore, and sustained energy to be used all day (Jang et al., 2023). In order to differentiate itself from the existing competition, Nike FuelBar will offer not only nutritional value and convenience but also act as a performance enhancer to the products sold and be easy to eat and carry when travelling. The product line will include flavours such as chocolate, vanilla and fruit products as the basis to cater to various consumers' tastes (Nike, 2025).
Packaging will also be aligned to the iconic Nike branding, and the product will contain smooth and modern designs that portray the high performance of the brand. The packaging will also be sustainable since it will be made of environmentally friendly materials and will contribute to the growing demand of consumers toward green products (Manoli and Hodgkinson, 2022). The products will also be offered in different sizes to cater to both personal and family purchases in order to make them flexible to the needs of the consumer.
[bookmark: _heading=h.ijikkyqzubo9]Price
Nike FuelBar will adopt the pricing policy of premium because it will be priced as per the brand positioning as a high-quality and performance-focused brand. This strategy presupposes the qualities of quality and naturalness of the product and its practical value (Mogaji, 2025). FuelBar will be competitive with high-end sports nutrition in terms of price, which is slightly higher than mass-market choices.
Price Range: Protein bars will be priced at approximately $2.50 to $3.00 per bar, while hydration drinks will range from $3.50 to $4.00 per bottle. These prices speak of the great quality of ingredients and the performance benefits of using the product.
Value-Based Pricing: This means that pricing will also be determined by the perceived worth of the consumers who are willing to spend their money on their health and fitness, especially those who will appreciate the advantages of clean and plant-based ingredients and performance nutrition (Mintel, 2023).
Competitor Comparison: It is possible to describe the price as an upscale one, but it is also competitive in the sports nutrition market, where consumers are willing to pay more in order to be convinced of the quality of the products and help them to fulfil the goals of fitness (Choudhary et al., 2025).
[bookmark: _heading=h.1yf7x6qthnfp]Place
To ensure that it achieves success in reaching its target market, Nike FuelBar will use a multi-channel distribution strategy. The instruments that will be utilised in this strategy will entail the use of physical shops and e-bikes to address the different purchasing behaviour of the targeted customers.
Nike Retail Stores: FuelBar will be retailed in both the flagship and affiliate stores of Nike in major urban centres. This will allow the product to be noticeable to the loyal customer base of Nike, who will make impulse purchases and product trials (Nike, 2025).
Online Sales: FuelBar would be sold at the online stores of Nike, as well as at other online marketplaces like Amazon. This will be used to satisfy consumers who prefer shopping on the internet, which exploits the increasing popularity of e-commerce (Statista, 2024).
Gyms and Fitness Centres: Nike can partner with the gyms and fitness centres and sell FuelBar to the members of the gym surroundings in the environment where they may need the nutritional supplements (Choudhary et al., 2025). Moreover, the partnership with sporting events and organisations will advertise the perception and engagement of the product.
Global Distribution: The product will be initially advertised in North America and Europe, which possess good health and fitness markets. In the long term, Nike FuelBar can extend to other nations, particularly to the Asian and Indian markets, to implement the still-emerging markets, as far as the fitness culture is fast-growing there (Statista, 2024).
[bookmark: _heading=h.uf2ahh6y4sob]Promotion
The elements of the marketing mix of Nike FuelBar will be online marketing and in-store promotions to generate awareness and interest in consumption. This will target the positioning of the product as the most preferred high-performance nutrition product.
Athlete Endorsements: FuelBar, being a large platform of high-profile athletes, will have the sports stars of their respective worlds endorsing the product, and this will fix the performance image of the product. These sponsorship arrangements will show how the product may assist the athletes to realise improved performance, recovery and fitness goals (Manoli and Hodgkinson, 2022).
Social Media Campaigns: The communication with fitness influencers and health-conscious groups (Instagram, TikTok, and YouTube) is going to be implemented through social media. The informers will provide posts on Nike FuelBar, whether it is a product review or exercise programme, and this will generate buzz and generate organic word-of-mouth marketing (Jang et al., 2023).
Content Marketing: Educational content will be developed to inform the consumer about the importance of clean nutrition, and such content as blogs, podcasts and videos demonstrating the importance of diet in performance and recovery will be developed. The existing content mediums will allow Nike to form a connection with the audience and turn FuelBar into an important part of their active lifestyle (Mintel, 2023).
In-Store Advertisements: Trial, Sample: Nike FuelBar will be sold in Nike locations, fitness centres, and workouts to advertise and have direct interaction with the consumer (Nike, 2025). In addition, they will be offered new promotions and discounts that will be paired with other Nike products (apparel, shoes) to incentivise even more purchases.
[bookmark: _heading=h.c3mr1gm2dm2c]Element 3: Marketing Strategy Pitch
Nike FuelBar is a high-quality nutrition item that focuses on sports and fitness professionals. It has premium-quality protein bars and refreshment drinks that are made using natural plants to power your active lifestyle. The product line will target customers aged between 18 and 40 years of age and those who are performance-oriented, health-conscious and want clean, convenient food to eat.
The Nike FuelBar puts its charging point on the brand of Nike and focuses on sustainable products and packaging to ensure that every product will enhance your performance and contribute to recovery. Differentiation of prices will underline the quality of the ingredients and the playing benefits of the product, but our multi-channel distribution will provide us with the opportunity to ensure that our product is easily accessible to the recreational players and the fitness professionals.
Having the established brand name of Nike and the developing tendency of consuming clean nutrition, Nike FuelBar will overflow the sports nutrition market and provide athletes with the required tools to reach the peak of performance (Nike, 2025; Statista, 2024).
[bookmark: _heading=h.r0t01zqv2lfc]Element 4: Reflection
The idea of creating the Nike FuelBar brand and developing its marketing strategy provided incredible experiences on the topic of the complexities of branding, consumer behaviours, and positioning. The new brand development process involved market trend decoding and product matching the anticipation of the consumers. Some of the lessons learnt included the necessity to be different or differentiate in a saturated market. Based on the brand equity of Nike, we described FuelBar as a high-end product, which could be distinguished by its clean ingredients and sustainability. This helped the brand as well as its unique value proposition, providing high-performance nutrition to those individuals who are active and also concerned about their fitness and the environment (Manoli and Hodgkinson, 2022).
Another lesson that I acquired when making the marketing strategy pitch was to break down the complex concepts into a simple and memorable presentation. The task at hand was to spread the key benefits of Nike FuelBar to the possible customers or the potential investors, who were the target audience. This process increased my skill in convincing communication, and it is imperative to state that the product has been more aligned with the existing market trends, in addition to the world brand that Nike is (Mintel, 2023).
With the assistance of this project, I was able to gain some valuable experience in market research and consumer segmentation. In addition, it has highlighted the significance of ruling decisions on the basis of the data to identify the appropriate target audience and create an appropriate marketing mix (Jenkins et al., 2021). Looking back at my strategy, I find that I can improve myself by becoming a more effective time manager and an inventor of more innovative ideas to be incorporated into the brand development projects that I lead in the future.
In the same project in the future, I will involve more elaborate competitor analysis to attain a more strategic differentiation and am more likely to venture into other areas of marketing communication, such as experiential marketing, to better reach the consumer.
[bookmark: _heading=h.4by305oec1qo]Conclusion 
Lastly, Nike FuelBar's marketing plan relies on the reputation and trust that Nike has established over the years to venture into the sports nutrition industry. The STDP analysis is conducted in a way that the brand reaches the young-fitness demographic well, and it is projected as a performance-based and health-conscious brand. The 4P approach has been aimed at product differentiation, pricing and positioning in the shape of Nike's site, flagship stores and fitness centres. Some of these benefits are athlete endorsement and social media promotion. Overall, Nike FuelBar will strengthen Nike's position by offering a complete nutrition solution to advance existing fitness goals.
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Prfysgol Cymru NIKE FuelBar: Powering Performance Through Clean Nutrition
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