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Brand Extension
The growing competition in the business world has necessitated organizations to differentiate their products to position themselves in the market competitively. Brand extension entails the use of an already established product in developing another line of product (Kushwaha, 2012). Given that the Rider Sports drink would attract many athletes among other customers due to its capacity to keep the drink cold for six hours, the company’s brand name would be strong in the market. Therefore, establishing a new product will attract a significant number of customers. In most cases, products are launched through brand extensions as a strategy to expand a business revenue and earning a considerable market share (Kushwaha, 2012). The brand extension strategy is beneficial to business since the new product would not involve extensive marketing research, as well as advertising costs and consequently, have higher chances of positive performance due to core brand equity (Ogbuji & Samson, 2014). Besides, the brand extension has possible reciprocal effects in enhancing the equity of the parent company brand (Kushwaha, 2012). The company intends to add sports shoes to its product portfolio to the existing target market. 
A successful brand extension strategy relies on consumers’ perception of similarity between the parent brand and the new extension (Kushwaha, 2012). Firms employ brand extension strategy to benefit from the knowledge gained from existing markets. According to Keller (2009), launching a new product under a well-established umbrella has low chances of product failure. The sports drink market is highly competitive and developing a product and enhancing its market acceptability depends on the organization’s ability to develop unique products in the market. Therefore, the objective of the company to have a brand extension is to gain market acceptability and enhance the company’s revenue. This will be achieved by developing a new product using the existing brand name. 
Justification of Brand Extension
Launching a new product in a market has some degree of failure (Kushwaha, 2012). However, when a brand name is strong in the market, launching a new product has a relatively higher success rate. Therefore, one of the reasons for brand extension to the sports drink would be enhancing the success of the new product launch. Customers’ acquaintance with an already established strong brand name is high using the brand extension. 
Secondly, the rationale behind brand extension strategy in launching the new product would be to cut costs. New product launch involves considerable costs that range from carrying marketing research to advertising costs (Ogbuji & Samson, 2014). The new product would use the existing brand name and thus, the business will incur less cost in launching the product. 
Another rationale for using brand extension would be increasing the visibility of the brand. Various researchers have established the importance of more than one product in the market relative to a single product. The launch of the new product under an existing brand name would enhance the visibility of the current product. 
Target Market
One of the primary objectives of brand extension is to enhance an organizations performance concerning increased revenue, profitability and increased market share (Kushwaha, 2012). Therefore, a brand extension strategy should focus on particular target market to achieve this objective. Rider sports drink targets the athletes who would derive value from the drink due to its capability of keeping the drink cold for a considerable period. Therefore, a new target market would have a synergistic effect on the existing target market in enhancing the company’s revenue and market share in the market. The company would consider extending the brand by introducing sports shoes to the current target market. The sports shoes will trade with the existing brand name Rider Sports shoes. The sports shoe idea would reduce the costs to the company associated to researching the target market, advertising costs since the target market is already acquainted with the existing brand name (Ogbuji & Samson, 2014). 
Marketing Strategy
Marketing strategy is focused on identifying the needs of customers and implementing policies aimed at meeting their expectations (Isoraite, 2009). Besides, the plan also focuses on earning a profit by meeting the customers’ expectations. Therefore, the marketing strategy is intended to address matters concerning product designing, packaging, pricing, promotion, public relations distribution, advertising among other factors. Further, the marketing strategy is aimed at solving a problem in the existing market. The company would develop light and durable sports shoes that are intended to provide the athletes with the value of their money. Lightness and durability are the primary consideration when the athletes are making a purchasing decision on the right shoes to wear. 
The company would focus on developing unique sports shoes in the market. The differentiation strategy is aimed at placing the shoes competitively in the market (Munteanu, 2015). Therefore athletes would be attracted to the shoes due to their features including, lightness, durability, and comfortability.  Since the brand name would be strong due to the sports drink provided in the market by the company, the launching of shoes would be inexpensive with enhanced chances of success. Further, the advertisement would be minimal due to the athletes’ acquaintance with the existing sports juice. 
Pricing plays a crucial role in marketing strategy. A pricing approach can have a significant influence on the company’s demand for the products. Therefore, the pricing decision would consider the strength of brand name and the existing competitor’s prices on sports shoes. A strong brand name gives a company an advantage over premium pricing (Al-Salamin & Al-Hassan, 2016). Therefore, depending on the strength of the brand name as a result of the successful performance of the sports juice, the company would have to consider a premium pricing. Consumers are rational when making a purchasing decision (Al-Salamin & Al-Hassan, 2016). They consider the benefits and costs associated with a purchase. Therefore, the ability of the sports juice to meet the athletes' expectation would significantly influence the pricing strategy of the company. Moreover, the ability of the sports shoes to meet the customers’ expectation would impact on demand and consequently the pricing strategy. 
Ethical Consideration
Ethical consideration is essential in developing a marketing strategy. The moral aspect of a marketing strategy is complex (Majtán & Dubcová, n.d.). However, the primary consideration concerns fairness and truthful representation of the product into question. Therefore, the company would consider proving quality products in the market as advertised directly or indirectly by the company. Thus, a compromise of quality and non-provision of products with the specified features is unethical (Majtán & Dubcová, n.d.). The ethical aspect of a marketing strategy impacts significantly to the brand name image. Thus, the company intends to develop the sports shoes that meet the customer expectations, and the athletes can derive value for their money. 
Consideration of the standards of the shoes is also of significant importance for the success of the new product. Lack of meeting the standards would result in product failure and cause physical and psychological injuries to the athletes. Therefore, the company would continuously monitor the quality of products offered in the market as an ethical responsibility. 
Conclusion
Brand extension is crucial to the development and expansion of a company’s products portfolio. Most importantly, a strong brand name significantly influences the success of a new product launch. Further, the brand extension strategy is cost effective to the business and positively impacts on the company’s product equity. The reciprocal benefit of introducing sports shoes under the brand will entail making the sports drink more vivid to the potential customers.
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