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Figure 1: Organic recycling market
(Source: Grand View Research, 2025b)
The Adidas Green Performance Lab is aimed at the "green" consumers in developed world countries like the United Kingdom, Germany, the USA, and other European countries where environmental awareness and adoption of digital shopping is quite high. Consumers are growing more sensitive to sustainable choices in their buying, and these markets have good conditions for high-value sustainable products. According to the report from Grand View Research (2025b), the global green technology and sustainability market is projected to expand at 23.1% CAGR between 2025 and 2030, which will create lucrative market prospects for sustainable innovations. This customised service is introduced to these markets supported by Adidas' existing retail infrastructure and digital platform in the region (Adidas, 2025). Initial attention to established sustainability markets also minimizes uncertainty in the market prior to expanding into other international markets.
[bookmark: _Toc236483533]2.1.2 Demographic Segmentation
	Age 
	Gender 
	Income 

	The main age group is 18-35
	Men and women (students at the university, young professionals, and people who enjoy fitness)
	Medium to high disposable income


Table 1: Demographics
(Source: Author)
This group is also more likely to buy sports clothes that are customised with sports performance and sustainability values. According to Consumer Behaviour Theory, demographic factors significantly affect consumer buying behaviour as they have an impact on consumer needs, consumer motivation, and attitudes towards products (Manuere et al., 2022). In addition, the higher the education level, the more aware people are of environmental concerns, which makes sustainable innovations appealing (Prieto-Sandoval et al., 2022). While the high cost might limit accessibility, targeting financially capable customers enhances commercial viability and further solidifies Adidas' premium brand image.
[bookmark: _Toc236483534]2.1.3 Psychographic Segmentation
Psychographic segmentation is based on consumers who are focused on the environment, healthy living, ethics, technology, and expression. These consumers are looking to buy products that reflect their values and also functional value. Eco-conscious consumers' purchasing intentions are higher when sustainability positively impacts trust in and perceived value of the product (Chen et al., 2023). As a result, the proposed extension is a mix of personalisation, recycled materials, and repair services to enhance emotional ties with customers. Despite their environmental values, consumers with ecological consciousness may purchase products regularly even if they are not eco-friendly due to perceived obsolescence on consumers' buying behaviour (Guillard et al., 2023). As such, repair and take-back programmes help to prolong product use and promote more sustainable consumption.
[bookmark: _Toc236483535]2.1.4 Behavioural Segmentation
Behavioural segmentation focuses on current Adidas consumers who are highly loyal, regular buyers of sporting goods, and are more interested in sustainable options. The extension targets consumers who want high-quality products, product uniqueness, and environmental responsibility. Retailers' actions for carbon footprint reduction have a positive effect on environmentally responsible buying decisions, connecting to sustainable consumption during the entire product lifecycle (Jiang et al., 2025). As a result, Adidas Green Performance Lab is advocating for long-term customer engagement through digital customisation and services like repair and product recycling instead of repeated replacement purchases.
[bookmark: _Toc236483536]2.2 Targeting Strategy 
The main segment is made up of urban consumers aged between 18 and 35, who are interested in environmental issues and sports/fitness and are active in the digital sphere. These consumers are willing to pay premium prices for personalized sustainable solutions and appreciate a high-quality product. They also have a very good digital presence, which in turn helps Adidas to customise their products online. A secondary target market is professional athletes and sports enthusiasts who are interested in sporting apparel that is more environmentally friendly and high-performing. By focusing on these customer segments, Adidas can further build customer loyalty and ensure sustainable business growth. According to Keller's Customer-Based Brand Equity (CBBE) model, the positive effects of meaningful customer experiences include improved brand loyalty, brand quality perception, and brand resonance (Marmara, 2025).
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Figure 2: Customer-Based Brand Equity (CBBE) model
(Source: Author)
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Factors that set Adidas Green Performance Lab apart are its focus on combining AI-driven product personalisation, on-demand production, repair options, and product take-back into a circular business model. Nike By You, in comparison, offers personalisation, but not as many circular services that can be integrated into the product's life cycle. Hence, the brand extension provides Adidas a unique value proposition with sustainability and customer co-creation. The development of sustainable sports textile materials has opened up more possibilities for the development of high-performance sports clothes with eco-friendly fibers and materials, while keeping the functional performance unchanged (Cui and Wang, 2025). However, adoption of repair services and reverse logistics can present higher operation costs in the beginning. However, in the long run, circular business models can increase the efficiency of the use of resources and minimise waste (Sproviero, 2025).
[bookmark: _Toc236483538]2.4 Positioning Strategy 
Eco-friendly quality materials 
Value-based price

Figure 3: Positioning map
(Source: Author)
Adidas Green Performance Lab will be a high-end sustainable sportswear offering where customers can create their own customised, high-performance wear while playing their part in sustainability. Marmara (2025), states that great and good brand associations boost brand loyalty and competitive advantage as part of Keller's Customer-Based Brand Equity model. In this context, the proposed extension of the brand signifies not just that Adidas is a sportswear brand, but that it also serves as a means for customers to engage in sustainable lifestyle choices and conscious consumption.
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Figure 4: Product idea
(Self-generated)
The Adidas Green Performance Lab is an addition to Adidas' product range, as it creates personalised sporting apparel using an AI-driven digital platform and only after a customer buys it. This on-demand production model reduces the amount of excess inventory and reduces the environmental impact that is related to mass production. The extension includes the use of recycled plastic from the sea, bio fibres, environmentally friendly packaging, and repair and take-back programmes for promoting circular consumption. The organic recycling of bio-based plastics market in Europe accounted for the largest global revenue share of 34.11% in 2023 (Grand View Research, 2025b). According to Consumer Behaviour Theory, consumers are now considering both the functional performance of products and their environmental responsibility (Manuere et al., 2022). While customised manufacturing can extend production lead time, it can also cut down on material wastage and enhance the idea of product exclusivity. As the technology of sustainable sports textiles has progressed, manufacturers can now not only integrate environmental performance into their textiles, but also enhance their durability and athletic functionality (Cui and Wang, 2025). The proposed extension therefore bolsters Adidas' sustainable innovation strategy and provides further customer value by personalisation of the product.
[bookmark: _Toc236483541]3.2 Pricing Strategy
Adidas Green Performance Lab will take a premium value-based approach to pricing, based on the personalisation of the product, sustainability of materials, and integration of circular services. Today's customers will be willing to pay more for products that offer higher uniqueness, environmental value, and quality. Value-based pricing is more about the benefits customers perceive and not about the cost of production of the firms, so the firms can enhance competitive positioning and increase profitability as well (Helmold, 2022). The high price tag also helps to strengthen Adidas' brand name as a supplier of innovative, high-performance sportswear. But if the price is too high, price-sensitive consumers won't buy the extension when it first enters the market. To overcome this, Adidas could offer incentives for loyalty as well as repair rather than replace, which would boost customer value and lower replacement costs. This strategy can help to be profitable while maintaining the goals of sustainability that the extension strives for. 
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Figure 5: Pricing Strategy
(Source: Author)
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The extension will be available on Adidas' official website, mobile app, flagship stores and selected experience centres where customers will be able to customise their products digitally before they are manufactured. A combination of physical and digital channels ensures a seamless Customer Experience and efficient order management. The global retail network of adidas offers a good platform for this extension in existing markets (Adidas, 2025). A new feature that will be integrated in selected stores will also be repair services and product collection points, enabling product returns for refurbishment, reuse or recycling and facilitating reverse logistics. Implementing reverse logistics involves extra investment in operations, but it contributes to the responsible use of resources by prolonging the life cycle of products. This distribution strategy is very similar to the one adopted by SDG 12 (UNDP, 2025), which encourages responsible production and consumption by ensuring improved resource efficiency and waste reduction. Thus, the suggested place strategy contributes to increased convenience for customers and the principles of the circular economy.
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Figure 6: Place Strategy
(Source: Author)
[bookmark: _Toc236483543]3.4 Promotion Strategy 
Promotion will highlight the message of sustainability, innovation, and customer involvement through integrated digital marketing. Social media, collaborations with influencers, interactive design presentations, and consumers' own content will make them actively interact with the Adidas Green Performance Lab. The increasing importance of social media in communicating in regard to the Triple Bottom Line approach, Environmental, Social, and Governance (ESG) initiatives is attributed to the fact that social media increases transparency and stakeholder engagement (Jayadatta, 2023). Digital communication can also make a difference in sustainable brand-building efforts by embedding ESG values into customer journeys across various online touchpoints (Xia, 2024). Moreover, social media marketing activities have a positive relationship with customers' engagement, which in turn positively affects brand development and consumers' loyalty (Rajbanshi et al., 2025). However, sustainability communication needs to be genuine, otherwise, it can lead to consumer doubt and accusations of "greenwashing" (Şenyapar, 2024). In this regard, it would be beneficial for Adidas to back its promotions with concrete sustainability successes and provide transparent reporting to further boost consumer confidence and build sustainable brand equity.
[bookmark: _Toc236483544]3.5 Marketing Mix Summary
The suggested marketing mix illustrates the interdependent relationships between product innovation, premium value-based pricing, omnichannel distribution, and transparency regarding sustainability communication for the successful support of Adidas Green Performance Lab. Every strategic choice builds further on customer value, differentiation, and environmental responsibility and contributes to the long-term brand equity. The extension generates economic, environmental, and social value, making it possible for Adidas to grow sustainably in the business sector while innovating responsibly and providing customers with experiences that have purpose and meaning (Nogueira et al., 2023). 
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Figure 7: Gibbs Reflective Cycle
(Source: Mindtools, 2024)
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The Adidas Green Performance Lab marketing strategy was a chance to use sustainable marketing concepts in a real-life business scenario. The project was organized around the development of the sustainable brand extension, the STDP analysis, the development of a marketing mix, and the production of a poster presentation. Academic theories have been interwoven with industry evidence throughout the process, providing a rational basis for the strategic decisions and maintaining sustainability as a key part of the brand extension.
[bookmark: _Toc236483547]4.2 Feelings 
Initially, I felt that I had a good understanding of marketing concepts and was not sure how to create an original and commercially viable sustainable brand extension that was innovative. As the research went on, I gained confidence because I started to understand the concepts of sustainable marketing and the need for theoretical frameworks to inform and facilitate real business practices. 
[bookmark: _Toc236483548]4.3 Evaluation 
A key advantage of this project was its seamless incorporation of sustainability in each of its components, instead of as a standalone idea. The creation of a brand extension by integrating personalisation, a circular production model and repair services showed the potential for sustainability to add value to both environmental sustainability and business growth. The literature reviewed in recent years, along with industry reports, helped build the credibility of my recommendations and provided evidence to back up my strategic decisions. It was not easy to find a balance between innovation and commercial practicability, however, because there are some sustainable initiatives that involved a lot of investment in operation: for example, reverse logistics or repair services. By choosing the relevant theories and assessing different theories critically, much research and careful judgement were also needed.
[bookmark: _Toc236483549]4.4 Analysis 
It was a good project to learn more about sustainable marketing strategies and consumer behaviour. I was able to learn the application of Consumer Behaviour Theory and understand how environmental awareness, personal values, and purchasing motives affect customer decisions. Keller's Customer-Based Brand Equity model emphasized the need to build credible customer experiences to deepen customer loyalty, thereby establishing long-term competitive advantage. In addition, the Triple Bottom Line approach re-emphasised the importance of integrating the economic aspects of an organisation with the environmental and social aspects of its operations. In addition to theoretical knowledge, there were also a number of transferable skills that were enhanced: academic research, critical analysis, strategic planning and problem solving. The process of creating the poster also helped develop my visual communication skills as it was a challenge to convey complex information in a clear and persuasive manner. The project emphasised the need to base marketing recommendations on the available evidence and not just an assumption, a key factor in professional marketing practice.
[bookmark: _Toc236483550]4.5 Conclusion 
In summary, this project helped me to broaden my understanding of how to build a sustainable brand and how important it is to embed sustainability into all marketing decisions. It has also given me confidence to apply the theories of marketing to real-life business problems and to make evidence-based recommendations that are conducive to the long-term success of the organisation.
[bookmark: _Toc236483551]4.7 Action Plan 
Moving forward with other projects, 
· I will further support my critical evaluation with the use of a broader spectrum of modern academic studies and other industry data. 
· I will also work on my presentation delivery and practice presenting more so that I become more confident, better timed and more engaging to an audience. 
Such enhancements will benefit not only my academic work, but also my future ability to be a marketing professional.
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[bookmark: _Toc236483553]Appendix: Poster Content 
Company overview: A sportswear brand that is known for its innovations, performance, and sustainability, Adidas has a long-term strategy to develop products that lessen the environmental footprint and deliver value to its customers (Adidas, 2025).
Sustainable requirements and purpose of the extension: The Adidas Green Performance Lab is a sustainable brand extension purposes to allow customers to create personalised sportswear with recycled ocean plastic and bio-based fibres with an on-demand approach. The bio-based plastics market is projected to grow from USD 8.28 billion in 2025 to USD 16.09 billion by 2033, making a CAGR of 8.7%, which will help Adidas use the bio-based fibres for the proposed extension (Grand View Research, 2025b).
Appeal to the current market: The overproduction of textiles is one of the sources of textile waste. The global green technology and sustainability market is expected to expand by 23.1% CAGR during the forecast period (2025-2030) and is seeing a rising commercial demand for green innovations (Grand View Research, 2025a).
Brand extension to align with sustainability goals: Adidas Green Performance Lab is taking part in the company’s efforts to embed sustainability into its long-term business strategy and create a positive mindset among customers through three integrated strategies; repair services, product take-back programmes, and circular production. The challenge of textile waste due to overproduction and responsible consumption, as part of Sustainable Development Goal (SDG) 12, is addressed by this extension (United Nations, 2025).
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