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[bookmark: _pvkze2m0hl60]Element 1: Brand Extension Poster Presentation
[image: ]
[bookmark: _qeyze6j99g6j]Element 2: STDP Analysis  
[bookmark: _5ntbia7r72d5]2.1 Segmentation 
Market segmentation is the process of dividing a large market into smaller groups of customers with similar needs. For the Adidas BioSkin Smart Suit, segmentation can be explained using geographic, demographic, psychographic, and behavioural variables. Geographically, the products mainly target customers in urban and developed areas such as Europe, the USA, and parts of Asia. These areas have better access to advanced technology and higher awareness of wearable and fitness devices (Cusack et al. 2024). People who live in cities prefer to adopt innovative products such as smart clothing. 
Demographically, the key segment considers individuals aged between 18 and 40 years. This group is the most active, health-conscious, and interested in the new technology. This product is mainly suitable for the middle to the higher income group. Because it is a premium and high-tech product. It also targets both male and female users who are involved in sports and fitness activities (Soulé et al. 2022).
Psychographically, the product emphasizes the people who have a performance-driven and health-focused lifestyle. These consumers are motivated to progress through fitness and track their progress. They are also tech-savvy and exposed to using smart strategies to improve their daily lives. Many of them value sustainability and invention.
Behaviourally, the target customers are daily gym users, athletes, and fitness enthusiasts who use wearable devices such as smartwatches (Geißler, 2025). They are interested in realistic time data and injury prevention. These customers are loyal to brands that offer innovation and quality, such as Adidas.  
[bookmark: _e0d2st2t4mrq]2.2 Targeting strategy  
The Adidas BioSkin Smart Suit uses a focused targeting strategy by choosing a particular group of customers who prefer to purchase the product. The main target audience is urban fitness enthusiasts and semi-professional athletes aged between 18 and 40 years. These people are highly interested in developing their physical performance and want to invest in advanced technology (Wang et al. 2026). The target group is attractive as it is increasing due to the enhanced popularity of wearable and fitness technology. Many people are health-conscious and prefer to use smart devices to track their activities. They can buy premium products such as BioSkin Smart Suit. Adidas also targets tech-savvy customers who already use fitness apps and wearable devices (Koohang et al. 2023). By focusing on this segment, Adidas can achieve customer needs and offer a more customised experience. 
[bookmark: _jx5o3pkdmhpy]2.3 Differentiation Strategy  
The Adidas BioSkin Smart Suit uses a robust differentiation strategy through offering various features that are clearly different from the existing products in the market. The main difference is its full-body smart fabric technology, which helps users track various biometric data, such as heart rate, muscle activity, and fatigue level in real-time (Yang et al. 2024). Traditional wearable devices, such as smart watches, only offer limited information. This product offers an accurate performance-based interpretation. In addition, another significant factor that differentiates the BioSkin Smart Suit is its application of AI. The AI system can interpret the data collection and offer personalized feedback. It also helps the users to progress their training and mitigate risks. 
On the other hand, the product supports sustainability, which is a significant concern for modern customers. The use of recyclable smart fabrics and multiple devices with a single product mitigates the electric waste (Skrzetuska and Rzeźniczak, 2025). It provides Adidas with competitive advantages, as many customers prefer environmentally responsible brands. In addition, compared to various competitors, such as Nike and Uber, Adidas can position this product as a data-driven and sustainable solution (Adidas-group.com, 2025). Overall, this differentiation strategy aids the brand to create unique products, attract its target market, and maintain a robust competitive position in the technology market.
[bookmark: _ypw0g11vsb24]2.4 Positioning Strategy 
Positioning indicates how the brand is perceived compared to its competitors. Adidas positions the BioSkin smart suit as a premium, innovative, and high-performance product that is designed for serious fitness users (Islami et al. 2024). The product can be positioned using the following statement: “Adidas BioSkin Smart Suit is a premium smart apparel that is designed for fitness-focused individuals, those who want real-time body tracking, developed performances, and ensure sustainable innovation”. 
The positioning focuses on key benefits of the product, including performance improvement, advanced technology, and eco-friendly responsibility. This also addresses target customers who value innovation and fitness. The brand focuses on emotional and functional value. Functionally, the suit helps customers to track their body data, improving performance, and recovering injuries (McDevitt et al. 2022). Emotionally, it helps people with motivation and boosts confidence in their fitness journey. Adidas also positions the product as a high-end solution that supports its premium pricing strategy, which helps to make a strong brand image (Pranta et al. 2025). Compared to competitors, the BioSkin Smart suit provides a more advanced solution and combines smart technology and sportswear in one product. Hence, this strong positioning aids Adidas in attracting the proper customers and making a competitive advantage in the wearable technology market. 
[bookmark: _y3s72fyrkrgf]Element 3: Marketing Mix 
The marketing mix is a crucial tool used by organizations to introduce and handle the product in the market. It consists of key factors, including product, price, place, promotion, people, process, and physical evidence (Kaur et al. 2022). For the Adidas BioSkin Smart Suit, the 7Ps aid in ensuring that brands meet customer needs and enhance business growth. Each element is designed to connect the target market of fitness-focused and tech-savvy consumers.
7Ps of Marketing
[bookmark: _ppq3drs95jtm]3.1 Product 
The Adidas BioSkin Smart Suit is a unique product that associates sportswear with advanced technology. It consists of built-in biometric sensors that help to track body movement, heart rate, posture, and muscle activity in real time (Yang et al. 2024). It aids in developing their performance and minimising the risk of injury. Besides, the product provides both emotional and functional benefits. Functionally, it delivers authentic data and supports better training decisions. Emotionally, it provides user motivation and confidence for achieving their fitness goals (Islam et al. 2025). The product also supports sustainability by utilising recyclable and eco-friendly materials. It connects with current market trends where customers choose environmentally responsible products. Based on the marketing viewpoint, the product is in the introduction phase of the product life cycle. Adidas should emphasize education and awareness. The product supports the brand extension by focusing on performance, innovation, and sustainability. 
[bookmark: _k1kd8po6owy5]3.2 Price
The BioSkin Smart Suit follows a premium pricing strategy. As this product provides advanced technology and innovative features, Adidas keeps the price of this product high. The pricing strategy is suitable as the target customers are middle-to-high income people who prefer to pay more for better innovation and quality (Abid, 2022). The product applies value-based pricing when the price reflects the benefits provided to the customer, including injury prevention and performance development. High pricing can be a limitation as it can decrease accessibility for some customers. Premium pricing helps to make a strong brand image and positions the product as high-quality and exclusive. 
[bookmark: _kbfkq59tq1y4]3.3 Place 
Place refers to how the product is distributed. Adidas utilises an omnichannel distribution strategy for the BioSkin Smart Suit. The product will be available through mobile apps, Adidas official websites, and selected stores. It can also be sold through high-end sports retailers. Online platforms are particularly vital as the target customers are tech-savvy and choose digital shopping (Biswas et al. 2024). This strategy enhances convenience and helps customers to easily access the product. However, inadequate availability in physical stores can decrease the scope for customers to try the product before purchasing. 
[bookmark: _taoeusfhhd9h]3.4 Promotion 
Promotion is the key to ensuring awareness and attracting customers. Adidas will apply the robust digital marketing practices to boost the BioSkin smart suit. This product considers social media, influencer partnerships, and the collaboration with professional athletes. A fitness influencer can indicate how the product collaborates and makes it more trustworthy and relatable. Adidas can also use the video content and the online campaign to explain the various product features. On the other hand, personalized advertising can be applied to target specific customer groups. It is effective because modern customers spend a lot of their time online. Thus, the promotional strategy links with the recent trends in digital marketing and helps this company to connect with the younger audiences. Thus, robust promotion is necessary for the innovative product. 
[bookmark: _e7se6s8pukp3]3.5 People
People refer to all individuals who are involved in providing the product and the customer experience. The BioSkin Smart suit, it considers the adidas employees, customer service teams, and brand ambassadors (Mogaji et al. 2022). Adidas needs to train the staff who understand both sports and the technology that can aid the customers to use the product effectively. Good customer support is significant because the product is complex and requires guidance. Brand ambassadors, such as athletes and fitness experts, also play a significant role. It helps to build trust and leads to the real opportunity for the products. A robust people strategy considers customer satisfaction and boosts long-term relationships (Singh et al. 2023). It is important to provide high-quality experiences. 
[bookmark: _aerwqyoothm3]3.6 Process 
Process indicates the steps that are considered in providing the product to the customers. For the BioSkin smart suit, the process considers the purchasing, using, and after-sales support. Customers can easily purchase the product online through the Adidas website. After purchase, it can connect the suit to mobile applications that offer real-time data and feedback (Grovey and Garza, 2023). Adidas should offer clear instructions and customer support to improve the user experience. The process should be designed to be user-friendly. 
[bookmark: _s2blk6cetcwx]3.7 Physical Evidence 
Physical evidence also indicates the tangible aspect that leads to the brand image. The BioSkin smart suit considers the product design, packaging, and the digital interface. This packaging should be eco-friendly to support the sustainable goals (Yuxin et al. 2025). The mobile app should be visually appealing. These elements aid in creating trust with customers. It also supports the premium positioning of the products. Poor design can negatively impact customer perception. 
[bookmark: _gaui07febcvz]3.8 Critical Evaluation 
The marketing mix strategy for the BioSkin Smart suit has various strengths. It emphasizes the premium quality, sustainability, and innovation, which are significant in today’s market. The usage of digital promotion and omnichannel distribution also supports modern customer behaviour (Schrotenboer et al. 2022). There are also some weaknesses. The high price also mitigates the target market and accessibility. On the other hand, the product depends on the technology, which creates issues such as technical challenges and user difficulty (Pons et al. 2023). Competition from brands such as Nike and other wearable technology organizations is a threat. Based on a theoretical perspective, the 7Ps model aids in making a balanced and customer-focused strategy (Chakrabart and Pandey, 2025). However, the marketing mix is strong but needs ongoing development and innovation to stay competitive. 
[bookmark: _bgz48x4fnn8u]Element 4: Reflection 
Gibbs Reflective Cycle 
[bookmark: _7fmsndd7k5dg]4.1 Description of experience 
In this project, I have developed the brand extension for Adidas, which is the Bio Skin smart suit. The main aim of this product was to create an innovative product that links sportswear with smart technology. I also created a poster to present the idea, concept, target market, and sustainability concepts. This task also required me to apply the marketing theories, such as STDP and the marketing mix. On the other hand, I had to deliver the short poster in class within a limited time. 
[bookmark: _lzhhtgjts9fo]4.2 Feelings 
At the beginning, I felt both excited and nervous. I was interested in making a new and unique idea, but I was also confused about whether my idea would be strong enough. I started to feel more confident when working on the project, I started to feel more confident because I understood the topic better. I also felt some pressure when preparing the poster presentation as I had to analyse everything clearly in a short time (Loken et al. 2023). Along with that, I also felt nervous and proud to share my work during the presentation.  
[bookmark: _qxwbqd19stee]4.3 Evaluation 
The project went well. One positive aspect was that I was able to improve an innovative and relevant brand extension idea. Besides, I also developed my understanding of marketing concepts, including segmentation, targeting, and positioning (Nashiroh et al. 2024). The poster helped me to present my idea in a simple way that made it easier to communicate. There are some issues. I found it challenging to manage my ideas at the start and choose the most vital data. Managing time for both presentation preparation and writing was not easy. 
[bookmark: _sxe5csopvo05]4.4 Analysis 
This project aids me in understanding how marketing theories can be implemented in the real business context. For instance, by using the STDO aids to clearly address the target customers and design the product. The marketing mixes also indicated to me how diverse elements such as promotions, price, and product design should work together (Bansal et al. 2025). I have also learned the significance of clear communication. It is a significant professional skill in marketing roles. In addition, I progressed my research and critical thinking skills that aided me in understanding how companies achieve competitive advantages. This experience also developed my confidence and presentation skills. At the same time, I felt nervous that I was able to develop my ideas, which is significant for future career improvement.
[bookmark: _w7r7fnq3jqz1]4.5 Conclusion 
This project was a valuable learning experience. It aided me in improving both academic knowledge and practical skills. I gained a better understanding of marketing strategy, branding, and communication. I also became more confident in presenting my ideas. 
[bookmark: _x8awmink2jyu]4.6 Action Plan
	Area for Improvement
	Current issue
	Action to Improve
	Expected Outcome

	Time Management
	Faced difficulties in completing tasks within deadlines
	Plan work by applying the weekly schedule and setting deadlines for each part
	This skill indicates a better organization, and the time for completion of the task

	Presentation Skills
	Lack of confidence and clarity while speaking
	Practice presentations regularly aid in developing this skill
	Developed confidence, fluency, and clearer communication

	Critical Analysis & Academic Writing
	Lack of depth evaluation and the use of sources
	Read more academic journals and focus on critical thinking in the writing part
	High academic quality indicates better grades.


Table 1: Action Plan
(Source: Self-Made using MS Word)
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Introduction

A proposal for strategic brand extension
of Adidas will be presented based on its
critique  of  market pertinence,
technological  adoption,  and
sustainability input.

Brand Extension and
Current Trends

‘The extension is in line with increasing
demand of wearable smart textiles as
well as data-driven fitness. Consumers
now look for standalone health
‘monitoring products (Ahsan et al., 2022;
Cusack et al., 2024). As quanified self-
tracking and performance measurement
are of increasing interest, like Under
Ammour, Adidas can be able to tap into
this new market niche.
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Conclusion
‘BioSkin Smart Suit' by Adidas
enhances  innovativencss,  addresses
changing  needs  of  consumer

requirements, and aids_sustainability,
allowing competitive differcntiation and
‘growth of the brand in the long term.

Brand Extension

Brand extension is the process following
which existing brand equity is utlised to
venture into new category. Adidas will
release *Adidas BioSkin Smart Fabric Suit’,
the project with Hexoskin, Al-based ful body
athletic suit capable of monitoring biometrics,
muscle and fatigue state (Yang et al., 2024).
This will enhance precision of training and
prevent injuries.

Brand Extension and
Sustainability

BioSkin Suit can boost sustainability fforts
of Adidas by relying on recyclable smart
fabrics and less dependency on various
wearable devices. Its longevity and versatlity
enhance good consumption. Collaboration
with circular production iniatives created by
Adidas leads to resources efficiency and
contributes to  environmentally friendly
attitude of the corporation (Adidas-group,
2026).
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