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Company overview of Nike
· Nike is among the globe’s largest leading sportswear companies.
· 2026 fiscal income statement review showed revenue of $46.4 billion (Nike, 2026). 
Sustainability focus
· The Move to Zero programme of Nike is showing a major commitment to reducing waste through circular approaches (Öndoğan et al., 2022). 
Sustainability needs
· Consumers are raising their brand expectations for the reduction of environmental impacts and product waste.
· There is a rising demand for green products among consumers (Kosyak and Popov, 2020). 
· Faster replacement and excess consumption are resulting in growing textile and material waste (Ruiz, 2026).
The brand extension
· Nike Circular+ is a membership-based circular economy service that focuses on modular performance footwear.
Key characteristics:
1. New replaceable parts
2. Certified refurbishment services
3. Digital product passport
4. Trade-in rewards 
5. Resale benefits 
Focus of the new extension
Consumers can thus repair, upgrade, and return products and do not need to discard them directly.
The need in the market
· Consumers are increasing their focus on sustainable and green product values without hindering performance. 
· Nike is already operating in terms of refurbishments and recycling approaches to focus on carbon reduction and showing market acceptance of circular solutions (Nike, 2026). 
· Nike Circular+ expands these initiatives and develops a scalable business model to enhance consumer relations and reduce waste.
Sustainability impact
· This extension supports responsible consumption trends while reducing waste development in the industry. 
· The massive environmental impact of the textile industry results in consumption of 323 m² land, 523 kg of raw materials, and 12 m³ of water in 2022 (Fleck, 2025). 
· Nike Circular+ aims to enhance the company’s circular economy approaches to create long-term sustainable growth opportunities.

[bookmark: _heading=h.z6ly0dwteoxb]Element 2: Segmentations, targeting, differentiation and positioning (STDP) analysis for Nike Circular+
The proposed Nike Circular+ brand extension needs a clear STDP strategy and focus to ensure its viability in the market and growth. For Nike, the key objective is to utilise the brand equity while entering the emerging circular consumption market.
[bookmark: _heading=h.gtsnwgp3w4ee]2.1 Segmentation
Market segmentation according to geographic variables is a key aspect for Nike Circular+ as it should first focus on urban markets in selected Asia-Pacific cities, Western Europe and North America. These chosen regions are mainly considered for higher digital adaption and a high or rising active wear market (Grandviewresearch, 2025). Furthermore, market demand also supports these opportunities, especially considering the rise of the activewear market, which reached $440.4 billion in 2025, with North America dominating with 38.1% share of global revenue (Grandviewresearch, 2025).
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[bookmark: _heading=h.od196hylm69p]Figure 1: Global activewear market
(Source: Grandviewresearch, 2025)
As of 2024, the world-wide apparel resale market reached $204.7 billion, also highlighting the rise of this categorical trend (Globaldata, 2025). This shows the rising consumer acceptance of circular consumption models and thus improves the commercial viability of Nike Circular+. On the other hand, developed urban regions also have a major infrastructure and logistics base to support this new proposed extension.
In terms of demographic segmentation, consumers aged among 18 and 45 years will be the key focus as this segment often includes university students, established working adults, and young professionals who have moderate to higher disposable incomes. Based on Deloitte insights, Millennials and Gen Z individuals, often in this age group, are showing rising focus on sustainability and sustainable choices (Deloitte, 2026). So, regardless of price being a key aspect, consumers often evaluate a brand through their environmental contribution and long-term value.
In terms of psychographic segmentation, the new extension is focused on the consumer category of the ones who are conscious of their environmental impact through consumption, aim for innovative brands and value personal health. With time, consumers have shifted their purchasing habits, with consideration of ethical and sustainable choices, especially from brands that align with their values (Scsglobalservices, 2024). Nike Circular+ is focused on consumers who want to reduce wastage while purchasing high-performance sportswear, as they often value the brand that collaborates innovation, environmental responsibility and convenience factors. 
Behavioral segmentation is based on groups who often purchase athletic footwear and apparel, especially through digital platforms and have higher loyalty to brands. Existing members of Nike provide a solid base due to its massive size, reaching nearly 300 million, who are already familiar with the brand (Webwire, 2026). Consumers who often replace running shoes or sports apparel will be another potential segment, as Nike Circular+ would offer repairing and upgrading alternative options for better product usefulness. These are aligned with consumer behavioural trends for frequent clothing purchases or low usage before discarding them, resulting in waste generation.
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[bookmark: _heading=h.ead2rwfag9f6]Figure 2: Fashion waste key contributing factors
(Source: Ruiz, 2026)
[bookmark: _heading=h.30i5zd1xt68d]2.2 Targeting
A focus on differentiated targeting strategy for Nike can be considered, especially considering the environmentally conscious groups, and the fitness enthusiasts in urban settings. Consumers in the age group of 20-40, who often participate in fitness activities and aim for sustainable consumption will be targeted. This consumer segment has changed impulsive consumption to align with their values and are even ready to pay a premium (Kestria, 2024). Digital advancements are also connecting them to wellness-related products ensuring the value for this new extension. Furthermore, university students and young professionals will be also targeted, regardless of them being price sensitive, their strong focus on wellness and sustainability will support Nike’s sustainability commitments.
[bookmark: _heading=h.dccpz3koq2ix]2.3 Differentiation
The differentiation strategy is also crucial in this case as sustainability only cannot ensure wider competitive advantage. Brands like Patagonia, Athleta, Organic Basics and others are already providing sustainable alternatives in the global sportswear context (Sinofinetex, 2026). Thus, Nike Circular+ aims to differentiate through a fully integrated circular ecosystem and not a single sustainable product. Circular+ focuses on modular product architecture. In contrast to replacing a complete shoe, it has focused on component replacement, when a particular part wears out, allowing consumers to replace individual parts. This allows the product lifecycle to extend and reduce material consumption. The extension is also focused on integrating certified repair and refurbishments under the brand. As found by Albu (2025), Nike already has various recycling programs like Nike Grind and refurbishing approaches like Nike Refurbished that will showcase the company’s capability and credibility regarding the circular economy.
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[bookmark: _heading=h.i5x7oavgxyda]Figure 3: Sustainable sportswear brands by ESG scores
(Source: Sinofinetex, 2026)
A digital product passport will also differentiate the new extension, as each product will gain a digital identity that will include manufacturing data, repair history, and sustainability scores. This will support increasing transparency while encouraging ongoing engagement with the ecosystem among consumers. Brand credibility also allows effective differentiation. Kaushikkar et al. (2020) showcased how Nike has developed to be among the most popular sports brands across the globe. Therefore, Nike Circular+ will gain support from this credibility and expand based on this, ensuring better growth potential.
[bookmark: _heading=h.sckok082f4kr]2.4 Positioning
As opined by Olsen et al. (2022), positioning is the concept of how the brand extension is considered a particular place in consumer perception, compared to competitors. For Nike Circular+ it needs to be positioned as a premium circular performance context for fitness enthusiasts who want higher performance with low environmental impact. The proposed positioning statement is for environmentally conscious fitness enthusiasts. Nike Circular+ provides greater opportunity to achieve higher performance at the cost of lower wastage, while gaining circular ownership through modular products, repair services, trade-in and refurbishment solutions to maximise product life”. This will combine sustainability, athletic credibility and innovation all together. This positioning is beneficial as sustainability is being integrated with functional performance. It also supports Nike’s existing carbon emission aim for Move to Zero (Diandra and Aprilianty, 2024).

[bookmark: _heading=h.b373niyg5mfa]Element 3: Marketing mix (4Ps analysis)
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[bookmark: _heading=h.q8bubzkp4jsq]Figure 4: 4Ps of Nike Circular+
(Source: Self-made)
[bookmark: _heading=h.v6gmqw6y799k]3.1 Product
Product strategy is the key basis for Nike Circular+. As per Dissanayake (2022), brand extension is not only based on traditional footwear, but it offers solutions for integrated circular consumption opportunities. The key product includes modular performance footwear designed for replaceable components like midsoles, outsole and others. This will allow consumers to replace only the part that has been damaged, instead of replacing or discarding the complete product, allowing enhanced product lifespan and reducing waste. The actual product is in line with the brand identity of Nike, with a key focus on innovation and premium design. 
Diandra and Aprilianty (2024) stated that sustainability will be a key basis of this extension, with a focus on Nike's Move to Zero and keeping athletic performance to be a key driving force. It will focus on durability, comfort and performance in the circular design and focus on augmented products including repair services, refurbishment programmes, trade-in opportunities and digital product passports. As Nike already runs recycling and refurbishment approaches, it also provides a solid operational basis for the expansion (Nike, 2026). The significant revenue of $46.4 billion specifically supports in terms of resources to support this extension to reach global markets (Nike, 2026). Digital product passports also add value through recording product origins, repair histories and environmental impact information. This transparency increases consumer confidence in the new extension line while gaining support from pre-existing brand identity.
[bookmark: _heading=h.9pdxw9lgyrkn]3.2 Price
Accessibility and profitability will be mainly focused on the pricing strategy while considering the value-driven aspect of the extension. Nike Circular+ should thus adopt a value-based pricing approach. It is stated by Gaurav et al. (2020) that consumers who often buy premium sportswear often focus on factors like quality, price, and brand reputation. The initial purchasing price of Circular+ products may overcome the comparable traditional products as of its modular design aspects, integration, and enhanced durability. Although, consumers can gain better long-term economic benefits through reduced replacement costs and better repair access. A membership model can also increase consumer retention. Subscription-based members can develop a recurring income source with a focus on enhancing consumer relationships and engagement (Shukla et al., 2025). Trade-in incentives also develop another key pricing approach. Consumers, who return eligible products will gain credit points that will be deducted from their future purchases. This allows for better participation and increases consumer lifetime value.
[bookmark: _heading=h.j78axbuc7ksi]3.3 Place
The place is focused on ensuring convenience of accessing products and services while ensuring a circular aspect in consideration. Nike Circular+ should utilise an omnichannel distribution approach integrated physical retail locations, specialised service centres, and digital platforms. For example, the existing massive physical retail chains with 1,034 stores across the globe will support the extension to reach wider consumer segments through established brand visibility (Rocco, 2025). This allows better physical interaction and ensures better consumer understanding.
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[bookmark: _heading=h.4qe61v73097t]Figure 5: Nike’s global retail chain number growth
(Source: Rocco, 2025)
Digital channels will be also utilised as a key support factor, as through digital channels, consumers across the globe will be able to track repairs, schedule service appointments, and access other information like product passports and manage membership through the Nike Application or websites (Standaert, 2022). Digital integration enhances the convenience of the extension and supports ongoing engagement. Geographic rollout should mainly focus on major metropolitan regions in which demand for premium and sustainable products is strong. While partnership with logistics entities and sustainability companies in selected regions will also enhance efficiencies. These partnerships will improve collection approaches and support wider environmental alignment. Reverse logistics are also key for Nike Circular+ as circular business models often focus on products moving backwards in the systems for repair, recycling, or refurbishments (Alamerew and Brissaud, 2020). As a result, effective collection and processing infrastructure will become crucial for competitiveness.
[bookmark: _heading=h.7t6050jtn4o6]3.4 Promotion
Promotion strategies shed light on both performance benefits and sustainability values. It is essential for consumers to focus on Circular+ being an innovative athletic solution in contrast to just an environmental-based approach. With this, promotional activities need to focus on durability, long-term value development, and performance, while considering sustainability. Digital marketing approaches, especially social media marketing, will be a key factor as the targeted consumers were identified as highly engaged digitally. Puspaningrum (2020) found that social media marketing can allow better reach to consumers while showing the repair process, product transformations, and shedding light on consumer success stories. The visual engagement will also increase the validity through showing how circularity is maintained. 
Content marketing can also enhance engagement through educating the consumers for the product and its care, maintenance, and even circular consumption approaches. Nike is already providing guidelines to extend product life through a care and maintenance guide (Nike, 2026). Taking these into account, Circular+ can focus on this educating approach while solidifying the behavioural shift. The extension should also focus on influencer partnerships in marketing, especially with athletes, trainers and other entities to align their values with the new extension (Aydin, 2024). The athlete partnership will increase the authenticity of the brand, which will support meeting consumer scrutiny concerns and showcase sustainability alignments. 
[bookmark: _heading=h.bp1nkex2ykzq]Element 4: Reflection
While developing the Nike Circular+ sustainable brand extension approach, I can tell that I was able to learn a wide range of things while gaining new experiences to enhance my strategic marketing and brand development understanding. At the start, I considered the concept of sustainability to be just an environmental responsibility. As I continued my research regarding Nike and analysed the global market trends, I understood that sustainability is more than that and is a major factor contributing in business growth, competitive advantage and innovation. This project thus shows that effective sustainability initiatives need to develop value for the brand and consumers to gain the most benefits. In the analysis, one of the most crucial insights that I developed was the relationship between brand equity and brand extension. Nike was identified as a major global leader in activewear with a high reputation for performance and quality. Therefore, extension under Nike needs to be aligned with its brand values. Therefore, the design of the proposed brand extension, Nike Circular+, requires a balance in sustainability focus and consumer expectations. I understood how highly sustainable concepts can also face issues if it is not aligned with the key brand identity. The project enhanced my research and analytical skills, especially when developing STDP analysis that required me to analyse demographics, psychographics, behavioural, and geographic factors to identify proper target consumers. The analysis of competitors and trends also improved my analytical skills of evidence and use of relevant data in marketing decisions.
Before conducting the project, I often considered the 4Ps of marketing mix to be separate marketing approaches, yet this strategy developed allowed me to understand how each factor is interconnected. This eventually strengthens the knowledge for the cruciality of integrated marketing strategy development. Furthermore, the poster presentation also contributed to my development. For example, communicating a complicated marketing strategy in limited space required careful selection of data and transparency in visual management. It became clear to me that effective presentation is based on presenting the most crucial data in a concise and persuasive manner. 
Creating the presentation for potential investors and consumers also encouraged me to focus on clarity, relevancy and the impact of the message I aim to showcase. In terms of a personal perspective, this project increased my confidence in applying marketing concepts in real business situations. Concepts like brand development strategies, STPD and others became clear and meaningful to me as I utilised them to understand the practical situation. Through the professional perspective, this complete study has allowed me to work on my existing skills and develop new ones related to marketing careers. So, if I again work in a similar project's context, I will aim to improve my capability to address issues in a detailed manner and focus on financial analysis capability. While this project mainly focused on marketing strategies, understanding the financial and operational sides and implications will also provide a more in-depth business perspective. I will also focus on enhancing my presentation design skills to better communicate strategic perspectives efficiently.
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