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[bookmark: _Toc236260075]INTRODUCTION:
This report offers an extended 7Ps marketing mix and a critical Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis for ReCrocs, a proposed sustainable brand extension of Crocs, Inc. that offers a circular take-back program that enables customers to return used Crocs for recycling, refurbishment, or resale in exchange for loyalty rewards. The research assesses how ReCrocs can maintain its current brand identity of comfort, uniqueness, and self-expression while strategically positioning itself within the sustainable footwear industry. Using Gibbs' (1988) Reflective Cycle to critically evaluate presentation delivery and pinpoint areas for future development, the report ends with a reflective assessment of the poster presentation given on this study.
[bookmark: _Toc236260076]ANALYSIS FOR THE BRAND EXTENSION
A critical Segmentation, Targeting, Differentiation, and Positioning (STDP) analysis of ReCrocs, a proposed sustainable brand extension of Crocs, Inc., is presented in this section. Crocs is a global footwear brand known for its unique Croslite material and Jibbitz customization culture. The brand is distributed in over 100 countries and is built on comfort, individuality, and self-expression. ReCrocs is a circular take-back program that allows consumers to return their Crocs for recycling, repurposing, or refurbishing into new goods in exchange for loyalty incentives. This reduces waste and prolongs the useful life of materials. 
As demonstrated, ReCrocs firmly occupies the "brand extension" segment of Kotler et al., (2024) brand development matrix, which uses an already-existing, highly recognizable brand name to enter a new product/service category (circular footwear services) as compared to a new product within the existing category (line extension) or a completely new brand. Strategically, this distinction is important because brand extensions run the danger of diluting parent-brand value if they are poorly performed or regarded as inauthentic (Volckner and Sattler, 2006). Although their impacts vary significantly among contextual and consumer factors, a recent large-scale meta-analysis of over 2,000 effect sizes reveals that both parent-brand equity and perceived extension fit are consistently positive drivers of extension success (Peng et al., 2023).
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[bookmark: _Toc236260077]SEGMENTATION
Geographic, demographic, psychographic, and behavioral factors may be used to categorize the market for circular, sustainable footwear (Kotler et al., 2024), as shown in Table 1.
	Basis
	Variables Applied
	Profile

	Geographic
	Region, urbanicity, recycling infrastructure
	Urban/suburban markets in North America, the UK and Western Europe with established recycling infrastructure and tightening anti-greenwashing regulation; core Crocs range remains globally accessible.

	Demographic
	Age, life stage, income
	Generation Z and Millennials (c. 16–40), students, young professionals and young families with moderate disposable income (Deloitte, 2024)

	Psychographic
	Values, self-concept, lifestyle
	Individuality and self-expression (reflected in Jibbitz customisation), alongside growing environmental consciousness; aligns with 'Experiencer' and 'Believer' VALS orientations (Solomon, 2020).

	Behavioural
	Purchase frequency, loyalty, engagement
	Existing Crocs loyalists with high repeat purchase and customisation behaviour; an emerging 'circular consumer' segment responsive to take-back and reward incentives (cf. Baier, Rausch and Wagner, 2020).



This segmentation is limited by its dependence on broad age groups (Gen Z, Millennials), which can mask significant intra-cohort diversity in environmental views and purchasing power, according to current consumer behavior research (Solomon, 2020). To prevent overestimating the size of the addressable group, a more comprehensive strategy would combine generational segmentation with a values-based or attitudinal segmentation layer, such as separating "committed" from "aspirational" sustainable customers.
TARGETING
ReCrocs uses a differentiated (concentrated-within-portfolio) targeting strategy, giving priority to two segments: the Gen Z/Millennial "circular consumer" segment, which may not yet own Crocs but is drawn to companies that offer visible, rewarding sustainability action, and current environmentally conscious Crocs loyalists who already identify with the brand's individuality-led positioning (Kotler et al., 2024). This is corroborated by data showing that 81% of consumers worldwide think businesses should contribute to environmental improvement (Nielsen et al., 2020) and that younger consumers in particular are expecting brands to take on environmental responsibility. A recent survey of 641 Generation Z consumers revealed that environmental attitude and perceived green value are significant, mediated predictors of sustainable purchase intention (Ngo et al., 2024). By focusing on these markets, Crocs can use the program to draw in new, sustainability-minded consumers while converting an already-engaged customer base into active participants in the circular loop without having to alter the mainstream Crocs range's pricing structure or wider mass-market appeal.
DIFFERENTATION
By combining material circularity with Crocs' current customization culture and mass-market brand familiarity, ReCrocs sets itself apart from other cyclical or recycled-material footwear ventures, such as Allbirds' low-carbon shoes or Rothy's recycled-plastic line. ReCrocs is based on an active take-back loop rather than focusing only on recycled inputs. When consumers return worn Crocs, the business recycles, repurposes, or refurbishes them into new items in exchange for loyalty benefits and first access. Two further areas of distinction support this: first, the program has visual and material individuality that generic "eco" footwear lacks because to Crocs' exclusive Croslite material and classic shape (Aaker, 1996; Kapferer, 2012). Secondly, rather than being a strictly practical recycling program, circularity may be presented as an extension of self-expression thanks to Crocs' current culture of personalization with Jibbitz charms. This is consistent with data from the larger fast-fashion industry, which shows that when ethical and sustainable factors are legitimately incorporated into a brand's current identity rather than added as a stand-alone project, they progressively moderate brand purchase intentions (Baena, 2024).
POSITIONING:
Visible individuality/ self-expression and environmental credibility are two aspects of sustainable branding that ReCrocs is situated at the junction of (Kotler et al., 2024). Figure 2 maps ReCrocs against important benchmarks in the areas of comfort and sustainable footwear.
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Figure 2 shows that although popular Crocs occupy high individuality but low visible environmental credibility, sustainability experts like Rothy's and Allbirds possess relatively high environmental credibility but comparably low individuality/self-expression positioning. ReCrocs is positioned to fill the high/high quadrant, which is not fully addressed by any competition set.
In accordance with Kotler et al.'s (2024) positioning-statement structure, ReCrocs is the take-back and recycling program that transforms worn-out Crocs into new products for environmentally and socially conscious comfort-seekers who wish to express their individuality without compromising on sustainability. Unlike generic circular footwear schemes, ReCrocs uses Crocs' proprietary Croslite material and existing customization culture to make circularity rewarding, visible, and instantly recognizable.
By utilizing brand assets that rivals find difficult to imitate, this stance aims to be both unique and defendable. The axes and competitor placements in Figure 2 should therefore be interpreted as an informed strategic hypothesis to be validated through consumer perception testing prior to launch rather than an established market fact. However, a truly critical evaluation must recognize that positioning maps of this type are analyst-constructed rather than empirically derived from primary consumer research (Kotler et al., 2024). According to Zhang, Li, and Wang (2024), sustainability is no longer an optional trend but rather a commercial necessity, which supports the strategic justification for ReCrocs' positioning as a central rather than ancillary extension of the Crocs brand (Keller, 2013).
[bookmark: _Toc236260078]MARKETING MIX (7Ps)
In line with Booms and Bitner's service-marketing extension as covered by Kotler et al. (2024), ReCrocs uses the extended 7Ps framework—Product, Price, Place, Promotion, People, Process, and Physical Evidence—instead of the conventional 4Ps because it combines a physical product with an ongoing service relationship (the return-recycle-rewear loop). This is especially pertinent in light of recent research showing that consumers assess product-to-service brand extensions using different similarity criteria than product-to-product extensions, making explicit attention to service-specific mix elements (People, Process, Physical Evidence) a strategic requirement rather than an optional addition (Dimitriu and Warlop, 2022). The strategic application of each component is summarized in Table 2, which is followed by a critical discussion.

	Element
	Strategic Application

	Product
	Footwear and Jibbitz charms made from reclaimed Croslite; refurbished/resale line; digital return record.

	Price
	Accessible, near-parity pricing with core Crocs range; value delivered via loyalty credit rather than premium.

	Place
	Existing Crocs retail footprint plus in-store and mail-back take-back points.

	Promotion
	Evidence-based storytelling, creator collaborations, app-based gamification of returns.

	People
	Trained retail/customer-service staff able to grade returns and communicate the scheme accurately.

	Process
	Return → grade → recycle/refurbish → reward, integrated into existing purchase channels.

	Physical Evidence
	Reduced packaging, in-store signage, digital return history and reward balance.


PRODUCT:
The main product line consists of a variety of Crocs shoes and Jibbitz charms that are made, whenever feasible, using recycled and reclaimed Croslite material collected via the take-back program. There is also a refurbished/resold line for returned pairs that are still suitable for usage. This design decision directly operationalizes the differentiation strategy: the product line is based on the "return, recycle, rewear" cycle rather than treating sustainability as an add-on claim. This supports brand extension theory's requirement that an extension be seen as a logical and credible fit with the parent brand's current competencies and materials (Kotler et al., 2024; Volckner and Sattler, 2006).
Designs for disassembly and mono-material building should be given priority in accordance with circular economy concepts (Geissdoerfer et al., 2018) so that recovered material may really re-enter production rather than just being "recycled" in a marketing, nominal sense. However, a recent systematic review of circular economy review articles warns that circularity claims are often techno-managerial in emphasis and can exaggerate true systemic impact if they are not accompanied by transparent measurement (Hossain et al., 2024). This underscores the necessity of the verifiable reporting that is covered later in this section.
PRICE:
Since cost is an important component of Crocs' historical appeal across a wide demographic, ReCrocs maintains Crocs' core strength of accessible, mass-market price rather than offering a big premium. In accordance with psychological pricing concepts that prevent alienating price-sensitive sectors, recycled-material items are priced at or only slightly above typical Crocs ranges (Kotler et al., 2024). Instead, the take-back loop itself provides the main incentive: consumers who return old pairs get Jibbitz prizes, loyalty credit, and exclusive early access.
Although it depends on recovered-material input costs staying low enough to sustain near-parity pricing at scale—a commercial assumption that would require validation through supply-chain costing rather than being taken for granted—this model encourages repeat participation without requiring Crocs to give up its value-for-money positioning.
PLACE:
Distribution blends Crocs' current wide retail reach with a more focused take-back infrastructure: core goods are still accessible through retail partners, Crocs.com, and existing shops, while take-back is made possible through in-store collection locations and a mail-back option via the Crocs app. The two targeting goals found in the STDP analysis are reflected in this dual strategy: mass accessibility for the current, devoted customer base and a handy, well-marked circular touchpoint for the environmentally conscious "circular consumer" sector (Kotler et al., 2024).
PROMOTION:
Given well-documented consumer distrust about unclear corporate environmental messaging and the danger of greenwashing charges, promotion is centered on evidence-based narrative rather than broad sustainability claims alone (Chan and Ma, 2016; Peattie and Crane, 2005). According to recent research, perceived greenwashing still undermines brand trust and purchase intention even in cases where underlying environmental claims are only partially true (Zhang and Yuan, 2024). Rather than relying solely on claims-based messaging, trust is best restored through non-deceptive, experience-based brand communication (Rahman et al., 2023).
Strategies include creative partnerships based on pre-existing Jibbitz-style self-expression content, social media content that illustrates the material route from returned Crocs to new goods, and app-based gamification that rewards each returned item. Nielsen's (2018) 81% statistic and Wang et al., (2025) claim that sustainability is now a business imperative serve as the foundation for the extension's messaging, which frames ReCrocs as "part of a movement" rather than a purely transactional recycling program in line with the self-expression-driven psychographic profile noted in Section 1.
PEOPLE:
In order to properly explain the ReCrocs concept and handle the return process, including determining whether returned pairs are appropriate for material recycling or refurbishment/resale, retail and customer service employees must receive training. Staff credibility at the point of sale and return is crucial to preserving trust because ReCrocs' differentiation is partially based on genuine circularity rather than just marketing claims; inconsistent or exaggerated claims at this touchpoint would directly undermine the brand's positioning (Kotler et al., 2024).
PROCESS:
The customer journey shown in Figure 3 is formalized by the process element: a client returns old Crocs, the material is recycled or reused (or the pair is restored for resale), and the customer receives a reward while the material is retained in use rather than dumped in a landfill.
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Since the differentiation approach relies on customers completing the loop regularly rather than making a single purchase of recycled stuff, minimizing friction in this process is crucial. The goal is to lower the effort barrier that has hindered the adoption of similar take-back programs in the larger fashion industry by enabling returns through current retail touchpoints and a straightforward app-based procedure.
PHYSICAL EVIDENCE:
Digital evidence, such as an in-app return history and reward balance, transforms an otherwise intangible sustainability claim into a tangible, individual record of impact. Physical evidence includes recyclable or reduced packaging, in-store signage and collection points, and clear labeling identifying products made from returned material. Visible and verifiable proof is necessary to support the "circular economy leadership" relationship at the heart of ReCrocs' targeted brand image, given the credibility risk inherent in sustainability positioning (Kotler et al., 2024).
[bookmark: _Toc236260079]REFLECTION:
During my poster presentation, I felt comfortable describing the ReCrocs sustainable brand extension and was able to communicate well with the audience. I answered questions effectively and presented each piece of the marketing plan, including the STDP analysis and marketing mix, in a logical and confident manner. I think my readiness and comprehension of the subject allowed me to effectively convey the main ideas.
[bookmark: _Toc236260080]EVALUATION
Overall, the presentation was effective because I maintained audience interest and exhibited a thorough comprehension of my study. However, my lecturer gave useful suggestions regarding my presentation skills. I periodically stood in front of the poster and turned my back towards the crowd while referring to certain passages. Although this did not diminish my understanding of the subject, it hindered the efficacy of my non-verbal communication and made it more difficult for the audience to remain totally engaged.
[bookmark: _Toc236260081]ANALYSIS
Reflecting on this feedback, I concluded that good presentations relied not just on topic knowledge but also on body language, audience awareness and visual communication. Gibbs' (1988) Reflective Cycle encourages individuals to use feedback as a chance for continual growth. While I felt confident in delivering my topic, I understood that keeping eye contact and situating myself opposite the poster would have provided a more professional and audience-centred presentation.
[bookmark: _Toc236260082]ACTION PLAN
In upcoming presentations, I will continue to build on my confidence and good communication abilities while refining my presentation delivery. I will rehearse my placement in preparation, avoid obstructing visual elements, maintain eye contact throughout, and utilize motions that lead attention to the poster without turning my back to the audience. I can find and fix these behaviours before presenting by recording my practice sessions and asking for feedback from my peers during preparation.
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