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[bookmark: _Toc237003198]Introduction 
This report will come up with a sustainable brand extension strategy of Adidas by launching EcoSmart Running Shoes, which will meet the increasing need of eco-friendly products. As a marketing consultant, the analysis uses major frameworks, such as Segmentation, Targeting, Differentiation and Positioning (STDP), and 7ps marketing mix, to assess how sustainability can be used to bring about competitive advantage and business development. The report is also critical of the ways Adidas can use its brand equity to attract eco-conscious customers without compromising on profitability and environmental responsibility. Combining theory with practice, the strategy shows how sustainability can serve as a driver of long-term value creation.
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Figure 1:Poster
Source: Self-Created
[bookmark: _Toc237003200]


Element 2: STDP Analysis
[bookmark: _Toc237003201]2.1 Segmentation 
The EcoSmart Running Shoes segmentation is based on the Market Segmentation Theory that states that breaking up the homogenous markets into significant groups increases strategic accuracy and profitability. Adidas has a multi-dimensional segmentation strategy (Meijer-Werner¸2024).
Its geographical target is European and North American urban markets, where the awareness of sustainability, running infrastructures, and purchasing power is much greater. The target group will be demographically represented by consumers aged 18-40 that have middle-to-high income as this age group is financially empowered and meets the lifestyle standards of high-quality sustainable goods. Psychographically, the segment comprises green-minded people who are conscious of their bodies and are mindful of their consumption as the phenomena of conscious capitalism emerges. On the behavioural level, it targets regular runners and brand-loyal customers that actively pursue sustainable options and are ready to pay a higher price (Datta, 2025).
Importantly, these segments are very profitable since they are high lifetime value and low price sensitivity. In contrast to mass segments, eco-conscious consumers have a higher level of brand loyalty and advocacy and lower the long-term marketing expenses. Moreover, by aligning with segments that are focused on sustainability, Adidas will be able to capitalize on ESG positioning and boost its sources of revenue as well as corporate reputation. Nevertheless, excessive dependence on niche eco-segments can restrict scalability in case the adoption by larger consumers is not fast (Yazid, 2026).
[bookmark: _Toc237003202]2.2 Targeting 
Adidas utilizes a differentiated targeting strategy by using the STP Model, where it has chosen various segments and proposing a value proposition that is specific to that segment. The core target audience is the eco-friendly urban runners, who are concerned with performance and sustainability. This segment is strategically appealing because of its high disposable income, and a good level of brand involvement and also because of its adherence to the sustainability agenda of Adidas. Gen Z consumers and fitness beginners are among the secondary targets as they are future growth segments due to digital trends and environmental consciousness.
Most importantly, the chosen environmentally friendly runners are motivated by their purchasing power and readiness to pay extra prices, which is backed by the increasing ESG-based consumption trends. Brand loyalty is also higher in this segment, and it augments customer lifetime value. Furthermore, Gen Z is a sure way to secure the sustainability of the market in the long term, as this generation is the most rapidly increasing in terms of ethical consumption behaviour (França et al., 2023).
Nonetheless, the differentiated targeting approach increases operational complexity, marketing costs, since Adidas will have to tailor messages to different segments. Also, by focusing on the high eco-consumers, it might not cover price sensitive markets, and this may restrain expansion of volumes. This notwithstanding, the approach fits well with long-term value creation, as it aims at delivering quality of revenue, but not volume, which puts Adidas in an unquestioned sustainability leader and seizes high-margin segments (Zara, 2025).
[bookmark: _Toc237003203]2.3 Differentiation
The EcoSmart Running Shoes of Adidas apply an approach of differentiation based on the generic strategy of Porter, which aims at establishing a unique value based on integration of sustainability and performance. In contrast to the conventional sports footwear, EcoSmart is a blend of recycled ocean plastic, bio-based foam, and ethically sourced materials with high-performance functionality that meets the requirements of both the environment and athletes (Zara, 2025).
Importantly, this two-fold value proposition produces a hybrid differentiation benefit which cannot be easily imitated by competitors. As an example, Nike sustainability efforts (e.g., Move to Zero) are focused on the impact on the environment but can be criticised in respect of transparency and scalability. Likewise, Puma eco-friendly lines are centered on low costs but do not have the premium performance positioning. Adidas, thus, finds itself in an intermediate niche- both in terms of credibility in sustainability and performance (França et al., 2023).
This distinction increases brand equity and higher prices worth premiums, which leads to higher margins. Moreover, it coincides with the changing consumer demands, in which the functional benefits cannot do without the moral concerns. Nevertheless, the strategy also comes with risks, such as increased costs of production and possible greenwashing allegations in the event that sustainability claims are not always justified (Daou et al., 2025).
In general, the differentiation made by Adidas works as it makes sustainability not a mandatory condition but a key competitive force with the result of enhancing the market positioning and brand value in the long term (Agarwal et al., 2025).
[bookmark: _Toc237003204]2.4 Positioning
[image: ]
Figure 2:Positioning Map
Source: Self-Created
Adidas makes EcoSmart Running Shoes a positioning strategy as a premium sustainable performance running shoe. This stance combines two high value features performance excellence and environmental responsibility in a high-end brand story (Shrivastava et al., 2025).
In terms of perceptual mapping, EcoSmart has a unique position with high performance and high sustainability, unlike other players who usually focus on one aspect at the expense of the other. This powerful positioning will help Adidas to appeal to consumers who want not only functional excellence but also moral resonance, to solidify brand relevance in a competitive market (Teotia, 2024).
Most importantly, the premium positioning can be explained by the fact that the cost of production of sustainable materials and processes is higher, and the eco-conscious customers are ready to pay a premium price. In addition, premium positioning would be increasing perceived quality and brand prestige, which would increase the overall brand equity of Adidas (Teotia, 2024).
Sustainability is a key positioning factor, no longer a feature, but a fundamental brand value, which is consistent with the global trends in ESG and growing regulatory and societal pressure. Nevertheless, such positioning also involves some risks, such as possible marginalization of consumers, who are price-sensitive, and the increased suspicion of the sustainability claims (Guo, 2026).
In the end, the positioning strategy is efficient since this approach builds a dissimilariated brand identity that allows Adidas to set high prices and fit the long-term market and environmental trends (Guo, 2026).
[bookmark: _Toc237003205]Element 3: Marketing Mix (7Ps)
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Figure 3: STP and Marketing Mix Analysis
Source: Self-Created
[bookmark: _Toc237003206]3.1 Product 
EcoSmart Running Shoes embody the ideals of Product Life Cycle and sustainable product design as it incorporates recycled ocean plastic, bio-based foam, and sustainability into a high-performance product. The product is at the growth phase and uses innovation to exploit the new environment that is eco-friendly. Importantly, dual benefit proposition, which is a functional performance and environmental responsibility, is used to create value and improve perceived quality and brand equity (Liu et al., 2025). This differentiation facilitated by sustainability helps Adidas to rationalize higher prices and enhance competitiveness. But increased cost of production and complexity of technology can decrease scalability, making it difficult to achieve cost efficiency over the long term, despite excellent sustainability positioning (Setyadi et al., 2025).
[bookmark: _Toc237003207]3.2 Price 
Adidas uses a premium pricing strategy which is consistent with Value-based pricing in which price is based on perceived value of sustainability and performance not the cost of production. Brand loyalty motivates environmental consumers to pay a higher price due to the ethical nature of their consumption and the belief in the brand. This is important because it improves margins and strengthens premium positioning, which would lead to profitability in the long run. Nevertheless, the price sensitivity is one of the major risks, especially in economically limited markets where sustainable products can be seen as non-essential. Therefore, although premium pricing can enhance brand equity and exclusivity, it can restrain market penetration and volume increase unless it is complemented by high perceived value and differentiation.
[bookmark: _Toc237003208]3.3 Place (Distribution) 
Adidas employs an omnichannel distribution approach, that incorporates direct-to-consumer online platforms, flagship stores, and sustainable retail partnerships (Bai et al., 2023). This strategy increases its access, and brand control is maintained. Importantly, direct-to-consumer channels are more profitable and offer useful consumer information, which facilitates personalised marketing and long-term relationships with consumers (Bai et al., 2023). In-store experience and credibility are enhanced by physical stores, especially when it comes to high-end goods. Nevertheless, upkeeping an omnichannel solution adds to the complexity and costs of operations, particularly when incorporating sustainability into logistics. Nevertheless, the strategy enhances competitive positioning through streamlining efficiency, convenience to customers and consistency of brand across several touchpoints (Wang et al., 2023).
[bookmark: _Toc237003209]3.4 Promotion 
Integrated Marketing Communication is supported by promotion that will guarantee similar messaging in social media, partnerships with influencers, and sustainability narratives. Fitness influencers and eco-activists help Adidas increase credibility and reach precisely at the target segments. Importantly, this combined strategy creates emotional associations, credibility, and brand authenticity which are critical in sustainability marketing (Zupok et al., 2025). Narratives about the environmental effects increase consumer interest and brand recognition. Nonetheless, excessive application of sustainability messages might result in sceptical attitude or greenwashing unless accompanied by clear activities. Thus, the effectiveness of the promotions is hinged on the correspondence of the communication and the verifiable sustainability practices (Şenyapar, 2024).
[bookmark: _Toc237003210]3.5 People 
The human element is highly effective in providing the EcoSmart value proposition by having competent employees and practicing ethical labour. The adoption of responsible sourcing and workforce development helps Adidas improve its operational efficiency and corresponds to the idea of sustainability. More importantly, the ethical labour practices enhance brand credibility and trust especially among the socially conscious consumers (Kruja et al., 2025). Employees are brand ambassadors as well and other customers can be influenced by employees in terms of service quality and experience. Nevertheless, the high ethical standards in global supply chains raise the operational costs and complexity. This notwithstanding, investing in people helps in the creation of long-term brand equity and mitigation of reputational risks, thus, it is a strategic requirement and not a discretionary investment (Taheri Hosseinkhani, 2025).
[bookmark: _Toc237003211]3.6 Process 
Its production and supply chain focuses on sustainability by manufacturing products in a sustainable way and having open supply chains. Adidas ensures that it incorporates recent technologies in order to minimize waste, emissions, and use of resources, which are in line with the principles of the circular economy. More importantly, effective operations will increase the reliability of operations and strengthen brand trust through accountability (Hong and Xiao, 2024). Nevertheless, sustainability and cost efficiency have a trade-off as the environmentally friendly processes are usually more expensive and slower to scale. This poses a strategic conflict between profitability and environmental responsibility. However, clear and responsible practices enhance the competitive edge as it addresses the regulatory expectations, and it also boosts consumer trust of the brand on its ethical promises (Agu et al., 2024).
[bookmark: _Toc237003212]3.7 Physical Evidence 
Physical evidence supports EcoSmart brand with sustainable packaging, green branding and with eco-friendly store designs. These physical signals influence the consumer perceptions and substantiate sustainability claims. More importantly, a sustainable design and image contribute to more perceived authenticity and positioning Adidas above competitors, which contributes to the premium positioning (Poulis et al., 2026). The retail settings also enhance brand experience by putting customers into the sustainability narrative. Nonetheless, overreliance on visual indicators and lack of substantive sustainability measures will lead to greenwashing charge. Thus, the physical evidence should correspond to the reality of product and process sustainability to be credible. Well incorporated, it serves as a potent resource in bolstering brand credibility and consumer faith (Lee, 2025).
[bookmark: _Toc237003213]Element 4: Reflection
[bookmark: _Toc237003214]4.1 What you did 
During this project, I have conceptualised the idea of an eco-friendly brand extension of the Adidas brand and built a detailed marketing plan, namely the EcoSmart Running Shoes. I used major models such as STDP and the 7Ps marketing mix to make sure that it was strategically aligned with the goals of sustainability and business development. Instead of explaining the aspects of marketing, I critically assessed the contributions of each decision to competitive advantage, as well as long-term profitability. This phase, which was based on Gibbs Reflective Cycle, was the description phase where I laid down the project in a systematic way, incorporating sustainability as a strategic driver rather than an additional characteristic.
[bookmark: _Toc237003215]4.2 What you learned 
In the process, I gained a better insight into how STDP and the marketing mix are interrelated strategic tools and not distinct systems. I critically realised that segmentation and targeting choices have a direct impact on pricing, positioning, and promotional options. Also, I got to know that sustainability is not a fad but a driving force of the contemporary consumer behaviour and competitive stance. Using Gibbs Reflective Cycle (feelings and evaluation stages) I acknowledged that the combination of theory and application to real-life helped me to develop analytical thinking, especially when weighing the trade-offs between profitability and environmental responsibility.
[bookmark: _Toc237003216]4.3 Skills developed 
This project helped me a lot in developing critical thinking, research and strategic analysis skills. I also enhanced my skills in analyzing marketing models including the Porters and Kotler models and relating to business practice. My academic research abilities were also enhanced as I had to work with reliable sources and generalise information into logical points. By the process of analysis of Gibbs Reflective Cycle, I gained more confidence in providing justification of strategic decisions based on evidence as opposed to assumptions. I also enhanced my capacity to associate sustainability with business performance, showing a more developed, postgraduate level of knowledge of marketing strategy.
[bookmark: _Toc237003217]4.4 Improvements 
Although these are my strong points, I can identify areas that I need to improve, especially through furthering data-driven analysis and improving on more quantitative-based evidence in helping to make strategic decisions. Although my conceptual knowledge is good, I can improve on the future work by incorporating actual market data and financial consequences. Also, I want to enhance my presentation skills to make complex ideas sound more succinctly and convincingly. Considering the conclusion and action plan phases of Gibbs Reflective Cycle, I will work on enhancing analytical richness, better using data, and the development of professional communication to reach a higher level of academic and practical performance in future projects.
[bookmark: _Toc237003218]Conclusion 
To sum up, the EcoSmart Running Shoes is a strategically practical sustainable brand extension that reinforces the competitive stance of Adidas as well as responds to the changing consumer expectations. The analysis shows that sustainability can be efficiently incorporated into mainstream marketing strategy to create economic and environmental values through the use of STDP and the 7Ps marketing mix. Most importantly, to implement such a strategy, one needs to be authentic, deal with cost pressures, and provide coherent brand messages. In general, the report emphasizes that sustainability is no longer a choice, but a strategic necessity that can help Adidas to grow in the long term, increase brand equity, and gain a differentiated status in the sportswear market of the global market.
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