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[bookmark: _Toc236502157]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP)
[bookmark: _7t8t8v9l3jre][bookmark: _Toc236502158]2.1 Introduction 
STDP stands for Segmentation, Targeting, Differentiation, and Positioning, which is a strategic marketing model that allows companies to select lucrative customer segments and create a value proposition in the market (Sholikhah et al., 2026). In the case of Decathlon, it is important to utilise the STDP framework as it represents a brand extension that involves implementing a circular economy model, which contrasts with Decathlon's standard retail activities. By targeting affordable, sustainable, and quality-conscious consumers, Decathlon will achieve the most out of its business activities.
[bookmark: _Toc236502159]2.2 Market Segmentation
Market Segmentation involves subdividing a diverse market into small segments having similar features and thus helps in offering products that would cater to the demands of the customers (Kara and Kaynak, 1997). 
	Segmentation Variable
	Target Market

	Geographic
	UK cities with Decathlon stores like London, Birmingham, Manchester, Leeds, and Glasgow

	Demographic
	Ages 18 to 45, university students, young professionals, families with kids, and sport enthusiasts

	Psychographic
	Eco-conscious consumers, people leading an active lifestyle, value-minded consumers, and those who support circular consumption

	Behavioural
	Decathlon existing customers, sports fans, online consumers, those interested in second-hand purchases, and those willing to exchange used products


Table 2.1: Market Segmentation
(Source: Self-developed)
As far as geography is concerned, Decathlon will have to concentrate on those areas which already have Decathlon outlets. In this way, they will gain access to a vast clientele, but at the same time they will be able to collect their equipment for inspection and repair.
From a demographic standpoint, the most appealing clients would be those who are aged 18 to 45 years. Students in universities and young professionals look for reasonably priced sporting goods because of their low disposable income, while parents buy new sports equipment for their growing children (Friedman, 2013). These demographics are more inclined to use refurbished equipment due to its quality and reduced costs.
Psychographic segmentation includes consumers who value living a sustainable lifestyle (Leal Filho et al., 2009). With the growing environmental consciousness among consumers, they have been buying products that produce less waste and carbon emissions. Decathlon caters to these consumers through product life cycle extension via refurbishing and reselling.
Lastly, behavioural segmentation involves purchasing and usage patterns. The existing customers of Decathlon will be comfortable buying products because of their prior experience and brand loyalty. In the same manner, those who are involved in sports activities and those who purchase second-hand items are more likely to adapt to a circular marketplace due to its advantages to the environment and economy.
[bookmark: _Toc236502160]2.3 Targeting Strategy
Decathlon's focus would be on two main segments of customers, such as Generation Z and Millennials (18 to 35), and families with kids and recreational athletes (35 to 50).
The first and foremost customer segment would include Generation Z and Millennials who are aged between 18 and 35 and take part in any form of physical activity, purchase products online, and possess high levels of environmental consciousness. Such people would be quite interested in the circular economy and would always try to look for cheaper options without compromising on quality.
The secondary target market consists of families with kids and recreational athletes aged 35 to 50 years old. The families often need new sports equipment, which they outgrow fast. They can benefit from trade-in and reconditioning services offered by the firm (Paras et al., 2018). The recreational athletes are also in a constant search for new sports equipment.
[bookmark: _Toc236502161]2.4 Differentiation Strategy
Decathlon is distinguished by merging the trustworthiness of an internationally known global sports retailer brand with a circular business strategy. In contrast to eBay or Facebook Marketplace, where the quality of products is determined by individual sellers only, Decathlon offers AI-based product condition analysis, professional refurbishing, guaranteed product quality, and a 12-month warranty period.
	Feature
	Decathlon ReSport
	eBay/Facebook Marketplace
	Vinted

	Product Focus
	Refurbished sports equipment
	General second-hand products
	Fashion and lifestyle resale

	Quality Assurance
	Certified inspection and refurbishment
	Seller-dependent
	Seller-dependent

	Warranty
	12-month warranty
	No
	No

	Trade-in Service
	Store credit & trade-in
	No
	No

	Key Advantage
	Trusted brand with circular economy model
	Low-cost peer-to-peer selling
	Sustainable fashion resale


Table 2.2: Competitive Differentiation
(Source: Self-developed)
Whereas fashion-oriented specialist resellers such as Vinted concentrate on fashion items, Decathlon is distinguished by its expertise in the sporting equipment sector, with qualified technicians able to evaluate and repair technical sports equipment. Moreover, the company benefits from being integrated with the network of Decathlon’s stores across the country, enabling customers to exchange their goods for instant store credit and support.
Instead of simply aiding the second-hand sale of products, Decathlon proactively increases equipment life cycle, minimizes waste sent to landfills, and decreases the carbon footprint created by the production of new items (Kucukvar et al., 2014). As a result, Decathlon offers more functional, emotional, and environmental value while enhancing the image of its brand.
[bookmark: _Toc236502162]2.5 Positioning Strategy 
For the eco-conscious and value-oriented sports consumers, Decathlon offers a reliable circular platform wherein they can acquire, exchange, remanufacture, and repurchase the warranted sporting equipment (Hong, 2025).
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Figure 2.1: Perceptual Map
(Source: Self-developed)
In a perceptual map for Affordability vs. Sustainability, Decathlon will appear before rather than second-hand retailers, such as eBay, Vinted, and Facebook Marketplace, as it is not only affordable but also comes with guarantees of quality and sustainability. This makes sense in light of Decathlon’s vision of providing access to sports to all people in a sustainable way.
[bookmark: _Toc236502163]Element 3: Marketing Mix
[bookmark: _Toc236502164]3.1 Introduction 
The marketing mix provides a model for integrating Decathlon ReSport through linking sustainability objectives with customer value (Líbalová, 2025). Becoming a circular economy brand extension, these products need to be carefully structured, and it influences responsible consumption, refurbishment and encourages reuse. Through using Decathlon's existing sustainability commitments, digital capabilities and retail infrastructure, the marketing mix creates sustainable environmental and economic value, enhances brand loyalty and customer adaptation while reinforcing company’s objectives of making sport accessible near everybody. 
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Figure 3.1: Marketing Mix Introduction 
(Source:  Lumenlearning, 2026).
[bookmark: _Toc236502165]3.2 Product  
Decathlon ReSport offers their core products which are certified refurbished sport equipment and empower the users to buy high quality sporting goods at the minimum prices while decreasing the waste from the environment. As a result, these aided the company's wider sustainability strategy, and outlined extending product lifecycles with the help of the recycling initiatives second life sales, rental and repair. Therefore, the certification “exemplary” in the year 2023 from the AFAQ label evaluation, an ISO14006 based, allows the company to show their mobilization and team's expertise in decreasing the environmental footprint of Decathlon products (DECATHLON SUSTAINABILITY, 2026). 
Apart from that the Decathlon ReSport significant features are AI-assisted condition assessment systems, as it assesses the return products depending on the functionality, wear and usage. On the other hand, the same kind of technologies are utilised through the firms like Refurbed and Back Mark which have integrated digital assessment processes to aid electronic products refurbishment (Barkhi et al. 2024). Upon evaluation, all equipment is sent to the refurbishment process, and professional quality inspection to adhere with industry standard safety performance, so it is safe for resale.
To raise the user’s confidence, the refurbished products will be sold by giving the 6-month warranty same as the Back Market (refurbishment leaders) where warranty protection decreases the perceived purchasing issues. Therefore, users will engage in the trade in programmes where they become able to exchange the utilised sports products for store credit. As a result, these initiatives match Decathlon's existing “Second Life” approach which runs in different European markets and their users return utilised products that are resold and repaired.
Utilising the Kotler's Five Product Levels, the Decathlon ReSport key benefits assisted users to access sports accessories at the minimum cost while building the sustainable choice (Baharun and Diana, 2023). Besides these, augmented products involve integrated digital platforms, after sales services, trade in rewards, warranty protection along with the AI assessment. Decathlon ReSport with the help of these features develops both sustainability benefits and customers value through minimising carbon emissions and decreasing the waste related with promoting circular consumption patterns and new production.
	Product Level
	Decathlon ReSport Example

	Core Benefit
	 To sports equipment, sustainable and affordable access

	Generic Product
	Refurbished sports equipment

	Expected Product
	 Quality-tested products

	Augmented Product
	· 12-month warranty, 
· AI assessment, 
· trade-in credit 
· after-sales support

	Potential Product
	· Personalised recommendations,
·  Predictive maintenance 
· Expanded circular services


Table 3.1: Application of Kotler's Five Product Levels
(Source: Self developed)
[bookmark: _Toc236502166]3.3 Price 
Decathlon ReSport will utilise the mix of the competitive pricing with value-based pricing to catch the attention of the users while aided long term goals. Therefore, refurbished sport equipment will be sold at 30 to 50% minimum prices than similar new products and creating the sports but with maximum prices which are sold without certification on the platforms like Facebook Marketplace and eBay. As a result, these pricing strategies highlight the additional value and offer with the help of the warranty protections, refurbishment services and quality inspections.
Therefore, the pricing strategy also aided through the enhancing consumer requirements for second-hand products. As per ThredUp (2024), the international second hand market will touch $350 billion (2028) and it reflects the growing acceptance of the refurbished products (Walk-Morris, 2024). Moreover, users can spend money more for the certified refurbished goods which involve the warranty protections and quality inspections in comparison with the goods sold within peer-to-peer platforms like Facebook Marketplace or eBay. This strategy is appropriate as affordability emerges as the significant reason to buy second hand products to customers. On the other hand, competitive pricing also brings issues as setting the price minimum range may create a perception in customers' minds that products hold cheap quality and decrease their trust (Agustian et al. 2023). Besides that, competing basically on price has lowered profitability and made it complex to recover the warranty cost. As a result, Decathlon ReSport must mix value based pricing with competitive pricing through outline the sustainability benefits, warranty protection and quality assurances. These initiatives permit the company to justify their purchases and will create differentiation themselves from the peer-to-peer marketplaces.
[bookmark: _Toc236502167]3.4 Place (Distribution)
Decathlon ReSport distribution strategy will follow an omnichannel approach, with implementing Decathlon's physical stores to offer a seamless user experience (Yang, 2023). Therefore, users will be capable of trading in purchasing refurbished products, used equipment, and gathering online orders with the help of the existing Decathlon stores. This strategy will be aided through the Decathlon's broad retail network, which runs their business in more than 1800 stores (Marynissen et al. 2026).  On the other hand, depending highly on the physical stores has raised the inventory management expenses, staffing and rent. Besides that, customers who live far from the company's stores will find collection services and trade-in less convenient (Yang, 2023).  Though it can correct issues, using the existing sites is justified as it decreases users perceived risk when buying the refurbished equipment and aided resale refurbishment and collection procedure that emphasised the circular economy models. As a result, these links with the Decathlon ReSport's sustainability goals through decreasing waste and extending product life cycles. 
Moreover, these firms' mobile applications and websites will emerge as important distribution channels and permit the users to check availability, browse refurbished products, and arrange delivery. As per (Gupta, 2022) Omni channel strategy raises the user’s convenience through developing a continuous experience within offline and online touchpoints. In the research context of Decathlon ReSport, it is mainly significant as users describe the perceived issues and raise trust.  
[bookmark: _Toc236502168]3.5 Promotion
Decathlon ReSport will utilise the Integrated Marketing Communications strategy to educate users, encourage participation and create awareness, about circular consumption. Therefore, the social media platforms and digital marketing like Facebook, TikTok and Instagram will be utilised to highlight the sustainability benefits and promote refurbished products (Harju, 2023). This approach is justified a s almost more than 5 billion customers globally utilise social media and build it an important channel for engaging the young users (Nkegbe and Abor, 2023). On the other hand, digital advertising is very competitive which highlights that promotional messages can be ignored easily. 
These marketing mix elements aided Decathlon ReSport's success in sustainable brand extension. Together these elements avoided circular economy objectives through promoting responsible consumptions, describing waste from society. As a result, it develops the customer’s value and commits to sustainable business growth. 
[bookmark: _Toc236502169]Element 4: Reflection
[bookmark: _Toc236502170]4.1 Description
This project consisted of the development of Decathlon ReSport. It is a sustainable brand extension to support the circular economy through the buy-play-return process for our customers. On the other hand, it aims to renew and resell our sports stuff. The process involved in this analysis of market trends, development of the STDP strategy, and design of the marketing mix as per sustainability objectives. Also, I designed a poster to explain the brand extension and prepared a presentation showcasing its value proposition, competitive advantage, and how it contributes to sustainable business growth.
[bookmark: _Toc236502171]4.2 Feelings 
At the start of the assignment, I didn’t seem to find a way to take the concept sustainability into a brand extension that was practical and commercial. It took a lot of thought and research to marry creativity to the principles of marketing. As I worked on the project, my confidence rose as I merged theory with real business practice. Through the poster design and presentation enhancement, creativity has grown, and confidence has improved in delivering marketing presentation ideas.
[bookmark: _Toc236502172]4.3 Evaluation
There were several successful components of the project. The Decathlon ReSport proposed extension was a good mix of sustainability principles and added value to the customer through reuse, refurbishment and responsible use of the product. The STDP analysis helped gain insight into the target market while the marketing mix demonstrated how brand repositioning can help create competitive advantage (Kumar, 2026). The poster captured the idea clearly through an attractive visual layout and precise content. There were ways to make it better. A more thorough analysis of the competitors and more evidence from the industry could have been achieved through more time. Moreover, better visual balance and consistency are appropriate professionalism for the poster. 
[bookmark: _Toc236502173]4.4 Analysis
This initiative helped me to learn more about strategic marketing and sustainable branding concepts. My ability to enhance marketing theories in a real organization improved my linkage between business decisions and marketing concepts. The development of STDP framework enhanced my market analysis and customer segmentation abilities while the design of marketing mix refined my integrated marketing strategy formulation to help in achieving organisational goals. The critical thinking skill was enhanced by the requirement to assess various perspectives first before justifying strategic decisions when conducting research through academic literature (Campo Carrasco et al., 2023). My communication skills help in encouraging me through making a poster and a presentation to present complex information in a concise and persuasive way across different audiences. Throughout my work experience, I have further developed a range of transferable skills including problem solving, analytical thinking, creativity and strategic planning, which are required for postgraduate study and graduate employment in marketing or brand management.  This project has made me aware of how sustainability as well as innovation is becoming increasingly important to gain a long-term competitive advantage.
[bookmark: _Toc236502174]4.5 Conclusion
It can be concluded that the project gave insights into developing a sustainable brand extension backed by relevant marketing principles. Theoretical knowledge of business practice problems strengthened my understanding of the impact of sustainability, customer value and business growth on marketing strategy.
[bookmark: _Toc236502175]4.6 Action Plan 
In my next projects, I will improve my presentation skills by practicing more and getting more comprehensive market data to support my recommendations. I also want to bring in new knowledge about sustainable marketing, digital marketing technologies, and AI-enabled marketing analytics so that I can build more innovative marketing strategies backed by evidence by monitoring consumer and business evolution.
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