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Element 1: Sustainable Brand Extension Poster
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Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
Introduction
This section provides a comprehensive STDP analysis for the Adidas Eco-Motion sustainable running shoe line. The STDP framework is fundamental to developing an effective marketing strategy, as it enables organisations to identify distinct market segments, select appropriate target audiences, and establish a clear competitive position . By applying this framework to the Eco-Motion brand extension, this analysis will demonstrate how Adidas can effectively reach the growing sustainable sportswear market.
Market Segmentation
Segmentation involves dividing a heterogeneous market into smaller, homogeneous groups of consumers with similar needs, characteristics, or behaviours . For Adidas Eco-Motion, four key segmentation variables have been employed to identify viable market segments:
Geographic Segmentation
The primary geographic focus for Eco-Motion will be urban centres in Western Europe, North America, and developed Asian markets (particularly Japan, South Korea, and Singapore). These regions demonstrate high environmental awareness, established sustainability infrastructure, and consumer willingness to pay premium prices for sustainable products. Urban areas are particularly relevant as they typically have higher concentrations of the target demographic and greater access to premium retail channels.
Demographic Segmentation
The demographic profile of potential Eco-Motion consumers includes individuals aged 18-40, with upper-middle to high disposable incomes (household income exceeding £60,000 annually in the UK context), university-level education, and professional occupations. This demographic cohort has demonstrated the strongest preference for sustainable products and possesses the financial capacity to pay premium prices for ethical alternatives .
Psychographic Segmentation
Psychographic segmentation delves into how consumers describe themselves and the underlying psychological reasons for their choices . The Eco-Motion target consumer exhibits:
· Strong environmental consciousness and concern for climate change
· Active, health-focused lifestyle with regular running or fitness activities
· Social responsibility as a core value
· Aspirational identity linked to both performance and sustainability
· Preference for transparency and authenticity in brand communications
· Status consciousness linked to making ethical consumption choices
Behavioural Segmentation
Behavioural segmentation examines consumer purchase patterns and usage behaviours. The Eco-Motion target demonstrates:
· Regular engagement with sustainable brands and products
· Loyalty to brands that demonstrate genuine environmental commitment
· Willingness to participate in circular economy initiatives (product returns, recycling)
· Active engagement with brand content on social media
· Early adoption of innovative, sustainable products
Target Audience Selection
Based on the segmentation analysis, the primary target audience for Adidas Eco-Motion is the "Eco-Conscious Athlete" – affluent, urban millennials and Gen Z consumers aged 18-35 who are passionate about fitness and deeply committed to environmental sustainability. This segment is characterised by:
Values and Beliefs
· Environmental stewardship as a core personal value
· Belief in individual responsibility for addressing climate change
· Preference for brands that align with personal values
· Skepticism toward corporate "greenwashing"
Behaviours and Habits
· Regular engagement with sustainable brands and products
· Follows environmental influencers and sustainability content on social media
· Participates in eco-friendly initiatives and community activities
· Makes purchasing decisions based on both product performance and ethical considerations
· Willing to pay premium prices (20-30% above standard products) for verified sustainable products
Pain Points and Motivations
· Current sustainable running shoes often compromise on performance or style
· Difficulty verifying sustainability claims due to lack of transparency
· Desire to reduce carbon footprint without sacrificing athletic performance
· Frustration with "greenwashing" and misleading environmental claims
This segment is particularly attractive to Adidas because it demonstrates higher brand loyalty, serves as influential early adopters who can accelerate mainstream adoption, and is willing to pay premium prices for products that deliver both performance and sustainability .
Differentiation Strategy
Differentiation involves creating meaningful differences between the brand and its competitors to establish a unique market position . Adidas Eco-Motion will differentiate itself through three key strategies:
Circular Innovation
Unlike competitors like Nike (which offers sustainable products but not full circularity) or New Balance (which has limited sustainability initiatives), Eco-Motion is designed with a complete closed-loop lifecycle. The "Return & Remake" program ensures that worn shoes are returned to Adidas stores, broken down into raw materials, and used to manufacture new products. This creates genuine circularity rather than simply using recycled materials in a linear product lifecycle .
Technology-Enabled Transparency
Each Eco-Motion shoe includes a digital "Sustainability Passport" – a QR code that allows customers to trace the entire journey from material sourcing through manufacturing to recycling. This provides unprecedented transparency and addresses the growing consumer demand for verifiable sustainability claims. This digital innovation differentiates Eco-Motion from competitors that rely on general sustainability claims without substantiation .
Performance Excellence
The shoe is engineered for elite athletic performance, featuring advanced 3D-printed midsoles and responsive cushioning. This ensures that sustainability is positioned as an enhancement rather than a compromise, differentiating Eco-Motion from sustainable shoes that are perceived as inferior in performance .
Positioning Strategy
Positioning defines how the brand will be perceived in the minds of target consumers relative to competitors . The positioning strategy for Adidas Eco-Motion is built around the concept of "meaningful difference" – combining relevance to consumer needs with uniqueness in the marketplace .
Positioning Statement
For the eco-conscious athlete who refuses to compromise between high performance and environmental responsibility, Adidas Eco-Motion is the premium running shoe that delivers elite athletic functionality while actively regenerating the planet through a fully circular lifecycle.
Brand Personality
· Innovative and forward-thinking
· Trustworthy and transparent
· Responsible and environmentally conscious
· Aspirational and performance-focused
Value Proposition
The core value proposition is captured in the tagline: "Run Better. Run Cleaner. Run Again." This communicates the three key benefits:
1. Performance – Elite athletic functionality
2. Sustainability – Environmental responsibility without compromise
3. Circularity – The "Return & Remake" program creates a regenerative lifecycle













Element 3: Marketing Mix Analysis (4Ps)
Introduction
This section critically analyses the marketing mix for Adidas Eco-Motion, examining how each element – Product, Price, Place, and Promotion – will be applied and aligned with the sustainable brand extension strategy. The analysis draws on contemporary marketing theory to justify strategic decisions and demonstrate how the integrated marketing mix will effectively position Eco-Motion in the competitive athletic footwear market .
Product Strategy
The product strategy for Adidas Eco-Motion is built on the concept of the total product – encompassing core, tangible, and augmented product layers .
Core Product
The core product is the fundamental benefit sought by consumers: high-performance athletic footwear that enables runners to achieve their performance goals while maintaining environmental values. This core benefit addresses the dual needs of performance and sustainability that the Eco-Conscious Athlete segment prioritises.
Tangible Product
The tangible product includes the physical characteristics of the shoe:
· Materials: 100% recycled plastic bottles (upper), recycled foam (midsole), and bio-based algae (outsole)
· Design: The iconic Adidas 3-Stripe branding in a sleek, modern design
· Colour Palette: Natural, earthy colours (moss green, ocean blue, terracotta) to reinforce the sustainability message
· Packaging: Fully biodegradable, plant-based packaging with soy-based inks, eliminating all single-use plastics
· Variants: Three models – 'Road Runner' (marathon), 'Trail Blazer' (off-road), and 'City Sprint' (urban running)
Augmented Product
The augmented product includes additional benefits that enhance the core product:
· Sustainability Passport: A QR code providing full lifecycle transparency
· Return & Remake Program: Free returns for recycling with customer incentives
· Performance Guarantee: 12-month satisfaction guarantee
· Community Access: Exclusive access to online eco-running communities and events
This product strategy aligns with the sustainability goals by ensuring every stage – from design to disposal – minimises environmental impact and supports the circular economy model.
Price Strategy
Adidas Eco-Motion will adopt a premium pricing strategy, with retail prices set 25-30% higher than Adidas's standard performance shoes (approximately £220-£250 compared to £170-£190). This strategy is justified by several factors:
Value Perception
The unique sustainability features, circular design, and transparency technology justify a premium price point. Consumers in the target segment demonstrate willingness to pay more for verified sustainable products, and the premium price reinforces the product's exclusive, high-value positioning .
Cost Structure
Manufacturing costs are higher due to sustainable materials, circular design requirements, and the Digital Passport technology. However, these costs are partially offset by:
· Economies of scale from Adidas's global manufacturing capabilities
· Direct-to-consumer distribution reducing intermediary margins
· The Return & Remake program reducing raw material costs over time
Competitive Positioning
The premium price differentiates Eco-Motion from mass-market sustainable shoes (e.g., Allbirds, which are priced at approximately £120-£150) and positions it alongside premium sustainable brands like On Running and Veja (£180-£250). This reinforces the brand's premium status and desirability .
Psychological Pricing
Pricing at £249.99 rather than £250 creates a perception of value while maintaining the premium positioning. This approach recognises the psychological impact of pricing strategies on consumer perception .
Place Strategy
Adidas Eco-Motion will adopt a selective distribution strategy focusing on sustainability and exclusivity:

Selective Retail Distribution
The product will be available through carefully selected channels:
· Adidas Flagship Stores: City-centre locations in major urban hubs (London, New York, Tokyo, Berlin, Sydney) to create a premium, immersive brand experience
· Premium Sports Retailers: Partnerships with high-end retailers like JD Sports, Foot Locker (selected flagship stores), and independent premium running shops
· Sustainable Concept Stores: Partnership with curated sustainable retail spaces (e.g., Lablaco in Europe, The Good Store in Asia)
Direct-to-Consumer (D2C) Channel
The primary channel will be adidas.com, featuring an exclusive Eco-Motion landing page with:
· Interactive "Journey of a Shoe" sustainability content
· Customisation options for premium personalisation
· Direct access to the Return & Remake program
· Exclusive community content and early access
Pop-Up Experiences
Temporary, eco-friendly pop-up stores in high-footfall, sustainability-conscious locations to generate buzz and direct engagement. These will be constructed using recycled materials and provide an immersive sustainability education experience.
Sustainability Alignment
The distribution strategy supports sustainability goals through:
· All packaging is 100% recycled and plant-based
· Carbon-neutral shipping through carbon offset programs
· In-store returns enabling the circular lifecycle
· Reduced intermediaries minimising environmental footprint
Promotion Strategy
The promotional strategy for Adidas Eco-Motion is built around the theme "Run the Future" and focuses on digital-first, sustainable, and experiential marketing:
Advertising
· Digital Video: YouTube and Instagram campaigns featuring real eco-conscious athletes and influencers
· Interactive Website: "The Journey of a Shoe" – immersive digital experience tracking a shoe from plastic bottle to finished product
· Sustainability-Focused Content: Partnerships with environmental influencers and climate advocates
· Display Advertising: Targeted digital display on sustainability and fitness platforms
Public Relations
· Launch Event: Strategic launch at a major sustainability conference (e.g., UN Climate Conference)
· Media Relations: Press releases and articles in sustainability-focused publications (e.g., The Guardian's sustainability section, Vogue's sustainability pages)
· NGO Partnerships: Collaboration with environmental organisations (World Wildlife Fund, Greenpeace, Ellen MacArthur Foundation)
· Corporate Communications: Thought leadership articles by Adidas executives on sustainable business practices
Digital and Social Media
· Instagram and TikTok: User-generated content campaigns (#RunTheFuture, #EcoMotion)
· LinkedIn: Thought leadership content on sustainable business and marketing
· Podcast Sponsorship: Sponsorship of popular running and sustainability podcasts
· Influencer Marketing: Partnerships with eco-conscious athletes and lifestyle influencers
Personal Selling
· Trained Brand Ambassadors: Staff in flagship stores trained to communicate product sustainability features
· In-Store Demonstrations: Interactive displays demonstrating the circular lifecycle
· Direct Engagement: Brand ambassadors at running events and sustainability conferences
Direct Marketing
· Email Marketing: Targeted emails to existing Adidas customers who have demonstrated interest in sustainable products
· Exclusive Access: Pre-launch access for sustainability-conscious consumers
· Loyalty Programme: Integration with Adidas's loyalty programme, rewarding sustainable behaviours
Marketing Mix Integration and Coherence
The integrated marketing mix demonstrates strategic coherence aligned with the sustainable brand extension purpose. Each element reinforces the premium, circular, and transparent positioning:
	Marketing Mix Element
	Contribution to Sustainability Strategy

	Product
	Circular design, transparent lifecycle, sustainable materials

	Price
	Premium positioning reflecting value and sustainability

	Place
	Selective distribution ensuring exclusivity and sustainability

	Promotion
	Sustainability-focused storytelling and transparency


This cohesive approach ensures that Adidas Eco-Motion will not only meet the needs of the Eco-Conscious Athlete but also strengthen Adidas's overall brand equity as a leader in sustainable sportswear .













Element 4: Reflection
Developing the Sustainable Brand Extension Strategy
Developing the marketing strategy for the Adidas Eco-Motion brand extension has been a transformative learning experience, enabling me to apply theoretical frameworks to a realistic business scenario. The process required a systematic approach to strategy development, blending academic knowledge with practical business considerations. This reflection analyses the knowledge, skills, and insights gained throughout this process, evaluating how these have contributed to my personal and professional development.
Brand Extension Theory
I gained deep insight into Kotler's brand development strategies and how they can be leveraged for business growth. Understanding the distinction between line extensions, category extensions, and new brands was essential for justifying the Eco-Motion brand extension strategy. This theoretical knowledge directly informed the practical development of a credible, market-ready proposal.
Sustainable Marketing
Perhaps the most significant learning was understanding sustainability as a strategic imperative rather than a marketing trend. The circular economy model presents both challenges and opportunities for marketers, requiring innovative approaches to product design, distribution, and communication. This challenged my previous assumptions about sustainability as a niche concern and revealed its centrality to contemporary marketing strategy.
Consumer Behaviour
The STDP analysis demonstrated the critical importance of understanding target audiences in driving effective marketing strategies. Identifying the Eco-Conscious Athlete segment and understanding their values, behaviours, and pain points was essential for developing a compelling value proposition. This highlighted the importance of consumer insights in marketing strategy development.
Skills Developed
This assignment facilitated significant personal and professional skill development:
Strategic Thinking
I developed the ability to think strategically, considering how each element of the marketing mix interacts with and supports the overall strategy. This required moving beyond tactical thinking to consider the broader competitive and market context.
Creative Problem-Solving
Developing a viable brand extension required creative thinking to address complex challenges, such as designing a circular lifecycle that is both environmentally beneficial and commercially viable. This involved balancing multiple stakeholder interests and finding innovative solutions to competing demands.
Presentation Skills
Preparing and delivering the poster presentation enhanced my ability to communicate complex ideas concisely and persuasively to an audience. Using Canva to create a visually appealing poster that conveyed key information clearly was an invaluable learning experience.
Research Skills
This project required extensive research into sustainability trends, consumer behaviour, and marketing theories. I learned how to evaluate the credibility of sources and use academic literature effectively to support strategic decisions.
Personal and Professional Development
This assignment has contributed to my development as a marketing practitioner in several ways:
Confidence in Strategy Development
The process of developing a comprehensive marketing strategy from conception through implementation has built my confidence in my ability to contribute meaningfully to business strategy.
Understanding of Sustainability
I now appreciate the centrality of sustainability to contemporary marketing and the opportunities it presents for innovation and growth. This understanding will be valuable in any marketing role, as sustainability becomes increasingly important to consumers and businesses.
Professional Communication
The experience of presenting to an academic audience has enhanced my professional communication skills, particularly in translating complex strategic concepts into clear, persuasive presentations.
Areas for Future Development
Looking ahead, I recognise several areas for further development:
Data Analytics
I would benefit from developing stronger analytical skills to evaluate marketing campaign effectiveness through metrics and KPIs. Understanding how to measure and demonstrate marketing ROI is essential for building credibility in professional contexts.
Industry Knowledge
I aim to deepen my understanding of emerging sustainability technologies and business models. The sustainability landscape is evolving rapidly, and staying current will be essential for professional relevance.
Advanced Strategy Tools
In future projects, I would incorporate more sophisticated strategic tools such as PESTLE, SWOT, and Porter's Five Forces to strengthen strategic analysis. These tools would provide a more comprehensive foundation for strategy development.
Project Management
I plan to develop stronger project management skills to manage complex, multi-element deliverables more effectively. This would help ensure that future projects are completed efficiently and to a high standard.
Conclusion
This assessment has provided a strong foundation for my continued professional development as a marketing practitioner focused on sustainability. The combination of theoretical knowledge, practical application, and personal reflection has deepened my understanding of marketing strategy and its role in addressing contemporary business challenges.
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Introduction

Adidas is a global leader in athletic
footwear and apparel. With a strong brand
heritage in performance and innovation,
Adidas has committed to sustainability
through its "End Plastic Waste" and circular
economy initiatives.

The Brand Extension:
Adidas Eco-Motion

A premium, fully circular running shoe line:
100% Recycled Materials, "Return &
Remake" Recycling Program, Carbon
Neutral Shipping, Digital Sustainability
Passport (OR Code). Captures the growing
sustainable sportswear market and drives
growth through innovation.

Sustainability
Alighnment

Circular Economy: "Designed to be Remade".
70% Reduction in Carbon Footprint.
Responsible Consumption and Production.
Zero Waste Manufacturing Process.
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The Sustainable
Requirement

Fashion contributes 10% of global carbon
emissions. 67% of consumers consider
sustainability when purchasing. Adidas
must lead this transition to remain
competitive. (Ellen MacArthur Foundation,
2023; McKinsey, 2023)

Why It Appeals to
the Market

Target: "Eco-Conscious Athlete" (18-40,
urban, performance-driven). Performance +
Sustainability = No Compromise.
Transparency via Digital Passport.
Investors: $100B+ sustainable fashion
market, premium pricing, enhanced brand
equity and alighment with future
regulations.
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