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1. [bookmark: _Toc213934136]Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
[bookmark: _Toc213934137]1.1 Company Introduction and New Brand Concept
Nike is a global leader in athletic footwear, apparel, equipment, and accessories. The brand was established on the basis of inspiring and innovating every athlete all over the world (as no one owns a body, he/she is an athlete), and its image is associated with performance, excellence and a motivational just do it philosophy (Nike, 2025). Nike has a market niche in the United Kingdom, established within the sporting culture, encompassing the premier league football to the urban streetwear, and grassroots running. Statistics of 2024 shows that there were over 124 Mn visits to Nike website and UK was at third number at 5.05% of the visit (SherlInvesting.com, 2024).
[bookmark: _Toc213934138]1.1.1 New Brand Concept: Nike Echo Green
According to Jhanji, K. and Sangamithra, S., (2021), Nike Echo Green is not just a product line; it is a new sub-brand concept dedicated to closed-loop, high-performance activewear. The first and the lead product in this sub-brand is the Nike Echo Green Infinity Hoodie. The hoodie will be made out of recycled materials, but will be mostly made of waste of Nike products and post-consumer plastic bottles (Hada, J.S., 2025). Its characteristic feature is that it has an end-of-life channel: at the end of its service, consumers can give the garment to either of the Nike stores or through a postal system that comes at no cost. In their turn, they will get a great discount on the next purchase of Echo Green. The sent back hoodie is then broken down at the molecular scale and re-spun into new yarn, thus creating another generation of the Infinity Hoodie and creating an actually circular product.
This idea is a direct response to the present dynamics of the market by facing two strong, convergent forces in the United Kingdom (Li, 2025):
1. The Sustainability Imperative: The UK consumers are some of the most conscientious consumers in the world. The scepticism of greenwashing is growing and a strong need to have realities and circles of solutions, instead of incremental changes.
2. The Rise of "Conscious Performance": Athletes and casual gym-goers no longer see performance and sustainability as mutually exclusive. They want a brand that resonates with their own values and will pay more to get a product that has both technical superiority and an easily understood and positive environmental story.
[bookmark: _Toc213934139]1.2 Segmentation, Targeting, and Positioning (STDP) Analysis
[bookmark: _Toc213934140]1.2.1 Segmentation
The activewear market involved in the UK is relevant and can be subdivided into different variables. In the case of Nike Echo Green, behavioural and psychographic variables can be considered the most salient.
The Eco-Conscious Active is environmentally conscious when making every purchase (Asghar, M., 2023). They explore brand morality, materials and supply chains. They are often among the first ones to adopt genuine eco-innovations, and they will not hesitate to promote their decisions on social media. The Performance-Driven Recyclers is the principal group of Millennials and Gen Z (ages 18-35) who are active, digitally native, and prefer to shop based on a particular activity (e.g. gym, yoga, running) (Wandhe, 2024). The Aspirational Minimalists (Psychographic/Lifestyle) segment is interested in quality rather than quantity (Patrick, 2002). 
[bookmark: _Toc213934141]1.2.2 Targeting
Nike Echo Green will have a differentiated targeting approach, The Eco-Conscious Actives and The Performance-Driven Recyclers will be the main targets, and The Aspirational Minimalists will be the secondary (Chenevert, B., 2025).
The target audience will be composed of young men (20-35 years old) and women (20-35 years old), urban/suburban residents located in the major cities in UK like London, Manchester, Bristol, Edinburgh, and Glasgow, with a mid to high disposable income level. These are students, young professionals and creatives.
[bookmark: _Toc213934142]1.2.3 Differentiation
With the existing market being saturated with brands like Adidas (Parley for the Oceans) and other more recent direct-to-consumer brands like TALA, Nike Echo Green will stand out on three key pillars:
Radical Circularity & The "Infinity" Model where the competitors use recycled materials, but the Echo Green “return-and-rebirth programme is the key differentiator of its product. It is not recycled goods but an incessant loop. Uncompromised Nike Performance because the Infinity Hoodie will not look like or act like any other kind of sustainable alternative. It will also utilize the Nike proprietary Dri -FIT ADV technology of better moisture-wicking capabilities, sport-fit, and minimalist, modern design styles. Transparency and Storytelling: Every hoodie will have the QR-code, and it links to a digital Product Passport which will reveal the percentage of its recycled material, the carbon footprint, and, in the next generation, its heritage (e.g. This hoodie reuses material used in 35 returned Infinity Hoodies). The deep trust and involvement are promoted by such traceability.
[bookmark: _Toc213934143]1.2.4 Positioning
The positioning desired by Nike Echo Green is that of visionary high-performance circular activewear of the conscious, modern, UK athlete. Such a positioning will be conveyed via marketing, which will emphasize the sleek design and performance aspects, with the contrast between the clear and certain messages about the circular model. Influencer campaign will focus on the credible fitness and sustainability advocates based in the UK who can authentically demonstrate the product's dual benefits, solidifying Nike Echo Green's place as the future of conscious performance wear.
2. [bookmark: _Toc213934144]The Marketing Mix (4Ps)
The marketing mix is a tactical model that is used to bring a brand strategy to life. When it comes to the Nike Echo -Green sub-brand and its flagship brand the Infinity Hoodie, every element of the 4Ps Product, Price, Place and Promotion would be designed to support the central strategic pillars of radical circularity, uncompromised performance, and transparent storytelling. This combined approach will guarantee a consistent and sound entry into the market that will be effective and profound among the target consumer segment that values environmental conservation and is equally performance-oriented in the United Kingdom.


[bookmark: _Toc213934145]2.1 Product
The product is the physical expression of the brand promise of the Echo Green brand and must provide a better value proposition that will be able to combine sustainability and high performance that Nike consumers need.
Core Product (Benefit): The main advantage allows the UK consumer to train sports and leisure activities using high-performing clothes that actively alleviate the environmental conscience and help to create a circular economy. It is the philosophy of the maxim, Performance with a Conscience.
Actual Product (Features & Attributes): Material & Construction-The Infinity Hoodie will be engineered from 100% recycled polyester, sourced from post-consumer plastic bottles and pre-consumer Nike textile waste. The fibre blend will be designed to meet the technical requirements of Dri-FIT technology of moisture-wicking that will require performance comparable to or higher than virgin material counterparts.
[bookmark: _Toc213934146]2.2 Price
The Pricing Strategy of The Infinity Hoodie will be the Value based pricing model. The price will not be calculated only based on material costs but the perceived value gained by the eco-conscious consumer (Yeoman, I., 2025): better performance, less harm to the environment, and an opportunity to use an innovative circular system. The Price Point for the Infinity Hoodie will be priced at recommended retail price (RRP) of £120. This places the product at a definite premium in comparison with a regular Nike Dri-FIT hoodie (around £65-80) and its competitors, like Adidas Parley (around £70-90). This is a reasonable premium of between £40 and 50.
The premium price reinforces the brand's position as a pioneer and a high-value choice (Su, K.N., 2025). It makes Echo Green stand out in comparison with other green washed competitors who treat sustainability as a marketing gimmick. The circular model of rebirth is supported directly by the integrated incentive structure, which makes the customer a financial stakeholder in the mission of the brand.
[bookmark: _Toc213934147]2.3 Place
Place (distribution) is the channels that the product is availed to the target market. The approach should be able to provide a balance between its wide scope and the need to maintain the brand image of exclusivity and innovation. The pricing strategy will include Direct-to-Consumer (DTC) First where Nike will open its operations on proprietary channels which will be heavily weighted. This will be necessary in order to manage brand narrative, first-party data, and process of circular returns in an efficient manner. Nike App & Nike.com will be the primary sales channel. The application will be used to spread brand story, follow the life cycle of a hoodie of the customer, and the digital process of returning the customer. Nike Flagship Stores like (London, Manchester) shops will have specific areas called Echo Green (Nike.com, 2025), where interactive stations will explain the process of the circular journey, and will have in-store Return Pods where the end-of-life take-back will happen. Selective Strategic Partnerships will be used to develop a feeling of trust and reach wider audiences, Echo Green will be accessible within a selective network of partners. Premium Department Stores strategy entails a limited introduction to the menswear and womenswear activewear in Selfridges and Harrods, thus, complying with a high-end and minimalist design (Zhou, D., 2025). The strategy of Specialist Eco-Conscious Retailers via the specialist eco-conscious retailers will include partnerships with reputable UK-based retailers, including Weekday and Arket (Weekday.com, 2025) that have strong sustainability rates and have a similar target audience. Logistics & The Circular Loop will use the Returns logistics as a vital part of the Place dimension. An efficient system will be adopted whereby the returned products will undergo de-retail and postal collection at the retail stores and postal centers and be transported to a recycling centre that is specially designed and well equipped (either in the EU or in UK, depending on the availability of infrastructures). This logistical arrangement is an important factor contributing to the viability of the operations of the brand.
[bookmark: _Toc213934148]2.4 Promotion
The promotional plan is developed to teach, motivate and encourage engagement thus going beyond the traditional product marketing to propagate a more global movement. Launch Campaign Like "Join the Loop" It is a high-impact multi-channel campaign that is going to be released in the United Kingdom. Video Content will have a cinematic short film that will illustrate the life cycle of the Infinity Hoodie where a runner starts by taking back a previous version, the technological re-birth process and finally a new athlete wearing the next generation. The mood of the movie is supposed to be motivational and not instructive. Social Media & Influencer Marketing will have a targeted group of the UK influencers (Sargent, 2025) who are genuinely interested in sustainability and fitness, including Grace Beverley and Dr. Adanna Steinacker, will be used. These influencers will have access to the product earlier and document their experience, and in the end, repatriate their hoodie to the loop. The MyEchoLoop hashtag will help attract user-generated content. Public Relations will have exposure to major publications within the UK market (Neupane, R., 2022) including The Guardian, GQ, Vogue, and Stylist, as well as relevant eco-lifestyle magazines like The Ethicalist and Sustain Magazine will be used to make the finer details of the technology and philosophy behind Echo Green and, by doing so, establish Nike as a thought leader in circular fashion. Ongoing Marketing will include In-Store Experience which will be contemplated areas with educational resources and employees that are educated as ‘Echo Green ‘will be created. Digital "Track Your Impact"-With the use of the Nike App, customers will be able to view the overall impact of the Echo Green community (such as, "Together, we have saved one million plastic bottles out of the landfills) (Nike, 2025). Content Marketing-Blog and video content are effective way of promoting this product (Choudhury, R. and Mohanty, P., 2025). This product will be on Nike platform about the issues pertaining to the circular economy, garment-care practices to prolong the lifespan of the product, profiles of the engineers and designers who created the product. 
The promotional strategy will not be created to just sell a product, but rather to create a community around a new consumption model. It aims to inform the market about the concept of circularity, use real voices to build credibility, and use the strength of storytelling to make a technical innovation emotionally connecting. This is entirely in line with the proposed philosophy of Nike Echo Green as the innovative leader of high-performance circular activewear.


3. [bookmark: _Toc213934149]Marketing Strategy Pitch
The marketing strategy pitch is given in the appendi-I of this report. The marketing strategy pitch designed by Nike Echo Green is developed in the context of the alleged trade-off between sustainability and performance, that is, the idea of addressing the environmentally conscious consumers in the United Kingdom by launching a high-end product, such as the Infinity Hoodie, on the basis of a comprehensive closed-loop manufacturing value chain. The storey is a threefold accomplishment: customer experience delivery free of criticism, strengthening the Nike business model in the face of unpredictability, and rising stewardship of the planet. The pitch starts with the analytical dissection of an existing issue in the market and ends with a novel solution to it. The argument aims to appeal to the investors who are focused on the prospects of building a scalable business. At the same time this pitch attracts consumers that would like to associate themselves with a brand that promotes the creation of a circular economy. 
4. [bookmark: _Toc213934150]Reflection 
The Nike Echo Green brand was an exercise in the deepest strategic analysis and synthesis of creativity. The first issue was the separation of moving beyond the superficiality of green product to actually theorize a brand that had an innovative and defensible core. This imperative is what led to the Infinity Hoodie concept, which needs to look beyond the launch of the product and include the entire life cycle of that product and the operational model that should be in place to sustain the product. This paradigm shift took place between the traditional marketing and systems-thinking when the product-brand narrative and business model are inherently connected. 
The marketing strategy formulation helped me to shape my ability to make a substantial congruence within all the elements. Every decision such as the high premium price position and the position of DTC-first were measured with the pillars of circularity, performance and transparency. The most remarkable lesson learned was the power of one, powerful differentiator the closed-loop system to guide all the future tactical decisions thus creating a believable and plausible brand story. 
The pitch practices and presentation changed the concept of persuasion. A successful pitch is not a feature list and description but a great narrative that relates a desperate market issue to an exclusive solution. The strategic justification appealed at the emotional level, as I made the compromise the villain and Echo Green the heroic solution, and therefore appealing to the emotional appeal of both investors and consumers. 
More importantly, I recognize that the future implementations of this strategy may be enhanced by the integration of more sound quantitative information to prove the size and the readiness to pay of the target segment. In addition, it would have been better to request feedback on pitch delivery in a varied audience as it would enhance its clarity and emphasis. The process has been indispensable and it has consolidated my experience in strategic brand construction and persuasion, and reaffirmed the importance of critical self-assessment and testing on the audience..
5. [bookmark: _Toc213934151]Conclusion
The Nike Echo Green Infinity Hoodie, with a retail price of £120 and addressing the needs of the UK based and environmentally aware consumers in their closed loop operation, brings into the market a closed loop performance item in the garment sector. Its success can reinvent sustainable clothing, grow to include full assortment, and entrench Nike as a leader in the circular economy, and convert customers into proactive contributors to a waste-free future.
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Appendix-I The Marketing Strategy Pitch of the Hoodie 
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A truly circular product engineered entirely
from recycled materials, primarily
repurposed Nike product waste and post-
consumer plastic bottles. After its useful
life, consumers can return it. The hoodie is
then broken down at a molecular level and
re-spun into new yarn, creating a new
generation of the Infinity Hoodie.

NIKE ECHO GREEN | TARGET AUDIENCE
PRIMARY
The Conscious Performer: Ages 18-35. Wants top-tier

performance without the environmental cost. Values-driven,
digitally savvy, and influential.
SECONDARY
- The Style Minimalist: Seeks durable, premium, and versatile
design. Believes in "buy better, buy once."
CORE MOTIVATION FOR ALL:

Guilt-Free Excellence. No compromise between performance
and the planet.

Targeting: Conscious Performers (UK, 18-35). Eco-aware athletes &
gym-goers who refuse to compromise between high performance and
sustainability.

4Ps at a Glance
PRODUCT: The Infinity Hoodie. High-performance (Dri-FIT ADV) apparel
made from 100% recycled materials, featuring a circular return program.
PRICE: £120. Premium value-based pricing, justified by innovation and
sustainability, with a £30 return voucher to incentivize recycling.

PLACE: Direct-first via Nike app, Nike.com, and flagship stores. Selective
premium partners (e.g., Selfridges). Integrated in-store & online return
system.

PROMOTION: "Join the Loop" campaign. Focus on authentic influencer
partnerships, transparent storytelling, and a #MyEcholLoop community to
showcase the circular journey.

Problem

Consumers love performance,
they love style, but they are
increasingly uneasy about the
environmental cost of their
choices.

The problem is no longer a lack of
sustainable options. The problem
is the compromise. Today’s
conscious consumer is forced to
choose between performance
and sustainability. They can have
high-tech, elite apparel, OR they
can have an eco-friendly product.
But not both.
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