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[bookmark: _Toc224762071]Introduction
[bookmark: _Toc224762072]Shopify Inc. is among the most prosperous global online retailing platforms, which enable businesses of all magnitudes to design and operate their e-businesses. Shopify, offering a convenient and well-developed interface and a full set of possibilities to make websites, issue payments, and promote, has proven to be a trusted business. Seeing that the sphere of e-commerce continuously grows, the demand for more efficient and sustainable solutions is growing, particularly in the field of logistics (Zennaro et al., 2022). To satisfy this requirement, Shopify will be extending its business to include a Shopify Logistics Service that it will be launching to facilitate this business, allowing its clients to streamline the management process of their supply chains. All of such customer experiences will be enhanced by this brand extension that will include integrated fulfillment, real-time tracking, and sustainable shipping services, which will finally drive businesses to streamline their operations in order to obtain efficiency and improve their shipping in an immensely competitive market.

	Brand extension poster presentation
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[bookmark: _Toc224762073]Segmentation, Targeting, Differentiation, and Positioning
STDP can assist marketers to understand how to divide a market into significant segments, select the most attractive ones, underline its unique benefits compared to the rivals. It helps them embark on cultivating a visible, desirable presence in the minds of customers (Cha et al., 2024). As the case of Shopify Logistics Service shows, the analysis shows how the offered service would be implemented to address the needs of merchants in a highly e-commerce environment where the issues of speed, cost control, and sustainability become critical concerns.
[bookmark: _Toc224762074]Segmentation 
Segmentation is the division of the market into manageable units. It is done through the application of geographical variables, demographical variables, psychographic variables, and behavioral variables in an attempt to tailor the brand extension (Peifeng, 2025). For this project, the geographical location includes primarily North America (Canada and the United States), where Shopify has the largest footprint of the company.  It also has e-commerce already well established, and the need to have fast, reliable, and greener delivery continues to expand (Lin, 2022). Europe can also serve as a second segment, as it has strict rules on sustainability practices, like stricter Scope 3 emission reporting regulations.
Demographically, it focuses on the eco-visioned SMB merchants in the North American and European scenario and enterprises that have online stores of incomes averaging between 500,000 and 5 million dollars and already embrace Shopify. It also focuses on SMBs in product lines such as fashion, beauty, consumer electronics, and lifestyle products that receive shipments routinely. According to Chernukha (2024), these are typically owner-run and between the ages of 25 and 50. Such merchants operate, and the owner is a technology enthusiast who intends to have a scalable and ethical business.
The relevant merchants are customer- psychographic efficiency-oriented and eco-helpful. They are looking at logistics as not only a cost center, but a means to earn customer trust and a competitive market niche for their brand. As far as the behavioral aspect is concerned, the most appealing users are existing Shopify merchants who also heavily rely on the platform to carry out their inventory, payment, and even marketing. They handle moderate and large quantity orders, such as the tool to be employed must have less dependence on other providers, as tools to decrease transportation expenses and greener transportation that inflict less harm on nature through efficient paths and application of carbon-free shipping options (Norman, 2025). These variables prove the change of the sustainability in the logistics industry to be more of a must than an option based on consumer demand (more than three-quarters of consumers in the U.S. prefer sustainable brands) and legal mandates.
[bookmark: _Toc224762075]Targeting
Identifying the most feasible segments of accessibility and consistency to the capabilities of Shopify would depend on size, with the help of targeting. This extension is primarily aimed at the eco-visioned SMB merchants in the North American and European scenario and enterprises that have online stores of incomes averaging between 500,000 and 5 million dollars and already embrace Shopify. Such traders face challenges in terms of fragmented third-party logistics supply chains, varying transportation costs, and the rising need to present information on consumer and control agency sustainability transparency (Pundir et al., 2024). This direction will enable Shopify to loosen the bonds that they already possess and instigate a quick adoption, in addition to delivering instant value through the offer of seamless platform integration and environmentally friendly shipping service.
[bookmark: _Toc224762076]Differentiation
Differentiation focuses on superiority over competitors through the provision of exceptional benefits in a bid to attain the sense of excellence. The integrative third-party logistics native and smooth integration, which is provided on the platform, and fulfillment can be integrated with the core Shopify tools, which is absent in the case of independent 3PLs, but requires a custom API integration (Klein and Popp, 2022). The key competitors include ShipBob (good international coverage but external integration), ShipMonk (technology-based on subscriptions), Red Stag Fulfillment (focus on heavy items), and Shopify Fulfillment Network (SFN, already present but relatively limited in scope and integration) (Rajeckas, 2026). Scales providing bigger companies, including DHL or FedEx, do not have widespread connections with e-commerce systems.  
Shopify Logistics draws a distinction between the following:
· Systemic and plan reduction extensions make alternatives like carbon-neutral defaults via Planet app one-click inventory sync, real-time tracking, and eco-options in Shopify administration.
· AI-powered optimization of routes and reduced empty miles and emissions - as part of trends of sustainable logistics in 2026 (Publicis Sapient, 2026; Maersk, 2025).
· Greenwashing combat and contribution to the Scope 3 implementation: Measurable sustainability indicators (e.g., emissions dashboard), combat greenwashing.
[bookmark: _Toc224762077]Positioning
Shopify logistics service is positioned as a smooth, Sustainable fulfillment partner for Shopify merchants. This brand is oriented towards convenience in dealing with the Space of Shopify, high reliability, and real environmental friendliness (Hamed Taherdoost, 2023). The service scores highly on the platform compatibility and emphasis on sustainability on a perception map - higher than other external third-party logistics providers in native integration, and basic in green potential. Such practical value as accelerated and more predictable delivery, lower logistics costs, smaller carbon footprint, and better assured loyalty by customers owing to trusted eco-credentials are included in the benefits highlighted in marketing messages (Nguyen and Vo, 2026). This communication is performed through in-app messages, emails to merchants, which are aimed at particularity, as well as informative webinars and direct success stories of merchants. 
[bookmark: _Toc224762078]Marketing Mix (7Ps) for Shopify Logistics
The general brand extension strategy of Shopify Logistics includes Marketing Mix as one of its components. This service will be implemented based on the 4Ps that will involve Product, Price, Place, and Promotion to ensure that the 3Ps of objectives of people, process and physical evidence of Shopify are met. In this case, we will consider the implementation of each element of the marketing mix to Shopify Logistics and its contribution to the general strategy of the brand.
[bookmark: _Toc224762079]1. Product -Shopify Logistics Service.
Product aspect refers to the logistics service offered by Shopify to support the supply chain of an e-commerce business. Shopify logistics is an integrated platform, and it is attached to the platform of Shopify, which enables merchants to run both e-commerce and logistics through the same platform as outlined by Wulfert and Karger (2022).
The product includes such significant attributes as:
· End-to-End Fulfillment: The service will handle inventory control, automated source fulfillment, and real-time tracking that will simplify the process of logistics in general among merchants.
· Sustainability: Shopify Logistics is interested in sustainable package materials and a zero-carbon-based delivery route because of the increased demand for solutions that are environmentally friendly.
· Automation and Scalability: This allows businesses to increase their operations without additional complexity and labor expenses, and it is appealing to businesses that are planning to increase efficiency and minimize human error.
The product offers an easier, reliable, and sustainable solution and is responsive to the needs of e-commerce businesses through the addition of logistics services to the Shopify platform.
[bookmark: _Toc224762080]2. Price: Competitive and Scaling Pricing Strategy.
The price element will focus on the flexibility and scalability of the pricing model, which will be beneficial to businesses of all sizes.
· Freemium Model: This will be a Shopify Logistics, which is free of charge for the basic fulfillment capabilities and has been targeted at small businesses that have a low budget. This would give the Shopify merchants a reason to utilize the service non-committal.
· Tiered pricing - Shopify Logistics will now operate under tiered pricing with regard to volume and features. The high trans-rate businesses will be forced to pay more fees, including international delivery, personal packing, and expedited delivery.
· Pay-As-You-Go Option: Shopify will also offer a pay-as-you-use option to businesses whose quantities of orders are variable. This allows the businesses to simply pay for what they use and therefore makes the service affordable to the businesses at different stages of growth (Cuenca-Enrique et al., 2026).
Such pricing is to ensure that Shopify Logistics can serve small startups and can be expanded to businesses. This is because its dynamic nature will allow businesses to select the package suitable for their logistics needs and adopt it in the long term.
[bookmark: _Toc224762081]3. Place: Distribution Strategy.
The place component meets the requirement that Shopify Logistics will be easily accessible to the current and prospective clients of Shopify. The service will be integrated into the Shopify system itself, and the current merchants will be able to access the service within the Shopify administration panel. Such functionality and integration enable it to be easier in the case of companies that already work on Shopify, and which can now take both e-commerce management and logistics within the same platform (Fedorovich et al., 2023). To begin with, Shopify Logistics will offer services in regions with heavy e-commerce, like North America, Europe, and Asia, where Shopify has a decent number of users. Long term, Shopify will also expand the service to developing markets, as the market expands, the necessity of e-commerce solutions will increase. As the service is an inseparable part of Shopify, companies can sell and handle the logistics in one place, which becomes less complicated and operationally frictionless. The global nature of Shopify ensures that a high number of customers are supplied with logistics services.
[bookmark: _Toc224762082]4. Promotion: Distributing the Value Proposition.
· Promotion: It helps in building awareness and embracing Shopify Logistics (Park et al., 2022). In order to sell the given service to the target audience, Shopify will use a number of strategies to cope with this issue:
· Digital Marketing Campaigns: Shopify will be integrating email, social media, and paid advertisements, to which the already existing merchants in Shopify will be reached. These kinds of promotions will emphasize how easy integration, sustainability, and scalability of Shopify Logistics will be.
· Content Marketing: Shopify will produce informative content such as blog posts, webinars, and case studies showing how Shopify Logistics can streamline the logistics and fulfillment process of the e-commerce business. The contents will be positioned to position Shopify Logistics as an ingenious and reliable solution.
· Referral Program: The incentive to grow more will be created, and a referral system will be established by Shopify, in which current users will be able to refer other businesses to Shopify Logistics. In its turn, they will be rewarded with discounts or some other forms of rewards (Aripin, Haryaman and Sikki, 2024). This program will also look to the existing customer base of Shopify to increase the number of people served organically.
· Partnerships: Shopify will establish partnerships with third-party logistics companies to offer special deals and promotional offers to Shopify merchants purchasing the logistics service. These kinds of partnerships will not only enhance the credibility of Shopify Logistics but also create value for the customers.
These marketing strategies will contribute to raising the awareness level, training the potential consumers, and promoting the use of Shopify Logistics. An integration of both digital channels, content, and referrals will assist Shopify in disseminating the message concerning its value proposition to the target market.
[bookmark: _Toc224762083]Reflection
The Shopify Logistics Service brand extension was not only an intellectual project but also a project with high demand in terms of practicality. Shopify, as the company, made me acquire some practical experience on a Canadian tech leader with strong ecosystem potential. I had to make a major adjustment to extend the functionalities to the already existing functionalities like Shopify Planet on the sustainability features. The greatest risk was to render the proposed service in question, i.e., end-to-end optimization and AI-based routing, as well as sustainable shipping, feasible and distinct among other market players in the logistics industry. This experience improved my intellectual way of thinking, where I had to learn to be innovative, whereby evidence-based reasoning is informed by the trends in the industry and learned models. Overall, it added to the importance of brand fit in extensions, which enabled me to perceive how sustainability can be the real driver of growth, not a pro forma appendix.
The poster presentation practice, ranging from the process of making to the giving of the poster presentation, proved to be a good exercise in short communication and speaking before people. Having a presentable and informative poster created in Canva, extensive ideas such as the introduction of the project, its attractiveness to the market, and alignment with sustainability had to be condensed into simple and effective pictures, and at least text that could be conveyed within 3-5 minutes. The biggest challenge was the training in order to work under the time conditions to provide the flow and energy. The peer feedback to be obtained during the in-class presentation will likely provide me with insights into the strengths in form, as well as other aspects in which my explanation of the concepts and their relation to the strategic advantages could be enhanced. This project actually assisted me in becoming a confident presenter and more accommodating to the questions of the audience, which I previously did not utilize.
This portfolio has played a major role in contributing to my personal and career readiness. I got better in marketing structures (STDP and 7ps of service marketing), I was more capable of strong research and critical analysis skills, and I was also capable of perfecting my academic writing and giving proper references and evidence to support the argument. Since the professionally related skills are visual communication and sustainability integration, as well as strategic planning, they are related to the work in digital marketing and e-commerce management positions. At the individual level, I became more disciplined and able to deal with complex assignments, multi-part assignments, and give more consideration to my mode of learning. When working with primary data in the future, however, I would engage them in an organization sooner, consult more extensively with them on a draft, and spend more rehearsal time on presentations to get them still more detailed and refined. 
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Appendix 1- Segmentation, Targeting, Differentiation, and Positioning

	Segmentation
	Targeting
	Differentiation
	Positioning

	Geographical. North America (US & Canada) 2. Europe (strict sustainability rules)
	Eco-conscious SMB Shopify merchants $500K–$5M revenue Fashion/beauty/electronics/lifestyle
	Native Shopify integration AI route optimization Carbon-neutral default
	Seamless, sustainable fulfillment partner built into Shopify

	Demographic SMB merchants ($500K–$5M revenue) in fashion, beauty, consumer electronics, lifestyle
	Facing fragmented 3PLs & sustainability pressure
	Real-time emissions dashboard SMB cost advantages
	Highest native compatibility + authentic green credentials

	Psychographic / Behavioral. Efficiency-oriented & eco-visioned 5. Heavy Shopify users seeking greener logistics
	Ready for quick adoption (existing Shopify ecosystem)
	Combats greenwashing with verifiable data
	Logistics as brand strength, not cost center



Appendix 2- Marketing Mix
	P
	Description
	Key Elements

	Product
	Integrated end-to-end logistics service native to Shopify
	• Fulfillment network 
• Real-time tracking 
• Automation & scalability 
• Sustainability focus  

	Price
	Flexible, merchant-friendly pricing
	• Freemium model
 • Tiered pricing 
• Pay-as-you-go 
• Volume discounts

	Place
	Distribution & accessibility
	• Built directly into Shopify admin
 • Initial launch: North America & Europe 
• Future: Asia & global expansion

	Promotion
	Awareness & adoption strategies
	• In-app notifications & emails 
• Digital campaigns 
• Content marketing 
• Referral programs 
• Partnerships

	People
	Support & target user focus
	• Dedicated support for eco-conscious merchants 
• Merchant-centric service design

	Process
	How the service is delivered
	• Seamless platform integration 
• Automated order fulfillment 
• Real-time tracking & updates

	Physical Evidence
	Tangible proof of quality & sustainability
	• Sustainable packaging 
• Emissions dashboard 
• Branded tracking pages
 • Carbon reports
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NTRODUCTION

BRAND EXTENSION AND
CURRENT TRENDS

Global e-commerce is experiencing a demand
for sustainable logistics solutions, especially in
North America and Europe (Lin, 2022).
Shopify Logistics meets these demands by

offering eco-friendly delivery solutions aligned
with stricter sustainability regulations
(Chernukha, 2024).

Merchants seek logistics that lower costs while
promoting environmental responsibility
(Chernukha, 2024).

CONCLUSION

« Shopify Logistics offers an integrated, eco-
friendly logistics solution that enhances
merchant operations while reducing
environmental impact.

Integrated with Shopify’s platform, it

simplifies e-commerce and logistics
management in one system (Klein & Popp,
2022).

This service not only streamlines logistics
but also allows merchants to demonstrate
their commitment to sustainability, building
trust with customers (Klein & Popp, 2022).

BRAND EXTENSION ‘A shopi

« Shopify is extending its platform to

include Shopify Logistics, offering an
integrated service to manage supply
chains.

The service automates inventory control,
fulfillment, and shipping, with real-time
tracking and carbon-neutral options
(Wulfert & Karger, 2022).

BRAND EXTENSION AND
SUSTAINABILITY

¢ Shopify Logistics emphasizes sustainability
through carbon-neutral shipping routes and
Al-powered route optimization.
Real-time emissions tracking helps
merchants reduce their carbon footprint
(Publicis Sapient, 2026).
Verifiable sustainability data combats
greenwashing, allowing Shopify to build
trust and credibility (Nguyen & Vo, 2026).
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