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The global sportswear sector is undergoing a shift towards a circular economy, where businesses must strike a balance between sustainability and profitability. In spite of its reported FY2025 revenue of US$46.3 billion and presence in over 190 countries, Nike's financial results declined, signaling the importance of exploring new growth avenues (Nike, 2025).
[image: Nike surges 15% after earnings: Is the consumer finally returning?] 
Figure 1. Nike FY2025 Financial Performance Indicators Compared with FY2024.
Source: Adapted from Nike, Inc. (2025) FY2025 Annual Report.

The following statistics are adapted from Nike, Inc. (2025) Annual Report. This report aims to suggest the Nike Circular Collection as a sustainable brand extension, and critically assess its strategic feasibility with the Segmentation, Targeting, Differentiation and Positioning (STDP) framework and the Extended Marketing Mix (7Ps), and reflect on the development process.
[bookmark: _Toc234361018]Element 1: Sustainable Brand Extension Poster Presentation


Nike Circular Collection is a brand extension that builds on the principles of circular design, recyclable materials and responsible consumption to help Nike's competitive edge.
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[bookmark: _Toc234361019]Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis

Segmentation, targeting and positioning (STP) is a three-step process that involves identification and profiling of segments of buyer groups, choosing the segment(s) most suited for the company and developing an offer in the minds of the target group (Cozma and Cosma 2023). The Nike Circular Collection could be used as a roadmap to market for Nike's footwear extension into the world of circular and recycled sportswear.
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[bookmark: _Toc234361020]1. Market Segmentation

The Nike Circular Collection is segmented geographically, demographically, psychographic ally and behaviourally to target consumers. The collection will start in the United States, the United Kingdom and Western Europe where recycling infrastructure, environmental policies and sustainable consumption are highly developed and will be rolled out to major Asia-Pacific cities in the future. In terms of demographics, the main consumer target group is people aged 16 to 35 years, with a higher percentage of Gen Z and younger Millennials willing to pay a higher price for sustainable products (Gomes et al. 2023). Psychographically, the group is made up of people who are environmentally aware and are seeking to make their lifestyle and buying decisions a sustainable one. As consumer expectations shift (Branca et al., 2025), these consumers appreciate companies that are transparent and socially responsible, exhibiting ethical practices. The collection is targeted at the Nike loyalists and eco-conscious consumers who are often buying athletic footwear and are keen to engage in recycling and take-back initiatives, aligning with Nike's circular economy approach (Nike,2024).
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Given that Simkin & Dibb(1998),  argued that companies would need to consider the attractiveness of the segment in relation to their own organisational capability, Nike is ideally positioned to capitalise on the ‘Move to Zero' sustainability platform, supply chain for recycled materials, and international distribution network (Nike, 2024).A differentiated targeting approach is recommended in the case of the Circular Collection compared to the large mass market, where the Nike Collection is sold to customers who are aware of the environmental issue, whereas the rest of the Nike range sells its core products to general consumers. This is similar to the targeting logic of Nathaniel (2026), which meant that marketing resources and messaging would not be spread out among incompatible audiences.
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Figure 2. Target Audience Profile for the Nike Circular Collection.
Source: Author's own illustration (2026), developed from Gomes et al. (2023), Branca et al. (2025) and Nike (2024).
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The Nike Circular Collection stands out in its incorporation of circular product design principles alongside Nike's longstanding legacy of athletic performance (Ulziibadrakh et al., 2025). Nike’s mono-material construction, design for disassembly and high-performance innovations all in one shoe are in contrast to brands that focus solely on sustainability and comfort, like Allbirds, or those whose recycled footwear has been called into question about being recyclable at the end of its life, such as Adidas. While competitors may develop similar sustainability initiatives programs over time, its extensive research capability, global brand recognition and existing athlete partnerships give the company a better platform to continue to maintain its competitive edge. This comprehensive approach will allow the Circular Collection to offer environmental benefit and function, thus providing a more defensible market position (Cicinionyte, 2026).
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Positioning involves creating a clear and unique position in the minds of target customers compared to the competing offers (Prasetya et al., 2025). The Nike Circular Collection positioning statement is: For everyday athletes who care about the environment, but don't want to sacrifice performance, the Nike Circular Collection is the sustainable footwear collection designed to close the loop on athletic waste, without sacrificing the innovation known for Nike. This alignment puts the Circular Collection one step closer to the traditional sportswear brands and sustainability-driven footwear brands. Instead of being only an environmental brand or a sports brand, Nike is a unique type of brand that offers both attributes to its sporty market, making it a very special brand that attracts both sporty and environmental consumers. Competitors keep working on sustainable innovation but with Nike's circular design combined with its successful product performance, there's a greater value proposition for the long term for the brand, and it's meeting evolving consumer expectations Ulziibadrakh et al., 2025).
[bookmark: _Toc234225990][image: ]
Figure 3. Positioning Map of the Nike Circular Collection in the Sustainable Sportswear Market.
Source: Author's own illustration (2026), developed from Prasetya et al. (2025), Nike (2024), and Bocken et al. (2016).

[bookmark: _Toc234235854][bookmark: _Toc234330533][bookmark: _Toc234361024]Element 3: Marketing Mix (7Ps) Analysis

The Nike Circular Collection has a product (as well as a service aspect in terms of take-back and recycling initiatives) and uses the 7Ps marketing mix. The 7Ps framework developed by Ko (2024) encapsulates the jobs of individual, process and physical evidence that enables the sustainable brand extension strategy.
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Figure 3. The Extended Marketing Mix (7Ps) Applied to the Nike Circular Collection
Source: Author’s own illustration (2026)
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The core product is a mono-material, fully-dissemblable and recyclable running shoe with at least 50% recycled content (Mhatre et al., 2021). This directly helps the brand extension strategy because it turns a generic sustainability message into something that consumers can actually see, touch, and feel a verifiable product attribute, something that is helping to quell criticism that greenwashing is not leading to consumer trust (Cicilionytė, 2026). The design for disassembly is also a significant advantage for other brands, which is often overlooked, as their recycled-content sneakers may not be able to be recycled either (Bocken et al., 2016). But mono-material footwear can have certain performance and design limitations when compared to traditional multi-material footwear. However, as long as there are limitations, Nike can keep investing in material innovation, thus improving the functionality of their products while still following the principles of circular design. This is a well-balanced approach, which reinforces the credibility of the Circular Collection, as sustainability and sport performance do not have to significantly impact on the product quality.
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The premium pricing strategy is recommended for the Nike Circular Collection, as it is slightly higher than Nike's regular running shoes, but still within the consumers' willingness to pay for a sustainable product. The average willingness to pay for a truly sustainable product is 12%  according to Rampazzo (2024). Thus, a moderate premium is supportive of value-based pricing, which is based on the customer's perceived value of the product or service, rather than the costs of production (Loutraris, 2025). Premium pricing further establishes the sustainable and innovative brand image of the Circular Collection and contributes to the recovery of the higher production costs of recycled materials. A lower pricing model may lead to higher market penetration in the short term, but may have a negative impact on product quality and exclusivity in the short to medium term. So, premium pricing makes better strategic sense, as it captures consumers' perception of sustainable innovation value, and works in favour of Nike's brand positioning.


[bookmark: _Toc234225993][bookmark: _Toc234235857][bookmark: _Toc234330536][bookmark: _Toc234361027]3. Place

Distributed channels should focus on Nike's own direct to consumer (DTC) points of sale, primarily its Nike app, Nike.com, and flagship stores, which accounted for around 42% of company revenue by 2024, and allow Nike to have direct influence on customer data, storytelling and brand experience (Gunz, 2023). This is ideal for the Circular Collection, since this would enable Nike to deliver the circularity story without any dilution via third parties for retail. Nike's recent pivot to a more balanced omnichannel marketing strategy, which has been challenged by too much focus on DTC and the impacts it has had on wholesale relationships, should be complemented by a more limited and curate wholesale strategy to gain further reach without diluting brand positioning (Alves, 2021). But it is not without tension: Nike's earlier wholesale push introduced some tension in partnership channels like Foot Locker, so any wholesale footprint for the Circular Collection would need to be carefully managed – while bringing the advantages of wholesale channels to consumers that aren't shopping Nike's owned channels.
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The emphasis of promotion should be on a real and honest story rather than on advertising. Nike should work together with the athletes and sustainability activists to make sure that individuals are educated about the company's sustainability efforts and the use of recycled materials in its products (Mainjot, 2025). The credibility of the Circular Collection will be reinforced if its claims are clear, measurable and backed by credible and independent evidence (Cicinionyte, 2026).
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In service influenced offers, credibility is a key factor that relies on employees and brand representatives (Ulziibadrakh et al., 2025). All in-store and customer service personnel should be trained to accurately discuss the Circular Collection's disassembly design and take-back process because inaccurate or exaggerated staff communications will detract from the trust the promotional messaging is trying to establish with consumers. Nike has built a solid platform in its athlete partnerships and Nike stores' training infrastructure that serves as a practical basis to integrate it throughout the markets (Nike, 2024).
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The take-back and recycling services is the most transparent element of the offer and should be designed as a low-friction reverse logistics system, where the customer is able to return the used shoe in the store or by post, and it will be recycled into new material inputs (Fashion for Good, 2025). The Efficient reverse logistics infrastructure is said to be the critical link that make a circular product design a closed material loop, not just a marketing promise (Govindan & Bouzon, 2018). Rewarding participation, like store credit for returned pairs, can help achieve repeat participation and generate first party data that can be used to support the Nike DTC strategy. However, the real success of the reverse logistics depends on customers' continuing involvement. Take-back programmes might not be as effective as they could be if they had a convenient collection system and meaningful incentives, as their participation might be limited. Hence, Nike has a constant need for continuous improvement of their reverse logistics to turn circularity into a reality and not merely a marketing statement.
[bookmark: _Toc234225997][bookmark: _Toc234235861][bookmark: _Toc234330540][bookmark: _Toc234361031]7. Physical Evidence

Physical proof is very important in demonstrating the sustainability credentials of the Circular Collection. Nike's circular economy actions are seen in recycled content labelling, in-store displays to educate on Nike disassembly and the limited sustainable packaging. These can be physical indicators that differentiate between genuine sustainability and greenwashing claims (Gomes et al., 2023). While Nike can add consumer trust by the use of independent verification of its circularity claims, other brands like Allbirds are using third-party certifications to add credibility. In combination with reverse logistics and direct to consumer methods, these all contribute to the positioning and customer trust in the collection in the long term.
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[bookmark: _Toc234225999][bookmark: _Toc234235863][bookmark: _Toc234330542][bookmark: _Toc234361033]4.1 Reflection on Developing the Nike Circular Collection
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The Nike Circular Collection proved to be more than a new, innovative product idea, it was a successful brand extension. The project involved the practical application of marketing concepts in a realistic business context and the use of academic research and industry data to inform business decisions (Cozma and Cosma, 2023). I found this stage of market segmentation and the selection of a target market to be relatively easy as it fits with the knowledge acquired in the module. It was only when they were brought together in a unified marketing plan that some deeper thinking was needed, though. By researching Nike's sustainability efforts (and that of the competition), I realized that sustainability is not about pushing the message out, it's about providing a real competitive edge. Comparing options and making recommendations with evidence instead of assumptions was enhanced by evaluating various strategic options. In addition, the process of creating the marketing mix increased my awareness of the need to consider the various components of the marketing mix in relation to each other to support the overall positioning of the brand. This experience proved sustainability should be part of the marketing mix from the product design to the communication to the customers and value delivery in the long run (Ko, 2024).
[bookmark: _Toc234226002][bookmark: _Toc234235865][bookmark: _Toc234330544][bookmark: _Toc234361035]Learning and Future Improvement

This project was a great learning experience for me as it was a way to bring out my strengths and also focus on areas I needed to work on. I gained more confidence as a user of marketing tools like STDP and the 7Ps, but pricing and financial justification were more difficult due to the need to balance commercial goals with sustainability goals. This experience proved to be a valuable expression of the need to combine theory with business acumen. For future projects, I will continue to improve my commercial awareness by using the knowledge and skills acquired in this course to increase my understanding of pricing strategies and financial evaluation and evidence-based decision making to enable more balanced marketing recommendations to be made.
[bookmark: _Toc234226003][bookmark: _Toc234235866]

[bookmark: _Toc234330545][bookmark: _Toc234361036]4.2 Reflection on the Poster Presentation and Professional Development

[bookmark: _Toc234226004][bookmark: _Toc234235867][bookmark: _Toc234330546][bookmark: _Toc234361037]Poster Presentation Experience

Writing the report took a different style of approach to preparing the poster. It required the communication of the main elements of the Nike Circular Collection in a succinct, organized and logical way with text. This helped me to be clearer in separating facts from supporting details and to keep a strong message. The presentation rehearsal also helped me to build my communication skills as it made me more confident in explaining the concept of marketing in a limited time.
[bookmark: _Toc234226005][bookmark: _Toc234235868][bookmark: _Toc234330547][bookmark: _Toc234361038]Professional Development and Future Learning

In conclusion, this portfolio reinforced my grasp of sustainable marketing and strategic brand development and evidence-based decision making. It made it easier for me to understand how theories from the academic field could be used in business; and it helped me build my research, communication and critical thinking skills. It has also been a learning experience to reflect on this project as I learned there is a need for continuous learning for professionals. On future assignments I will try to get feedback at an earlier stage, improve my skills of commercial analysis, and spend more time on preparing written assignments, presentations, which will further increase the quality of my commercial practice.
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Metric Q4 2024 FY 2024
(estimated) (estimated)

Revenue $11.4 billion | $11.6 billion |$46.3 billion | $51.4 billion
EPS $0.14 $1.00 $0.86 $3.50

Net income | $211 million | $1.5 billion | $1.5 billion | $6.2 billion
Gross margin 43.2% 43.7% 43.5% 44.1%

Inventory $7.5 billion | $7.5 billion | $7.5 billion | $8.1billion

Dividend $0.37/share | $0.34/share | $1.48/share | $1.36/share





