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About Nike
Nike is a global leader in athletic footwear and apparel, well recognised for its innovation and sustainability commitment through its net-zero carbon commitment. Nike launched initiatives such as Flyknit and the Move to Zero campaign for its long-term commitment to material circularity and waste reduction (Soltanisehat and Jestratijevic, 2026). 
The Brand extension
Nike Circular is a sustainable brand extension, which offers consumers in the UK a subscription service for professionally refurbished Nike shoes and sportswear. The customers can access authentic and high-quality products at an affordable monthly fee, while returning used items for refurbishment, repair and reuse. 
Market trends
The brand extension responds to the increasing consumer demand for sustainable fashion. In 2025, approximately 64% of Gen Z preferred to purchase from sustainable brands (Watty, 2025). Moreover, the rising living costs encourage consumers to seek premium products at lower prices without compromising the quality. Nike Circular addresses these market trends by combining affordability and sustainability within one innovative service. 
Sustainability and value 
For the investors, Nike Circular would create recurring subscription revenue and enhance Nike's competitiveness in the expanding circular fashion market. For the customers, it will deliver premium performance with reduced environmental impact through lower textile waste and fewer carbon emissions. Nike Circular aligns with the United Nations Sustainable Development Goals (UNSDG) 12, which seeks to advance sustainable production and consumption (Nazibudin, Sabri and Abd Manaf, 2025). 
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Segmentation
Nike Circular will apply geographic, demographic, psychographic and behavioural segmentation. 
Geographic segmentation: The sustainable brand extension will operate in the UK, focusing on major urban centres, such as London, Manchester and Birmingham. Manchester is one of the leading logistics locations in the UK, which helps businesses to move forward (Walkers Transport, 2026). Moreover, the government of the UK promotes sustainable consumption through circular economy initiatives (Gov.UK, 2026). This makes an attractive market for refurbished fashion products. Urban consumer also demonstrates higher participation in resale platforms, increasing the likelihood of participation. 
Demographic segmentation
The key demographic segment involves Gen Z consumers aged between 18 and 29 years. This group involves university students, recent graduates and young professionals with low-to-middle disposable incomes. Gen Z seeks fashion brands reflecting their unique style and beliefs (Prashar and Kaushal, 2025). However, several Gen Z consumers face increasing financial constraints caused by high living costs. Thus, refurbished premium sportswear provides an attractive balance between affordability and brand prestige. Nike Circular offers men's and women's products across different sporting categories. The service also targets individuals who focuses the maintenance of lifestyles through running and recreational fitness activities. 
Psychographic segmentation
Gen Z consumers in the UK prefer sustainability and ethical consumption when selecting brands. 54% of Gen Z are willing to spend 10% more on sustainable products (Campbell, 2022). In addition, Gen Z values experiences and convenience more than ownership. Nike Circular align with this mindset by enabling consumers to enjoy premium products without the financial commitment of permanent ownership. The established reputation and sustainability of Nike offer credibility that independent resale platforms often lack. 
Behavioural segmentation
Nike Circular targets consumers who purchase athletic footwear and actively participate in fitness activities. Potential customers also demonstrate strong brand loyalty towards Nike while showing an increasing level of interest in refurbished products. Instead of replacing existing customers of Nike, the service extends the relationship by encouraging continuous engagement through monthly subscriptions and product exchanges. 
Targeting
Nike Circular adopts the concentrated targeting strategy, specifically focusing on environmentally conscious Gen Z consumers within the UK. Concentrated targeting is the strategy which allows the organisation to target a specific segment of the market with specialised products and services (Perlego, 2026). Gen Z represents the most suitable target market for various reasons. Gen Z are concerned for the well-being of the planet and influence others to make sustainability-first purchasing decisions (Wood, 2022). They are also digitally connected and comfortable while using mobile apps for subscriptions and payments. 
The economic conditions of the UK also strengthen the targeting decision of Nike Circular. Due to the rise in inflation, consumer prices in the UK increased by 30.7% from 2021 to 2026 (Harari, 2026). This encourages consumers to seek affordable alternatives without compromising product quality. Nike Circular thus addresses financial and environmental concerns simultaneously. From a strategic perspective, targeting Gen Z can reap significant other benefits. By engaging consumers through subscription services, Nike can strengthen emotional attachment and increase the probability of continued purchasing across other product categories throughout adulthood. 
Differentiation
Differentiation allows an opportunity to the organisations to drive competitive advantages by offering unique products and services. Nike Circular differentiates itself through different characteristics. Unlike the peer-to-peer resale platforms, Nike Circular offers manufacturer-certified refurbishment. Each product undergoes professional inspection, cleaning and repair using the quality standards of Nike before redistribution. This reduces perceived risk regarding the authenticity and quality of the product. An improvement in product quality increases customer satisfaction, which in turn increases customer loyalty (Abigail, Sari and Saputra, 024). Apart from this, the subscription model introduces flexibility, which is unavailable within conventional retail channels. The customer can exchange products without repeatedly purchasing new items, which can increase convenience and support sustainable consumption.  
Positioning
Nike Circular will position itself as the most trusted premium circular sportswear subscription service, combining athletic performance, affordability and environmental responsibility. Positioning is an effective way for the sellers to enhance their competitive advantage (Wang and Yang, 2024). Unlike the traditional resale platforms that facilitate second-hand transactions, Nike Circular offers refurbished products supported by the original manufacturer. Nike Circular places itself in the quadrant of low price and high sustainability and circular services, as illustrated in Figure 1. Rather than encouraging continuous consumption of newly manufactured products, Nike Circular promotes responsible access to premium sportswear through circular consumption. This positioning strengthens competitive differentiation along with appealing to Gen Z's environmental values and digital lifestyles. 
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Figure 1: Positioning map
(Source: Self-developed) 
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Product: Product is the key foundation of the value proposition of Nike Circular. Kotler’s three levels of product framework can be applied in this context, which consists of core, actual and augmented product (Aristogeni and Vitouladiti, 2023). The core product represents the key benefit sought by customers. For Nike Circular, this involves access to premium sportswear and footwear from Nike in an affordable and responsible way. Instead of purchasing ownership, subscribers can gain convenience, flexibility and participation in a circular economy, while enjoying the performance associated with the products of Nike. 
The actual product involves the tangible and identifiable features delivered to customers. Nike Circular will offer professionally refurbished shoes that undergo repair before redistribution. The products will maintain the original design of Nike, performance quality and authenticity, differentiating the service from peer-to-peer resale platforms. The augmented product will offer additional services that can enhance customer value beyond the physical product. Subscribers can receive flexible product exchanges and repair services through customer support and loyalty rewards for returning used products. 
Price: Nike Circular will adopt a subscription-based value pricing strategy, balancing affordability with the premium reputation of Nike. Value-based pricing helps in understanding the quantified value of a product (Tremblay, Poirier and Monfort, 2024). This strategy also allows for designing products to deliver desired value at the target price. In terms of this pricing strategy, three pricing tiers will be proposed. For the student plan, the monthly fee for subscription plan will be set at £19.99, and the features include one refurbished item every two months, free cleaning and recycling rewards. The standard plan will be £39.99, which involves features such as two products, regular exchanges and repairs and member rewards. The premium plan will be £69.99, involving features such as unlimited exchanges, priority access to exclusive collections and premium repair services. This tiered pricing structure can increase market accessibility, while enabling customers to select packages as per their financial circumstances and lifestyle needs. A value-based pricing strategy is the most suitable, since consumers purchase an integrated service instead of individual products. The key benefits involve flexibility, convenience and repair services, generating more value than conventional product ownership.
Place: Nike Circular will adopt an omnichannel distribution strategy, which combines digital convenience with physical accessibility. Omni-channel retailing fades the borders between online and offline retailing (Schrotenboer et al., 2022). The key distribution channel is the mobile application and official website of Nike, enabling customers to subscribe and browse available products. The physical stores of Nike throughout the UK can also function as collection and return centres. The customers can exchange products, request repairs or return worn items during regular shopping visits. This integration can lead to the reduction of transportation costs and strengthen customer engagement. Apart from this, home delivery remains a key component of the distribution strategy. By making partnerships with carbon-neutral logistics providers, the brand can minimise environmental impact, while maintaining efficient delivery times. Apart from this, integrating refurbishment centres within the existing distribution infrastructure of Nike can reduce implementation costs and maximise resource efficiency. 
Promotion: Nike can adopt an integrated promotional strategy, combining push and pull marketing approaches. Pull strategies enhance brand loyalty and customer engagement, and the marketing activities create consumer demand (Mayxay, Johnson and Piricz, 2025). In the context of Nike Circular, digital channels such as Instagram can communicate the environmental and financial benefits of circular consumption through authentic storytelling. In 2026, the number of Instagram users in the UK was 39.1 million, among which 54.7% are women and 45.3% are men, as illustrated in Figure 2 (Thuy, 2026). Collaborations with fitness influencers in the UK can demonstrate how refurbished Nike products can maintain premium performance while reducing environmental impact. 
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Figure 2: Number of Instagram users in the UK
(Source: Thuy, 2026)
The push strategy can support market penetration by encouraging intermediaries and existing channels to promote Nike Circular. Nike can introduce exclusive launch promotions, point-of-sale displays and enter into collaborations with university sports clubs, which can increase service awareness at the point of purchase. In addition, limited-time introductory offers and student discounts can also encourage trial, while reducing perceived risk among first-time subscribers. 
People: People are a key component in service marketing, since service quality relies on interactions between the employees and the customers. Nike Circular requires continuous consumer engagement throughout the entire subscription lifecycle. The brand also requires different categories of employees, such as customer service representatives, retail store staff and digital support teams. Customer service representatives must be trained to explain the subscription plans and efficiently resolve inquiries. Customer service is a key factor in retaining customers and maintaining high profits (Metz, Ilieș and Nistor, 2020). The delivery personnel must influence consumer perceptions, since timely deliveries and convenient returns can contribute to the overall satisfaction of the customers. 
Process: The customer journey begins with a subscription registration through the Nike application or website. Customers who mainly perceive the shopping process as seamless are more engaged and likely to purchase more (Cocco and Demoulin, 2022). Customers can select a subscription plan as per their preferences and also browse available refurbished footwear and sportswear. Following the selection of products, orders are directly delivered to customers using sustainable packaging and through carbon-conscious logistics partners. The returned products from consumers will enter the reverse logistics system of Nike, where they are inspected and quality-tested before re-entering circulation. 
Physical evidence: The key physical evidence involves professionally refurbished footwear and sportswear of Nike that appear identical to new products, while meeting strict manufacturer quality standards. Recycled and reusable packaging can reassure customers that sustainability does not compromise performance. The digital application of Nike is another element of physical evidence. A user-friendly interface will be designed, featuring subscription management, repair requests and sustainability dashboards, which can enhance consumer perceptions. The user interface enhances immediate user engagement (Kiourexidou et al., 2024). The dashboard can communicate measurable environmental benefits, such as reductions in carbon emissions and water consumption. 
[bookmark: _Toc236410964]Element 4: Reflection 
Developing Nike Circular as a sustainable brand extension has enhanced my understanding of strategic marketing, sustainable business practices and brand development. Throughout the sustainable brand extension marketing strategy, I achieved valuable insights into the way organisations can incorporate environmental sustainability into marketing strategies. Instead of viewing sustainability as a corporate social responsibility initiative, the entire assessment demonstrated how sustainability can become a key source of competitiveness through innovation and long-term value creation. 
One of the significant insights gained throughout this process was developing an in-depth understanding of brand extension strategy. Before the completion of this assessment, I considered brand extension as introducing new products under an existing brand name. However, researching Nike Circular allowed me to appreciate the way organisations can extend brands through innovative business models instead of physical products alone. Transforming the brand from a traditional sportswear retailer into a provider of subscription-based refurbished products indicates how brand equity can offer support to the transition towards a circular economy. Incorporating the concept of the circular economy is significant, since it allows the organisations to limit the negative impact on the natural environment (Kafel and Rudziński, 2024). This enhanced my perspective on strategic marketing and also demonstrated that successful brand extensions are necessary to be aligned with consumer expectations and organisational capabilities. 
The assessment also strengthened my understanding of segmentation, targeting and positioning (STP). Carrying out the market analysis highlighted the significance of identifying consumer groups whose values align with organisational objectives. Selecting Gen Z consumers in the UK required thorough evaluation of demographic, psychographic and behavioural features rather than solely relying on age or income. I identified that sustainability-oriented marketing requires organisations to understand the digital lifestyles and purchasing motivations of consumers. Moreover, analysing the competitive environment of Nike enhanced my ability to justify strategic decisions using marketing theories rather than any form of personal opinion. 
Preparing the poster presentation also contributed to my personal and professional development. Condensing the complex strategic information into a visually engaging format required adequate planning, prioritisation and communication skills. During the presentation, I developed greater confidence in explaining the marketing concepts within a limited time, along with the maintenance of audience engagement. The poster presentation encouraged me to communicate appropriately and confidently respond towards the questions. All these skills are transferable to professional marketing environments where communication and stakeholder engagement are essential. 
Despite all these achievements, I identified various areas for improvement. I aim to strengthen my presentation skills by becoming more confident, while answering unexpected questions and using more advanced visual storytelling techniques. Future projects could also benefit from primary market research, including surveys or interviews with different customers to validate assumptions regarding the behaviour of consumers and subscription adoption. Overall, the assessment has enhanced my understanding of sustainable brand development, strategic market planning and circular economy principles, while improving communication and problem-solving skills. These competencies can support my future career by allowing me to develop innovative marketing strategies that create value for both the organisations and consumers.  
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