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[bookmark: _Toc237084546]Element 1: Poster Presentation 
See Appendix A for the poster presentation.
[bookmark: _Toc237084547]Element 2: STDP Analysis 
[bookmark: _Toc237084548]2.1 Introduction
This report highlights Solar Smart Backpack proposed by Nike as a sustainable brand extension strategy. The report is started with stating history of Nike along with stating mission and the proposed brand extension. The report focuses on analysing Segmentation, Targeting, Differentiation and Positioning (STDP) which is followed by an evaluation of the marketing mix using the 4Ps: Product, Price, Place and Promotion. At the end, Gibbs’ Reflective Cycle has been used for reflecting on the learning gained from developing the marketing strategy which is continued to conclusion.
Nike was introduced by Bill Bowerman and Phil Knight in 1964 as Blue Ribbon Sports and slowly in 1971 it became Nike. The company has been recognized as one of the best sportswear manufacturers around the world. Companies mission is "To bring inspiration and innovation to every athlete in the world”. The brand extension proposed is Nike Solar Smart Backpack, which is a sustainable and innovative product design for travellers, professionals and the students (Mathur et al. 2023). Proposed extension has aimed of improving sustainability positioning of Nike along with creating an opportunity for reaching consumers seeking innovative and environmentally responsible products.

Figure 1: Solar Smart Backpack Brand Extension of Nike
(Source: Self-developed)
[bookmark: _Toc237084549]2.2 Segmentation
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Figure 2: Different types of segmentation   
(Source: Sara, 2021)
[bookmark: _Toc237084550]2.2.1 Geographic Segmentation
The proposed product will target consumers in Australia, Japan, Germany and the United Kingdom (Holtbrügge and Schuster, 2024). These markets illustrate broader levels of enhancing demand for sustainable products, strong purchasing power, and broader environmental awareness. Besides, these countries highlight significant markets across Nike's international operations and contain well-established retail and e-commerce infrastructure. 
[bookmark: _Toc237084551]2.2.2 Demographic Segmentation
Therefore, the target demographic involves females and males who are aged between 18–40 and belong to the upper and middle-level incomes. Such groups engaged frequent travellers, young professionals, and university students, who value innovative lifestyle products and everyday utilises the mobile devices. Besides, their higher disposable income also raises the capability to buy premium sustainable products. 
[bookmark: _Toc237084552]2.2.3 Psychographic Segmentation
The solar backpack Psychographically aims at the environmentally conscious audience who give importance to convenience, innovation, and sustainability. These users actively find products that highlight their individual values and aid responsible consumption. Among them, many are primary adopters of technologies and want to purchase more of these products that mix environmental benefit with functionality. 
[bookmark: _Toc237084553]2.2.4 Behavioural Segmentation
Behavioural segmentation concentrates on users who want practical advantages like product durability, sustainability and portable charging solutions. The Nike solar backpack also tries to influence Nike's existing customers who illustrate brand loyalty and also want to employ a new product that comes under a trusted company (Asghar, 2023). Therefore, these customers' typical usage situation involves daily transportation, outdoor activities, business travel and university commuting
[bookmark: _Toc237084554]2.3 Targeting Strategy
Nike will adopt a differentiated targeting strategy and initially they will target university students and young professionals. University students are an attractive segment as they require convenient charging solutions for laptops, smartphones and tablets. In addition, they are much concerned towards sustainability for making purchasing decisions (Li, 2023). Young professionals will form the second target segment as they value technological innovation, convenience, and functional products suitable for commuting and business travel.
[bookmark: _Toc237084555]2.4 Competitor Comparison
	Company
	Sustainable Backpack
	Smart Technology

	Nike Solar Smart Backpack
	Yes
	Yes

	Adidas / Parley
	Yes
	No

	Patagonia Black Hole
	Yes
	No

	Samsonite Eco Wave
	Yes
	Limited

	Solgaard Solar Backpack
	Yes
	Yes


Table 1: Competitor Comparison
(Source: Self-developed)
Analysis 
From the table, it can be analysed that the company Adidas accelerates their sustainability credentials with a given importance on the partnership with Parley for the Oceans (Kennelly, 2022). They make their products using recycled marine plastic waste. Therefore, Samsonite's Eco Wave collections implement recyclable PET bottles but provide minimum smart technology features.  
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Figure 3: Sustainable materials within Nike's
(Source: Statista, 2021)
In contrast, Nike's strategic perspective emphasised that Nike holds a competitive edge by using more sustainable materials within their products, and the above figure confirms this by showing that in 2020, raise 59% usage of sustainable materials (Statista, 2021). These data highlight that, as it is a reputable brand, it maintains strong performance, quality and innovation. On the other hand, Nike can face issues with the arising questions on technology-based products in comparison with rivals like Solgaard. As a result, effective communication, technological partnerships, and product reliability are important to develop credibility to launch a new category.
[bookmark: _Toc237084556]2.5 Differentiation Strategy
As per Porter's (1985) Generic Strategies, the company adopted a differentiation strategy that provides different features and creates distinction among the competitors and Solar Smart Backpack (Ștefan et al. 2023). Therefore, the accessory mixes renewable energy technology with the help of the solar charging panel; secondly, digital ecosystems aided through a smart battery monitoring app, and it will help to connect with the audience in the long term. On the other hand, Patagonia is known for their environmental commitment and the utilisation of recyclable materials within its Black Hole backpack-like products (Shourkaei et al. 2024). Though Nike's premium sustainable design utilises recyclable ocean plastics and permits Nike to justify premium market positioning while managing a competitive edge. 
[bookmark: _Toc237084557]2.6 Positioning
The proposed solar smart backpack mixes renewable energy technology with sustainability and builds a larger functional value than conventional eco-friendly backpacks. However, Solgaard create differentiations with its sustainable materials and solar-powered backpacks, though it does not carry extensive distribution networks unlike Nike's global brand recognition (Solgaard, 2026). 
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Figure 4: Positioning Map 
(Source: Self-developed)
The positioning map highlights that the Nike Solar Smart Backpack achieves a high-sustainability and high-performance position. This product is a combination of solar charging technology and sustainable materials which is aligned with Nike’s established reputation for performance and innovation. This differentiated positioning can help a premium pricing strategy and competitive advantage within the emerging smart and sustainable backpack market. 
[bookmark: _Toc237084558]Element 3: Marketing Mix  
[bookmark: _Toc237084559]3.1 Product
The Nike Solar Smart Backpack helps to fulfil the travellers, professionals and students' requirements. The significant features will include a smart battery monitoring app, waterproof design, USB charging port, and a solar charging panel. The benefits of the above characteristics help achieve Nike’s sustainable development objective using the Move to Zero strategy (Diandra and Aprilianty, 2024). However, the performance of solar chargers depends greatly on the weather conditions and amount of sunlight available, which may affect the performance of Nike Solar Smart Backpack in meeting customer requirements in certain regions (Eze et al. 2024). 
	Product Level
	Nike Solar Smart Backpack

	Core Product
	 Sustainable Charging During Travel

	Actual Product
	· Solar Panel
· USB Charging Port
· Waterproof Design
· Recycled Materials

	Augmented Product
	· Warranty
· Nike App Integration
· Customer Support
· After-Sales Service


Table 2: Product Levels of Nike Solar Smart Backpack
(Source: Self-developed)
The core product highlights fundamental customer benefit of convenient and sustainable charging during travel. The actual product has tangible features such as the solar panel, USB charging port, waterproof design and recycled materials. The augmented product has some extra benefits such as warranty, Nike app integration, and customer support and after-sales service.
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Figure 5: Levels of Product
Therefore, this product links with the Triple Bottom Line, which illustrates that,
	Triple Bottom Line
	Application to Nike Solar Smart Backpack

	People
	Offers convenient renewable charging for laptops, smartphones, and tablets, in the time of travel and daily communication.

	Planet
	Uses carbon-conscious manufacturing and recycled ocean plastics to decrease environmental impact.

	Profit
	Allows Nike to penetrate the new accessories market and building a new revenue stream. 


Table 4: Triple Bottom Line
(Source: Self-developed)
Investors (2024) report discloses that Nike generated almost $51.4 billion in revenue, which illustrated strong brand equity and it aided successful product diversification. Apart from that it is stated that the new recyclable materials link with the SDG 13 (Climate Action) and UN SDG 12 which will raise Nike Solar Smart Backpack value rather than conventional backpack functionality through mixing the digital connectivity and renewable energy technology. 
[bookmark: _Toc237084560]3.2 Price
Nike will adopt a premium value-based pricing strategy for the Solar Smart Backpack. An indicative price range of $149–$179 is proposed, reflecting the product’s combination of solar charging technology, smart connectivity, waterproof materials and recycled components. As a result, these pricing highlight these accessories' advanced features like smart connectivity, waterproof materials, recycled ocean plastics and solar charging technology. It is also aided through the Deloitte (2025), which states that almost 66% of consumers were 63% of Millennials and 65% of Gen Zs want to pay for the sustainable products (Segal, 2025). On the other hand, the pricing is comparable with the Solgaard and Patagonia who also offered premium backpacks (Oviedo, 2022). Therefore, the higher production cost related with the recyclable materials and solar technology could decrease the profit margin if users want it to be lower than expected. Moreover, NIKE premium pricing strategy links with long-term profitability objectives and reflects their advanced sustainable technology, which influences the young customers. 
[bookmark: _Toc237084561]3.3 Place
Omnichannel distribution strategy will be utilised by Nike as it maximises their customer’s convenience and product accessibility. Besides that, these products will be distributed with the help of the Nike App, and Nike's official website, in more than 500 global Nike retail stores, as well as select retailers like Foot Locker and JD Sports (Standaert, 2022). It is assumed that the primary market will be Australia, Japan, Germany and the United Kingdom where purchasing power and sustainability awareness are relatively high (Holtbrügge and Schuster, 2024). On the other hand, distributing products within different global markets can raise carbon emissions and transportation distances (Huang and Mao, 2024). For instance, from manufacturing facilities to shipping products in Australia, and North America, Europe from Asia could conflict with Nike's sustainability goals though the low carbon logistics are integrated (Pan et al. 2023). As a result, this Nike's distribution strategy gives assurance of broad market coverage while aided by company’s sustainable growth objectives and Nike's digital transformation. 
[bookmark: _Toc237084562]3.4 Promotion
Integrated Marketing Communications strategy will be implemented by Nike as it helps to prompt the new product (Rehman et al. 2022). Besides that, the promotion activity will involve social media campaigns on X, YouTube, TikTok, Instagram, outlining the renewable energy benefit and sustainability. With collaborating with sustainability advocates, travel influencers, and eco-conscious athletes, Nike enhances credibility. However, in the developed markets, users are sceptical to meet the environmental marketing claims. For example, in the UK and Germany the strict consumer protection rules such as Unfair Commercial Practices Directive (2005/29/EC) and EU Green Claims Directive (2024) need sustainability claims fulfilled through the evidence. Having not offered transparent data may bring accusations of greenwashing for Solar Smart Backpack (da Costa Machado, 2025). Besides, the slogan of these campaigns will include “Power Your Journey Sustainably”, which meets the product's unique value proposition. As a result, these strategies raise users' insights about the firm and link with the company's innovative marketing approach that maintains their technology and sustainability.   
[bookmark: _Toc237084563]Element 4: Reflection (Gibbs Reflective Cycle)
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Figure 6: Gibbs Reflective Cycle
(Source: McLeod, 2025)
[bookmark: _Toc237084564]4.1 Description
Through a poster presentation, I analysed the sustainable solar backpack market, which emphasises that Nike's new product is positioning them within an evolving market. Therefore, they become competitive due to the rivals' new innovations and customers' requirements for ethical and sustainable products. It mixes functionality with environmental responsibility. 
[bookmark: _Toc237084565]4.2 Feelings
In the beginning of the study, I found it complex to analyse the marketing mix, which offers a model for delivering and developing value to the audience while aiding organisational objectives. Therefore, I also feel nervous about choosing models like the 7Ps marketing mix, and I aided my recommendation with industry evidence and credible academic sources. With the progression of the study, I feel confident in employing marketing concepts (inspired by Nurmasadah et al. 2022).  
[bookmark: _Toc237084566]4.3 Evaluation
When evaluating the Nike Solar Smart Backpack, I realise that it assists in developing a powerful market position through linking sustainability goals with “product features, pricing, distribution, promotion, people, processes, and physical evidence”. Therefore, I understand my key strength, which is my capability to conduct research utilising the Nike sustainability initiatives, industry reports and academic journals. These presentations also raise my communication skills through influencing to employ significant information concisely and clearly (inspired by Leon, 2023). On the other hand, I found it complex to condense detailed research within presentation time and limited word count. 
[bookmark: _Toc237084567]4.4 Analysis
These implemented approaches aided long-term business growth, competitive advantage, supported customer satisfaction and raised my understanding of sustainable marketing and brand extension strategies. Therefore, I raised my critical thinking skills through assessing the challenges and opportunities that relate to the Nike Solar Smart Backpack. Moreover, I raised my strategic planning, problem-solving, and research skills through employing Porter's Differentiation Strategy and Aaker and Keller's Brand Extension Theory within a practical business scenario. 
[bookmark: _Toc237084568]4.5 Conclusion
The reflection highlights important learning experience in applying marketing theories to a practical brand-extension proposal. I have developed a stronger understanding of how sustainability, customer needs and business objectives can be balanced when developing a new product (Inspired by Diandra and Aprilianty, 2024). The process has increased my confidence in applying marketing models towards a real-world business situation and it has improved my ability for analysing strategic opportunities and challenges.
[bookmark: _Toc237084569]4.6 Action Plan
In my future project I will raise my visual design skill and will develop my presentation skills through utilising advanced tools like PowerPoint and canva more efficiently. Therefore, I will plan to raise my data analysis skills through involving the market research data and industry reports more efficiently. Within study quality control systems and digital supply chain monitoring will ensure transparency and product reliability for Nike and this knowledge assist me to produce more impactful marketing strategies, evidence based and professional strategies in both professional and academic settings. 
[bookmark: _Toc237084570]5. Conclusion 
The report highlights Nike’s proposed Solar Smart Backpack as a sustainable brand extension strategy. The STDP analysis has targeted university students and young professionals as consumers can prioritise technological innovation, convenience, and environmental responsibility. The positioning analysis has highlighted that the product can achieve a differentiated position via the combination of solar charging technology, sustainability, and Nike’s established performance-oriented brand image.
The 4Ps marketing mix highlights how the product can be supported via an innovative product offering, premium value-based pricing, omnichannel distribution and integrated social media promotion. The proposed pricing strategy is based on additional technological and sustainable features of the product and by digital and retail channels of Nike, broad market access can be done. However, Nike can face challenges such as technological reliability, product-category fit, production costs and consumer concerns focusing sustainability claims. Transparent communication and credible evidence can be crucial for reducing greenwashing concerns and improving consumer trust.
Therefore, the Nike Solar Smart Backpack highlights a potentially attractive brand-extension opportunity as it connects established reputation of Nike for innovation with growing consumer interest within sustainable and technology-enabled products. But, successful implementation can be dependent on maintaining product quality as well as channelizing sustainability benefits in transparent way. It can ensure consistent Nike’s existing brand identity. 
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Introduction to Nike
The company Nike, a popular leading sportswear brand, offers their customers a variety of products which helps them to generate almost 29.4 billion U.S. dollars in 2025 found in the figure below (Rocco, 2025). Becoming the sustainability strategy, the company integrated initiatives like Circular Design and Move to Zero, and raised the utilisation of recyclable materials to decrease environmental impact and aided sustainable business growth. 
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Figure 1: Brand value of the sports company Nike worldwide
(Source: Rocco, 2025)
Sustainable Brand Extension
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To diversify their product portfolio and strengthen their sustainability positioning, the company Nike tried to launch the Nike Solar Smart Backpack for travellers and professionals (Wu, 2022). Therefore, the backpack implements the smart battery monitoring application, USB charging system, a solar charging panel, carbon-neutral manufacturing procedures and recycled ocean plastic materials.
1.3 Sustainability Value Proposition
These products easily connect the increasing demand for technology and sustainability-empowered products. As users want eco-friendly solutions that aid mobile lifestyles while decreasing environmental impact. 
Why Customers Will Buy It
[image: ]
These backpacks aided UN SDG 13 (Climate Action) and UN SDG 12 (Responsible Consumption and Production) through decreasing plastic waste and promoting renewable energy use.  As a result, these innovative brand extensions raise the company's sustainability positioning, deliver value and build new growth for environmentally conscious consumers.
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