[image: A close-up of a sign

AI-generated content may be incorrect.]

Student Name:
Arya Bharatbhai Ravaliya

Student ID:
2545070
 
Module Name: 
Marketing Management 
 
Module Code: 
LCMB7024
  
Lecturer’s Name:
Sinan He 
Word Count:2500
 
Term 1

Table of Contents
1. Sustainable Brand Extension Poster Presentation……………………………………3
2. Segmentation, Targeting, Differentiation, and Positioning
 (STDP) Analysis…………………………………………………………………………..…….6
3.  Marketing Mix (7Ps)…………………………………………………………………………..10
4. Reflection………………………………………………………………………………………..16
5. References………………………………………………………………………………………20



Element 1: Sustainable Brand Extension Poster Presentation
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Introduction
PUMA, founded in 1948 in Germany, stands as one of the world's leading sports brands, operating across 120+ countries with a distinguished reputation for innovation and performance excellence . The company offers high-quality sportswear, footwear, and accessories catering to both athletes and lifestyle consumers. PUMA has demonstrated an ongoing commitment to reducing environmental impact and building a more sustainable future, making it an ideal parent brand for a sustainability-focused brand extension.
The Brand Extension: PUMA RE:MOVE
PUMA RE:MOVE represents a strategic brand extension focused on responsible materials, circular design, and low environmental impact. This sustainable line of performance wear incorporates recycled polyester, organic cotton, hemp, and other eco-friendly materials. The extension introduces three key innovative features:
1. Take-back Programme: Customers can return used PUMA products for recycling and receive rewards, establishing a closed-loop system.
2. Eco-design Philosophy: Products are engineered for durability, repairability, and extended lifecycle.
3. Digital Transparency: QR codes on each product reveal their full journey, materials used, and environmental impact, building consumer trust.
Appeal to Current Market Trends
The extension strategically aligns with five critical emerging trends reshaping consumer behaviour:
· Sustainable Consumption: 85% of consumers now prefer sustainable brands, with 75% willing to pay more for eco-friendly products .
· Circular Economy: 83% of consumers demand brands with recycling initiatives.
· Digital Transparency: 86% prefer brands that offer complete supply chain visibility.
· Climate Consciousness: 76% of consumers factor climate impact into purchasing decisions.
· Athleisure Growth: The sustainable activewear market continues to expand rapidly.
Sustainability Alignment
PUMA RE:MOVE delivers measurable sustainability outcomes:
	Sustainability Pillar
	Implementation

	Environmental Impact Reduction
	Recycled and renewable materials minimise waste and pollution

	Carbon Footprint Reduction
	Clean energy, efficient logistics, and responsible production

	Water & Chemical Savings
	Reduced water usage; elimination of harmful chemicals

	Social Responsibility
	Fair wages, safe working conditions, community support


Conclusion
As PUMA's vision states: "It's not just about sport. It's about our future. Move fast. Care forever. Together for a better planet." This brand extension positions PUMA at the forefront of sustainable sportswear innovation.



Element 2: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
Introduction
The STDP framework provides a systematic approach to identifying and reaching the most viable market segments for the PUMA RE:MOVE sustainable brand extension . This analysis applies geographic, demographic, psychographic, and behavioural segmentation variables to develop a comprehensive targeting strategy, establish differentiation, and articulate a compelling positioning statement.
Segmentation Analysis
Geographic Segmentation
PUMA operates in over 120 countries, but the RE:MOVE extension will initially focus on three primary geographic markets:
1. Western Europe (Germany, UK, France, Scandinavia): These markets demonstrate the highest consumer awareness of sustainability issues and the strongest willingness to pay premium prices for sustainable products. According to recent research, European consumers lead global demand for sustainable fashion, with Scandinavian countries particularly receptive to circular economy initiatives .
2. North America (USA, Canada): The North American market shows rapidly growing demand for sustainable activewear, driven by increased climate consciousness and the continued expansion of the athleisure trend.
3. Asia-Pacific (Japan, South Korea, Australia): These markets combine strong sports culture with growing environmental awareness, making them strategic secondary targets for expansion.
Demographic Segmentation
The RE:MOVE extension targets the following demographic profile:
· Age: Primarily 18-45 years old, with strong representation from Gen Z (18-26) and Millennials (27-41)
· Income: Middle to upper-middle income brackets with disposable income for premium sustainable products
· Education: University-educated consumers with awareness of sustainability issues
· Occupation: Urban professionals, students, and fitness enthusiasts
Psychographic Segmentation
Psychographic variables reveal deeper consumer motivations:
1. Environmental Consciousness: Consumers who actively seek products with lower environmental impact and are willing to change purchasing habits for sustainability.
2. Health and Fitness Orientation: Individuals who prioritise physical wellbeing and value performance apparel.
3. Social Responsibility: Consumers who consider ethical production practices, fair wages, and social impact in purchasing decisions.
4. Innovation Adoption: Early adopters receptive to technological innovations like digital transparency (QR tracking).
Research indicates that brand image and environmental concern significantly influence attitudes toward sustainable line extensions, with these factors demonstrating cross-cultural relevance .
Behavioural Segmentation
Behavioural factors provide actionable insights:
· Purchase Occasion: Regular fitness activity, seasonal sportswear updates, replacement of worn items
· Benefits Sought: Performance quality, durability, sustainability credentials, transparency
· User Status: Regular PUMA customers, sustainable brand switchers, and conscious consumers
· Loyalty: Existing brand loyalty to PUMA; research confirms that parent brand attitude positively influences sustainable brand extension acceptance 
Targeting Strategy
Based on the segmentation analysis, PUMA RE:MOVE will target Environmentally Conscious Sports Enthusiasts as the primary target audience. This segment combines high athletic engagement with strong sustainability values, representing the ideal intersection of performance need and ethical consumption.
Primary Target Profile: "The Conscious Athlete"
· Demographic: 18-35 years old, urban, university-educated, middle-income
· Psychographic: Values performance and sustainability equally; informed consumer who researches purchases; active on social media; follows sustainability influencers
· Behavioural: Regular sportswear purchases; willing to pay 10-20% premium for sustainable options; receptive to brand transparency; participates in circular economy activities
· Key Motivation: Wants high-performance gear without compromising environmental values
This targeting approach acknowledges that consumers of sustainable fashion lines are influenced by both brand image and environmental concern, with the strongest effects occurring when both factors align .
Secondary Target: "The Conscious Casual Consumer"
This segment includes individuals who prioritise sustainable lifestyle choices without being intensive athletes. They value casual activewear that combines comfort, style, and sustainability credentials.
Differentiation Strategy
PUMA RE:MOVE differentiates through three interconnected pillars:
1. Authentic Sustainability (Not Greenwashing)
Research reveals that consumers can detect greenwashing, and attempts to make unsubstantiated claims significantly and adversely influence purchase intentions . PUMA RE:MOVE avoids this pitfall through:
· Verifiable Material Sourcing: Transparent disclosure of recycled content percentages and supply chain origins
· Third-party Certifications: GOTS organic cotton certification, Global Recycled Standard
· Digital Traceability: QR codes providing complete product journey transparency
2. Performance-Sustainability Integration
Unlike competitors who sacrifice performance for sustainability, PUMA RE:MOVE maintains the brand's sportswear performance heritage. Products deliver:
· Comparable moisture-wicking and breathability to conventional PUMA products
· Durability that extends product lifecycle, reducing replacement frequency
· Innovative materials that meet professional athletic standards
3. Circular Economy Leadership
The Take-back Programme creates a differentiating closed-loop system unavailable from many competitors. By rewarding customers for returning used products, PUMA establishes ongoing customer engagement beyond the initial purchase.
Positioning Strategy
The positioning statement for PUMA RE:MOVE articulates the brand's unique value proposition:
"For conscious athletes who demand performance without compromise, PUMA RE:MOVE delivers sustainable sportswear that protects performance and planet, because your best performance shouldn't come at the Earth's expense."
Perceptual Positioning Map
PUMA RE:MOVE occupies a distinctive position in the market:
	Dimension
	PUMA RE:MOVE Positioning

	Performance
	High performance (matches conventional sportswear)

	Sustainability
	Industry-leading sustainability credentials

	Price
	Premium but accessible (justified by quality/durability)

	Innovation
	Cutting-edge sustainable materials and traceability


This positioning reflects the successful integration of brand equity (PUMA's sportswear excellence) with sustainability credentials, building on the positive relationship consumers have with the parent brand .
Conclusion
The STDP analysis demonstrates that PUMA RE:MOVE addresses a well-defined market opportunity. By targeting environmentally conscious athletes with authentic sustainability credentials, clear differentiation, and compelling positioning, the brand extension creates sustainable competitive advantage while strengthening the parent brand's sustainability reputation.



Element 3: Marketing Mix (7Ps)
Introduction
The marketing mix represents the tactical toolkit for implementing marketing strategy . For services and experiential brands like PUMA RE:MOVE, the expanded 7Ps framework—incorporating Product, Price, Place, Promotion, People, Physical Evidence, and Process—provides comprehensive coverage of marketing activities . This section critically analyses each element's contribution to the sustainable brand extension strategy.
Product
The PUMA RE:MOVE product range comprises sustainable performance footwear and apparel addressing the needs of conscious athletes and everyday consumers. Each product incorporates:
Core Features
· Recycled and Renewable Materials: Utilising recycled polyester (minimum 50% recycled content, consistent with PUMA's existing sustainable product lines), organic cotton, hemp, and other eco-friendly alternatives 
· Eco-design Principles: Products engineered for extended durability, easy repairability, and end-of-life recyclability
· Performance Standards: Maintaining PUMA's sportswear performance benchmarks
Additional Service Features
· Take-back Programme: Customers can return used PUMA products for recycling, receiving rewards for their participation
· Digital Transparency: QR code integration providing access to product material journey and sustainability data
· Repair Support: Information on simple repairs to extend product lifecycle
Critical Justification
The product strategy reflects the principle that brand longevity depends on relevance and authenticity rather than trend-chasing . By embedding sustainability into the core product rather than treating it as an add-on, PUMA RE:MOVE establishes genuine sustainability credentials. This approach aligns with contemporary research showing that sustainable brand extensions positively influence brand attitudes when brand factors are prioritised .
Price
Pricing Strategy: Premium but Accessible
PUMA RE:MOVE adopts a "Premium but Accessible" pricing strategy, positioning products at a 10-20% premium over conventional PUMA ranges. This approach is justified through:
1. Value-Based Pricing: Products deliver enhanced value through sustainable materials, extended durability, and circular economy participation
2. Consumer Willingness to Pay: Research indicates 75% of consumers are willing to pay more for eco-friendly products 
3. Competitive Positioning: Premium pricing distinguishes RE:MOVE from lower-priced sustainability efforts while remaining below luxury sustainable brands
Price Justification
The price premium directly correlates with increased production costs for sustainable materials and circular design implementation. However, long-term cost benefits from durability and circularity create compelling customer value propositions. The pricing strategy also protects PUMA's brand equity, maintaining premium positioning without alienating core customers.
Place (Distribution)
Distribution Channels
PUMA RE:MOVE will utilise a multi-channel distribution strategy:
1. PUMA Owned Channels: Flagship stores and official website (primary channel)
2. Premium Sporting Goods Retailers: Selective partnerships with premium sportswear retailers
3. Sustainable Lifestyle Boutiques: Specialist retailers focused on conscious consumption
4. Pop-up Experiences: Events emphasising the circular economy message
Place Strategy Justification
Distribution aligns with sustainability positioning through:
· Reduced Logistics Carbon Footprint: Efficient logistics and consolidated shipments
· Minimal Packaging: Elimination of excessive packaging and use of recycled materials
· Digital-First Approach: Supporting online sales reduces retail footprint and energy consumption
The distribution strategy reflects understanding that consumers of sustainable brand extensions value both convenience and ethical consumption, requiring accessible channels that maintain the brand's sustainability narrative.
Promotion
Promotional Strategy
Promotion focuses on communicating authenticity, transparency, and performance excellence:
Key Messages
1. "Performance Without Compromise": Demonstrating that sustainability need not sacrifice athletic performance
2. "Know Your Gear": Highlighting digital transparency features
3. "Move Forever": Emphasising circular design and durability
4. "Better for You, Better for the Planet": Articulating combined personal and environmental benefits
Promotional Channels
· Sustainability-Focused Influencer Marketing: Partnerships with conscious athletes and sustainability advocates
· Digital Campaigns: Emphasising interactive transparency features (QR codes)
· Event Marketing: Pop-up circular economy experiences
· Social Media: User-generated content around sustainability engagement
Critical Justification
Promotion must avoid greenwashing, where unsubstantiated environmental claims negatively impact purchase intentions . PUMA RE:MOVE addresses this through verifiable sustainability claims, third-party certifications, and transparent communication.
People
Employee Engagement and Service Quality
The People element encompasses employees involved in the RE:MOVE proposition:
1. Store Staff: Trained sustainability ambassadors communicating the RE:MOVE sustainability narrative
2. Digital Team: Website development and online customer experience
3. Customer Service: Supporting Take-back Programme and customer queries
4. Supply Chain Personnel: Ethical production and material sourcing
Training and Empowerment
Employee training includes:
· Comprehensive sustainability education (materials, processes, circular economy)
· Product-specific knowledge (features, benefits, certifications)
· Communication skills for discussing sustainability authentically
Justification
The People element is crucial because sustainability messaging credibility depends on informed, authentic employee communication. Research suggests that consumer perceptions of brand authenticity significantly influence attitudes toward sustainable products .
Physical Evidence
Tangible Elements Supporting the Brand
Physical evidence provides tangible proof of sustainability claims:
1. Sustainable Store Design: Eco-friendly materials, low-energy lighting, recycling facilities
2. Packaging: Recycled and recyclable materials with minimal plastic usage
3. Product Tags: Detailing materials, certifications, and circular design features
4. Take-back Programme Infrastructure: Visible recycling points and rewards explanation
5. Digital Transparency: QR code integration with product history and impact data
Justification
Physical evidence builds consumer confidence in sustainability claims. Research demonstrates that transparent, verifiable sustainability evidence positively influences purchase intentions .
Process
Operational Processes Supporting Sustainability
The Process element describes how PUMA RE:MOVE delivers its sustainability promise:
1. Sustainable Sourcing: Ethical material procurement with third-party certification
2. Circular Design: Products designed for durability, repair, and recycling
3. Efficient Logistics: Low-carbon transportation and consolidated shipments
4. Take-back Programme: Established returns processing and recycling infrastructure
5. Digital Transparency: Systems tracking product journey and environmental impact
Process Management
· Certification: Third-party verification of sustainability claims (GOTS, Global Recycled Standard)
· Continuous Improvement: Regular sustainability audits and impact assessments
· Customer Feedback: Incorporating user insights into product and process enhancement
Critical Justification
Processes demonstrate authentic sustainability commitment beyond marketing messaging. Research emphasises that sustainable brand extensions are effective when aligned with genuine operational sustainability, supporting consumer trust and brand attitude .
Integration and Alignment
The 7Ps operate as an integrated system supporting the sustainable brand extension strategy:
	Marketing Mix Element
	Strategic Alignment

	Product
	Sustainable core offering with circular design

	Price
	Premium but accessible; reflects genuine value

	Place
	Multi-channel with sustainable logistics

	Promotion
	Authentic, transparent, verification-focused

	People
	Informed ambassadors driving credible sustainability communication

	Physical Evidence
	Tangible proof of sustainability commitment

	Process
	Operational sustainability from sourcing to end-of-life


Conclusion
The 7Ps marketing mix analysis demonstrates that PUMA RE:MOVE's sustainable brand extension strategy requires comprehensive tactical integration. Each marketing mix element must consistently communicate authenticity, transparency, and commitment to genuine sustainability. When aligned, the marketing mix supports the brand extension's market success while maintaining PUMA's brand equity and reputation.



Element 4: Reflection
Introduction
Developing the PUMA RE:MOVE sustainable brand extension marketing strategy and preparing the poster presentation has provided significant learning opportunities. This reflection analyses key skills and knowledge gained, evaluates personal and professional development, and identifies areas for future enhancement.
Skills and Knowledge Acquired
Sustainable Branding Knowledge
This project developed comprehensive understanding of sustainable brand extension strategies and their application within the sportswear sector. Key knowledge areas include:
· Brand Extension Theory: Understanding how sustainable brand extensions influence consumer attitudes towards parent brands, with research showing positive correlations between sustainability-focused extensions and brand attitude when brand factors are prioritised .
· Greenwashing Recognition: Developing awareness of how unsubstantiated sustainability claims negatively impact consumer purchase intentions, supporting authentic sustainability communication .
· Circular Economy Principles: Applying circular design concepts (durability, repairability, recycling) within a commercial brand extension context.
Marketing Framework Application
The project required systematic application of core marketing frameworks:
· STDP Analysis: Segmentation, targeting, differentiation, and positioning framework application developed appreciation for evidence-based targeting. Research demonstrates that effective segment identification considers geographic, demographic, psychographic, and behavioural factors .
· Marketing Mix Integration: Applying the 7Ps framework demonstrated the importance of tactical integration across all marketing activities .
Analytical Skills
Critical evaluation of current research and methodologies was essential:
· Evaluating contradictory or incomplete information and making sound judgements
· Critically analysing research findings from various studies to support recommendations
· Applying theoretical frameworks to practical business scenarios
Practical Skills
· Poster Design: Creating persuasive visual communication using Canva, balancing information with aesthetic appeal
· Academic Writing: Structured, evidenced-based argumentation supported by credible sources
· Professional Presentation: Preparing concise, persuasive content for time-constrained delivery
Personal and Professional Development
Cognitive Development
The project enhanced systematic thinking and problem-solving capabilities:
· Strategic Integration: Understanding how marketing strategy elements interconnect and support overall objectives
· Consumer Behaviour: Deeper understanding of consumer motivations and decision-making processes regarding sustainability
· Industry Insight: Greater awareness of sportswear industry sustainability challenges and innovations
Professional Development
Significant development in professional competencies:
· Evidence-Based Practice: Increased ability to support recommendations with credible academic sources (minimum 10-15 references target)
· Communication Skills: Enhanced ability to present complex information clearly and persuasively
· Project Management: Completed structured project with multiple elements within specified deadlines
· Sector Knowledge: Increased industry and business environment awareness relevant to postgraduate professional employment
Areas for Future Enhancement
Research Skills
While engagement with academic sources was established, future enhancement opportunities exist:
· Deeper Literature Engagement: More comprehensive literature evaluation and critical synthesis
· Methodological Diversity: Incorporating varied research approaches (quantitative/qualitative) for more robust conclusions
· Industry Data: Enhanced use of organisational and industry data to complement academic sources
Strategic Analysis
Further development in strategic analysis includes:
· Competitor Analysis: More comprehensive competitor benchmarking of sustainability strategies
· Financial Analysis: Budgetary and financial viability assessment (not required for this assessment but valuable professionally)
· Implementation Planning: More detailed implementation roadmaps with milestones and performance metrics
Presentation Skills
Poster presentation experience revealed areas for further development:
· Audience Engagement: Techniques for engaging audiences within strict time constraints
· Visual Communication: Design skills for creating more compelling visual materials
· Question Management: Skills for handling audience questions and discussion
Personal Learning Style Reflection
The project revealed personal learning style preferences:
· Practical Application: Learning was most effective through practical application of theoretical concepts
· Visual Learning: Visual materials (poster design) supported understanding and retention
· Research-Based Learning: Academic research engagement provided satisfying depth and theoretical understanding

Conclusion
The PUMA RE:MOVE sustainable brand extension project has provided substantial learning and professional development. Key achievements include developing sustainable branding knowledge, applying marketing frameworks systematically, and enhancing analytical and communication skills. Future development will focus on deeper literature engagement, more comprehensive strategic analysis, and refined presentation skills. The project experience confirms the value of integrating theoretical knowledge with practical application for effective postgraduate learning.
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