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[bookmark: _Toc236934303]Element 1: POSTER
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[bookmark: _Toc236934304]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis 
[bookmark: _Toc236934305]2.1 Introduction to the STDP Strategy 
STDP strategy adopted by Nike CycleX by targeting High-volume Athletes, fitness enthusiasts, Teen adults and eco-conscious Gen Z in America, Asia-Pacific and Europe with the age group of 18-45 years old. The target consumer demands sustainable innovation, a circular economic model, “AI-driven flexible membership,” and flexible membership highlights differentiation of services in the market. 
[bookmark: _Toc236934306]2.2 Market Segmentation 
[bookmark: _Toc236934307]2.2.1 Geographic Segmentation
Nike will promote its “Nike Cyclex Sports Gear” products in the urban market of North America, Europe and Asia-Pacific. The Global sports equipment sector has achieved a CAGR growth rate of 6.1% in 2026 (Market.US, 2025). Thus, the enhancement in the sectoral income will provide an opportunity for Nike in improving its product demand.
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Figure 1: Market Growth of Sports Gear Services
(Source: Market.US, 2025)
[bookmark: _Toc236934308]2.2.2 Demographic Segmentation
The services will be applicable for high-volume athletes, fitness enthusiasts, Gen Z and millennial customers. Hence, the provision of a diversified consumer base will help Nike in increasing the brand popularity of “Nike Cyclex Sports Gear” products effectively.
[bookmark: _Toc236934309]2.2.3 Psychographic Segmentation
The monthly subscription fee of the “Nike Cyclex Sports Gear” will be around $15 that will be applicable to the members of all ages. Hence, the availability of uniformity in the service cost will strengthen the goodwill of the product and strengthen the brand growth of Nike.
[bookmark: _Toc236934310]2.2.4 Behavioural Segmentation
Nike has recorded 31.4m website visits by customers for acquiring updates regarding the services provided by the organisation in 2025 (Footwear Magazine, 2026). Thus, the enhancement in commodity awareness level of the customers will strengthen the promotional activities needed for “Nike Cyclex Sports Gear” products.
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Figure 2: Website Visits
(Source: Footwear Magazine, 2026)
[bookmark: _Toc236934311]2.3 Target Market 
[bookmark: _Toc236934312]2.3.1 Primary Target Audience
Target customers of “Nike CycleX Sports Gear Subscription” are High-volume runners, Teen athletes, Fitness Enthusiasts with age group of 18-40 years old. The involvement of the target customers provides access to premium products by adoption of circular consumption models (Hossain, 2023). Involving tech-savvy customers by becoming more comfortable in accessing circular sports products through booking, subscription, and product tracking. 
[bookmark: _Toc236934313]2.3.2 Secondary Target Audience
The secondary customers are corporate wellness enthusiasts, sports participants and travel enthusiasts, who have a massive involvement in seeking premium sports products. Wellness enthusiasts have reliable access to sports and fitness equipment by following proper subscription through recycling of sports materials, with the apparel segment rising about 7.8% (Garand Review Research, 2025). 
[bookmark: _Toc236934314]2.4 Differentiation Strategy 
[bookmark: _Toc236934315]2.4.1 Functional Differentiation
Nike has focused on adopting digitalisation tools for differentiating its products from its competitors. As an example, the company has developed the “Nike Sport Research Lab” for testing its new inventions with an intent to provide quality products to the customers (Nike, 2025). In the current scenario, the proper evaluation of the “Nike CycleX Sports Gear Subscription” will assist Nike in acquiring accurate knowledge regarding its feasibility for the customers and the management authorities. The sportswear company has also increased its consumer loyalty score to around 82% in 2025 (Comparably, 2025). Thus, the improvement in the support level from the customers will encourage Nike to increase the brand growth of its “Nike CycleX Sports Gear Subscription” services.
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Figure 3: Consumer Loyalty of Nike
(Source: Comparably, 2025)
[bookmark: _Toc236934316]2.4.2 Sustainability Differentiation
Sustainability dimension 	Differentiation of Nike CycleX
Circular economy 	Nike, in launching “Nike CycleX,” follows a “Closed-loop business model” for reused, refurbished, and remanufactured products. It will enter 20 countries, with the ability to enhance market share by 5% through adoption of "Green rewards membership". 
Sustainable materials 	Nike CycleX will serve customers with products made from recycled rubber, organic cotton, and recycled polyester by using Nike's “Move to Zero strategy”. 
Consumer Engagement	Nike CycleX will engage with customers by serving “90-day gear exchange”, “500” from the green reward programme, digital passport through QR codes and selling 5 million sports products in the last 2 years 

Table 1: Sustainability Differentiation
[bookmark: _Toc236934317]2.4.3 Competitive Advantage
Nike will provide its “Nike CycleX Sports Gear Subscription” services at a low price of $15 for the customers. The provision of reduced commodity cost will strengthen the acceptance level of the services among its stakeholders. In addition, Nike has also observed improvement in its brand value to $29.4bn, signifying enhancement in its consumer trust level (MBADesk, 2025). Thus, the provision of lower product cost and strong consumer support will improve the popularity level of the “Nike CycleX Sports Gear Subscription” services and increase the competitive advantage of the organisation over competitors such as Adidas and Puma.
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Figure 4: Brand Value of Nike
(Source: MBADesk, 2025)
[bookmark: _Toc236934318]2.5 Positioning Strategy 
[bookmark: _Toc236934319]2.5.1 Value Proposition
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Figure 5: Value Proposition Canvas
(Source: Self-Developed)
Define profile
John Carter is an urban athlete with an income of $60K who relies on “high-quality sustainability”, “premium athletic apparel” and a digital fitness app through sales of the products. Value proposition map
Nike CycleX product benefit relies on a monthly subscription, a digital app for booking of products, and circular recycling, which in term reduce land waste by contributing towards sustainability. Consumer needs rely on affordability, sustainable consumption, and reliable product recommendations for purchasing new products (Panchasara, 2024). Consumers want to rely on accessing Nike products and affordable subscriptions for single purchases of products. 
[bookmark: _Toc236934320]2.5.2 Positioning Statement
Nike CycleX positions itself in the market due to its “sustainable subscription”, “Green Reward Points” and “Circular Refurbish Product” to achieve a sustainable future. It relies on affordability, quality, and convenience and strengthens customer loyalty by reducing waste. 
[bookmark: _Toc236934321]2.5.3 Positioning Map
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Figure 6: Positioning Map
[bookmark: _Toc236934322]

Element 3: Marketing Mix (7Ps) Strategy 
[bookmark: _Toc236934323]3.1 Product Strategy 
The development of the “Nike CycleX Sports Gear Subscription” will help in enhancing the fitness awareness level among the customers of the company. In addition, the subscription services will be applicable to around 250 products of the sportswear company. Nike will also increase the coverage of the “Nike CycleX Sports Gear Subscription” to 800 commodities in the next five years. The revenue of the sports goods market will increase to $184.26bn due to improvement in consumer demand in 2030 (The Business Research Company, 2025). Hence, the provision of the “Nike CycleX Sports Gear Subscription” will help Nike increase the popularity and brand growth of its apparel and sportswear products among customers of all age groups.
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Figure 7: Revenue of the Sports Goods Market
(Source: The Business Research Company, 2025)
[bookmark: _Toc236934324]3.2 Pricing Strategy
Pricing Strategy is an important element of the marketing mix strategy that provides details regarding the economic feasibility of the product among customers. Nike will provide a quarterly subscription to its “Nike CycleX Sports Gear Subscription” service for $15 for 90 days. The provision of competitive costing activities will also assist the organisation in improving the consumer preference level for its products. In addition, Nike will also provide a discount of 10% for its sports gear subscription services to consumers that will also strengthen its brand position. Overall, the provision of cash reduction offers will also increase the brand loyalty of the “Nike CycleX Sports Gear Subscription” activities among the customers across the globe. 
[bookmark: _Toc236934325]3.3 Place (Distribution) Strategy
The place element of the marketing mix activities have evaluated the product distribution initiatives adopted by the organisations. Nike has focused on providing commodities to customers through the use of omnichannel retail units. For example, the company has increased the volume of its retail stores from 674 in 2009 to 1034 in 2025 (Elad, 2026). The enhancement in the business units of target 10 major cities following 20 countries has also strengthened the product demand of the company among customers. In addition, the provision of the “Nike CycleX Sports Gear Subscription” service through the use of offline product development centers will improve its awareness level among large customers. Overall, the development of 150 refurbishment centers retail stores will provide opportunities for Nike in enhancing the popularity of its new inventions among consumers. 
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Figure 8: Retail Stores of Nike
(Source: Elad, 2026)
[bookmark: _Toc236934326]3.4 Promotion Strategy
The promotion aspect focuses on “150 million digital impressions, 8 million website visits, and a 6% conversion rate” by the organisation in strengthening the consumer relations with its products. For instance, Nike has provided discounts worth 19% on commodity orders executed by the customers through the use of the “Nike Mobile Application” in 2025 (Nike, 2026). The strategy has also assisted the organisation in improving the demand for its sportswear commodities. Nike has also increased its revenue from $45000m in 2025 to $50000m in 2026 (Market Screener, 2025). In the current scenario, the company will provide 500 green reward points on the availability of the “Nike CycleX Sports Gear Subscription” for its customers. The company will also provide free subscriptions to athletes representing the country in national events to improve its popularity among other consumers. Hence, the provision of proper service offers will improve the loyalty of customers towards the new commodities of Nike.
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Figure 9: Revenue of Nike
(Source: Market Screener, 2025)
[bookmark: _Toc236934327]3.5 People Strategy
“Nike CycleX” has its wider consumer base, including fitness enthusiasts, teen athletes, and Eco-conscious customers, which in term strengthen its engagement in managing the product line by reducing waste. Nike serves customers with reliable product subscriptions, refurbishment processes and environmental benefits, leading to enhanced overall sales of the business. This product reaches 3 million subscribers, with a retention rate of about 80% leads to enhanced overall revenue of the business. Nike serves customers with “Nike CycleX” by collaborating with a logistics provider and recycling and refurbishment partner to access consistent quality of product, which enhances improvement in the supply chain. Thus, this collaboration strengthens engagement with consumers, which leads to development of 85% of the product lifecycle. Overall, Nike serves customers with “data-driven feedback" through use of  “Nike App,” leads to enhanced consumer loyalty about new products available in sport gear segment.
[bookmark: _Toc236934328]3.6 Process Strategy
Nike CycleX promotes its product through the use of a “digitally subscription” process for convenience in achieving sustainable consumption. Materials sourcing for development of “Nike CycleX” is in 20 countries, including Vietnam, China and Indonesia and includes global designer partners all over the Globe. Subscription of the customer is done through the use of “Nike app” and browsing product equipment online. Delivery of the product is done within 24-48 hours through the use of “low-emission protocols”. The company will spend 20% revenue for “on-demand gear sports” to enhance innovation and brand trust. Digital products are monitored through the use of QR codes by ability to return products within 48 hours and product recovery rate is about 95%. 
[bookmark: _Toc236934329]3.7 Physical Evidence Strategy
Nike CycleX reinforces its brand image by serving members with 30% off for reliable repurchasing, 100% organic cardboard packaging, and achieving circular economic protocols. The consumer satisfaction rate is about 90% based on premium products, refurbishment, quality certification, and digital subscription. This leads to a rise of store points of about 150, with availability of the digital platform enhancing the satisfaction rate of customers by about 99%. Nike has its ability to sell products through advertising, and its iconic logo enhances overall brand value. Nike CycleX showcases its physical advantages through the use of the “Nike app” addressed through “green Rewards points”, “reliable subscription”, which leads to enhanced consumer confidence in achieving sustainability. 
[bookmark: _Toc236934330]3.8 Integration of the Marketing Mix with Sustainability
The application of the 7Ps Marketing mix helps Nike CycleX in the adoption of “circular economic principles” and a “subscription-based model” to enhance revenue generation of the business. This has its alignment with the UNSDG 12 “Responsible Consumption and Production” and UNSDG 13 “Climate Action” which strengthen brand loyalty in the market with a circular programme and ethical manufacturing.


[bookmark: _Toc236934331]Element 4: Reflection 
[bookmark: _Toc236934332]4.1 Reflection on Developing the Sustainable Brand Extension
Based on my experience achieved from the report, I have developed a proper understanding regarding the need of developing sustainable brands for companies to strengthen its customer relationships. The existence of the “Nike CycleX Sports Gear Subscription” has assisted me in acquiring knowledge regarding the requirements of athletic and fitness enthusiast consumers that also increased the quality of my project. I also understood the consumer issue associated with the absence of sustainable premium products that has also increased the demand for the “Nike CycleX Sports Gear Subscription” services provided by the company. Overall, the brand extension report has strengthened my sustainable knowledge and improved the growth of my professional career. 
[bookmark: _Toc236934333]4.2 Reflection on Preparing and Delivering the Poster Presentation
In my opinion, the poster presentation is an important aspect of the brand extension programme as it provides a brief overview of the “Nike CycleX Sports Gear Subscription” service and its viable demand among customers. I stressed upon the inclusion of graphical representation resembling the market growth of the sports gear services that helped in analysing the consumer feasibility associated with the commodity. According to Paoletti et al. (2020), the provision of statistical information regarding market growth within the research has improved the quality of the analysis and provided accurate information regarding the brand popularity level. In addition, I also presented brief information regarding the target market and sustainable initiatives adopted by the commodity developed by Nike. Thus, the completion of the poster has improved my knowledge regarding the product.
[bookmark: _Toc236934334]4.3 Skills, Knowledge and Insights Gained
I was able to acquire knowledge regarding the sustainable initiatives adopted by Nike in promoting its “Nike CycleX Sports Gear Subscription” services. The information has also provided me with an opportunity to improve my marketing skills significantly. On the other hand, the completion of the poster improved my presentation knowledge by including images and graphs related to the company. As stated by Trehan and Soni (2023), the strengthening of the presentation skills has assisted employees in improving its organisational relationship and acquiring career growth. Thus, the improvement in my professional knowledge through the brand expansion report has helped me in overcoming career competition.

[bookmark: _Toc236934335]4.4 Contribution to Personal and Professional Development
While doing this report, “Marketing Strategy Skills”, "critical thinking and problem solving”, and communication skills are more effective for brand extension. The use of these skills helps me enhance my confidence levels by ability to carry out information through “evidence-based arguments,” enhancing professional development. This assignment has its massive contribution to strengthening professional development by providing proper knowledge related to sustainability and circular economic initiatives, which leads to enhancing my business ideas. I am able to improve my work by following proper academic standards and enhance my public speaking skills, which is more reliable for brand extension. 
[bookmark: _Toc236934336]4.5 Future Improvements and Learning
I will strengthen the strategic thinking skills that will help me to develop “future marketing proposals”. I am able to enhance my data visualization skills by becoming more efficient in presenting information to solve complex problems. Creating visual representations helps me respond to complex problems, which strengthens my long-term professional career development. This knowledge addresses long-term career success through continuous innovation and the ability to seek feedback which has its ability to respond to real-world challenges. 
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Nike vs. Adidas Website Traffic
by Country (Feb 2026)

This chart compares monthly website traffic (in millions) for Nike and
Adidas across key countries for February 2026, highlighting Nike's lead
in most regions.
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