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[bookmark: _Toc236224946]Element 2: Segmentation, Targeting, Differentiation, And Positioning (STDP) Analysis 
[bookmark: _Toc236224947]2.1 Introduction to STDP
STDP is a marketing model that has been utilised to create customer value and find attractive market opportunities. As per Keller and Chernev (2024), Segmentation, Targeting, Differentiation, and Positioning empower the firm to choose more profitable segments, separate the market within different user groups, create differentiation in offerings from rivals and build a transparent position in users' minds (Setyowati and Sugiat, 2025). For Nike RenewPack, the Segmentation, Targeting, Differentiation, and Positioning framework is important to find out the environmentally friendly users who give importance to performance and sustainability (Li, 2023).
[bookmark: _Toc236224948]2.2 Segmentation Analysis
Nike, with their product, aim these users who hold storing purchase power and are highly environmentally aware. These market segments empower the company to find out customer’s groups who place very high importance on very high-performance and sustainable products. 
[bookmark: _Toc236224949]2.2.1 Geographic Segment 
	Geographic Segmentation Variable
	Target Markets
	Reason

	Developed Markets
	· North America
	· High sustainability awareness 
· Strong consumer spending power

	Developed Markets
	· Europe
	· Growing demand for circular economy initiatives and environmentally responsible products (Asghar, 2023). 

	Developed Markets
	· Australia
	·  For ethical and sustainable brands,
· Growing preference

	Developed Markets
	· Urban Asia such as Seoul, Tokyo and Singapore
	· Rising middle-class income 
· Enhancing interest in sustainable lifestyles (Park et al. 2022)



Table 1: Geographic Segmentation for Nike RenewPack
(Source: Self-developed)
Analysis 
The selected geographic markets are very accurate as these users are willing to pay for sustainable and premium products. As a result, the markets link with Nike's sustainability objectives and global presence, making them accurate for introducing the Nike RenewPack.
[bookmark: _Toc236224950]2.2.2 Demographic, Psychographic and Behavioural Analysis  
	Segmentation Variable
	Characteristics
	Rationale

	Demographic
	· Age 18–40, 
· Male and Female,
·  Middle-to-High Income,
·  Students, 
· Young Professionals,
·  Fitness Enthusiasts,
·  Frequent Travelers
	· Want to buy premium sustainable bags and frequently utilise them.

	Psychographic
	· Eco-conscious, 
· Health-focused, 
· Active Lifestyle, 
· Sustainability-Oriented,
·  Innovation Seekers
	· Want brands that line up with their lifestyles and values.

	Behavioural
	· Seek Durability, Brand Reputation, and Sustainability 
· Regular Gym Users 
· Frequent Travelers
· Existing Nike Customers
	· To remain brand loyal and make repeat purchases 


Table 2: Demographic, Psychographic and Behavioural Analysis for Nike RenewPack
(Source: Self-developed)
Analysis
From the table, it is emphasised that Nike RenewPack targets those customers who want sustainable, functional and durable bags for daily activities. As per VALS Theory, sustainable products become attractive to Experiencers and Innovators who value sustainability, self-expression, and innovation (Ahmadimanesh and Helaliyan, 2022). On the other hand, Attitude–Behaviour Gap Theory emphasises that users sometimes express positive attitudes for actual purchasing decisions and sustainable products; it is also impacted through the different factors like product availability, convenience, and price (Cairns et al. 2022). As a result, the company Nike must mix quality and performance with sustainability to influence purchase behaviour. 
[bookmark: _Toc236224951]2.3 Targeting Strategy
 Targeting Theory points out that companies focus attention on user segments to extract the ‘greatest growth potential’ (Albarracín et al 2024). Therefore, the company Nike, for their RenewPack, includes a Differentiated Targeting Strategy, which targets Gen Z and Millennials.
	Target Segment
	Characteristics
	Reason

	Primary Target
	· Eco-conscious Millennials  
· Aged between 25-40
	·  Higher purchasing power 
· Strong interest in long-term products.

	Secondary Target
	· Gen Z Consumers 
· Aged between 18-24
	· Highly concerned about ethical and sustainable consumption (Laurett et al. 2022).


Table 3: Target Market for Nike RenewPack
(Source: Self-developed)
Growing Sales and market coverage bring some benefits through employing a differentiated targeting strategy, which helps to increase potential sales and distinct market coverage. On the other hand, it also offers challenges like the requirement for tailored communication strategies and higher marketing costs (Asghar, 2023). As a result, these approaches empower the Nike RenewPack to touch the larger audience while being aided by sustainability objectives and long-term growth. 
[bookmark: _Toc236224952]2.4 Differentiation Strategy
Nike's RenewPack helps to stand out through its incorporation of technology, circular approach to the economy, and sustainability commitment. It also uses this approach to appeal to a different customer type, and it will help Nike's product range to feel even more innovative and modern.
	Brand
	Sustainability
	Circular Program
	Sports Heritage

	Nike RenewPack
	High
	Yes
	Strong

	Adidas
	High
	Partial
	Strong

	Patagonia
	Very High

	Yes
	Moderate

	Puma
	Moderate
	Limited
	Moderate


Table 4: Competitor Comparison
(Source: Self-developed)
Key Differentiators
· Circular Economy Model: 
 With the help of repair programs, NIKE can be recycling and reuse products which help to decrease waste and increase the longevity of products (Kouhihabibi, 2022).
· QR Tracking System: 
Users will be able to see their repair history, check environmental performance, and material sourcing (Rabbe et al., 2025).
· Strong Brand Equity:
 Combines sustainability efforts with reputation in sports performance.
These differences help the company to position their products, Nike RenewPack, as an environmentally responsible and high-performing product, which develops a competitive edge in the long-term sports accessories market.
[bookmark: _Toc236224953]2.5 Positioning Strategy
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Figure 1: Positioning map 
(Source: Self-developed)
From the above map, it emphasises that NIKE should stabilise its position, as it will help them to build a distinct image for their Nike RenewPack within customers' minds as highly sustainable and high-performance products (Wu, 2022). Besides these circular design principles, within Nike RenewPack will help to offer superior functionality while decreasing environmental impacts. 
[bookmark: _Toc236224954]2.6 Critical Evaluation of STDP
	Strengths
	Risks
	Mitigation

	With eco-conscious consumers, Strong market fit
	Greenwashing concerns
	Sustainability Certifications from third parties (Oviedo, 2022)   

	Link with sustainability trends
	Higher production costs
	Supply chain management with efficient sourcing.

	Use Nike's strong brand equity
	Consumer scepticism
	Transparent product traceability and supply chain reporting



Table 5: Critical Evaluation of STDP Strategy
(Source: Self-developed)
Overall, the Segmentation, Targeting, Differentiation, and Positioning strategy aided Nike RenewPack's competitive position through mixing performance and sustainability. On the other hand, Nike give assurance that credible sustainability and transparency practices must decrease potential risks and manage users' trust. 


[bookmark: _Toc236224955]Element 3: Marketing Mix (7Ps)

Figure 2: Marketing Mix (7Ps) Strategy for Nike RenewPack Sustainable Brand Extension
(Source: Self-developed)
[bookmark: _Toc236224956]3.1 Product Strategy
The Three Levels Product Theory of Kotler's help to create Nike RenewPack functional to achieve sustainable customer value (Indeed, 2026). It offers a durable and easy-to-carry sports gear, footwear and everyday product solution at the core product level. The RenewPack is a bag made from recycled polyester and reclaimed Nike manufacturing waste, reiterating the company’s intentions of circularity (Sharma et al., 2025). At the augmented product level, customers are offered added value with an unlimited repair service, a take-back programme that lets users recycle Nike materials, and a QR code to track its sustainability. Users can check the product’s origin, production methods, and environmental impact (Asghar, 2023). The added services enhance RenewPack's positioning as a premium brand and facilitate responsible consumer behaviour. The services ensure the consumers don’t waste the product as well.
[bookmark: _Toc236224957]3.2 Price Strategy
Nike RenewPack adopts a pricing strategy that has value-based pricing, given that consumers are ready to pay premium prices for quality and sustainable products.  The recommended price for backpacks will be $80-$120, for gym bags $60-$90, and for travel bags $140-$180, within the Nike premium range. This pricing approach involves charging customers for the extra value derived from using longevity materials, repairs and circularity, instead of just production costs. The brand positioning of Nike can be enhanced with a value-based pricing strategy which also boosts profit and strength within the company (Li, 2023). In the times of economic uncertainty and lower disposable income, higher prices may elicit reductions in demand from price-sensitive consumers.
[bookmark: _Toc236224958]3.3 Place Strategy
An omnichannel distribution approach is followed by Nike RenewPack that facilitates the provision of a seamless sustainable consumer experience. The customer relationship, brand experience, and sustainability communication can be provided by Direct channels such as the Nike website, the Nike App and Nike-owned retail stores (Broussard-Goldsmith, 2024). Stock allocation of Nike can be developed and excess inventory can be reduced to employ AI-powered inventory forecasting and to gain precise demand predictions. The integration of artificial intelligence into the supply chain is improved by its delivery efficiency and the power of reducing emissions, waste, and circular retailing (Aro, 2024). Nike's long-term sustainability and business growth strategies can be enhanced through the omnichannel approach.
[bookmark: _Toc236224959]3.4 Promotion Strategy
Nike’s RenewPack uses Integrated Marketing Communications (IMC) in delivering its sustainability message consistently (Chen et al., 2023). A product's recycled materials and circular design can be brought to life through Instagram, TikTok, YouTube and other social media channels.
By collaborating with eco-athletes and fitness influencers, brand credibility can be built to get authentic product application and promotion of sustainable lifestyle choices (Digital Agency Network, 2026). Sustainability storytelling content marketing and public relations partnerships with ocean clean-up organisations bolster Nike’s image as a corporate social responsible entity. It's a fact that integrated promotional activities build knowledge among consumers. They also help consumers engage with the brand better. However, the effect will not be the same if the messages are not true nor verifiable. If a business can’t substantiate its green credentials, it could be accused of greenwashing which would damage consumer trust and long-term brand equity.
[bookmark: _Toc236224960]3.5 People Strategy
Nike RenewPack’s people strategy is based on the Internal Marketing Theory. It recognizes employees as internal customers whose commitment to the brand influences service quality. Within the company, Nike employees and sustainability teams should be trained in principles of circular economy and ethical sourcing and product sustainability to communicate the RenewPack value proposition (Sproviero, 2025). The importance of complying with environmental regulations and the participation of customers strengthen circularity in repair and take-back programmes (Tari and Trudel, 2024). When staff are aware of Nike’s sustainability vision, they become credible ambassadors for the brand, giving customers trust. Nevertheless, employee commitment that is not steady can damage brand credibility and savagely injured sustainable brand extension.
[bookmark: _Toc236224961]3.6 Process Strategy
Nike RenewPack employs Service Blueprinting to develop a sustainable product and create a perfect journey for the customers. It begins with awareness through digital marketing and sustainability campaigns where consumers learn about RenewPack, followed by purchase via Nike online and retail (Asghar, 2023). Customers benefit from long-lasting design and care instructions during the usage stage of the product. A repair service can increase the lifespan of any product by fixing a product.  Through Nike’s take-back programme, customers can return their used bags to enable materials to recycle into new products (Satkiewicz, 2023). Embedded circular economy principles through waste, resources and customer participation in a closed-loop process that is effective. Notwithstanding, its fortune relies on customer engagement and reverse logistics systems.
[bookmark: _Toc236224962]3.7 Physical Evidence
In the packaging of Nike, RenewPack follows Servicescape Theory to strengthen brand credibility and customer confidence. QR codes clarify the use of materials in the product, its production, and life cycle and eco-labels guarantee the established environmental standards (Sharma and Mukherjee, 2025). Nike highlights its commitment in sustainability of Nike through packaging that is made from recyclable and biodegradable materials. The accountability of a company is shown by disclosing the carbon footprint and informing consumers to get product impacts (Asghar, 2023). So, these artefacts support perceived authenticity and sustain RenewPack’s expert positioning in the sustainable sportswear market. Despite these sustainable initiatives, their effectiveness hangs in the balance of accurate, third party verified communication of their environmental claims. In other words, misleading messaging can backfire, eroding consumer confidence and damaging Nike’s overall brand.
[bookmark: _Toc236224963]3.8 Critical Evaluation of Marketing Mix
Reinforcing the sustainability positioning, the 7Ps marketing mix proposal of Nike RenewPack would create consistency across all the customer touchpoints. By enhancing product features, distribution, promotion and processes, customer satisfaction for repeat purchase and long-term loyalty can be strengthened. However, this will not be easy. The difficulties in the supply chain and higher operational costs are induced by initiatives for sustainable sourcing, repair services, and reverse logistics. Moreover, competitors could merely copy similar sustainable initiatives leading to a decline in differentiation (Park et al., 2022).
Moreover, to protect consumer confidence, the environmental claims must be authentic. Personalisation powered AI can help Nike by enhancing its competitive edge to gain long term engagement (Terentieva, 2025). The sustainability claims must be verified and the confidence of stakeholder must be strengthened through blockchain-based supply chain and transparency systems.


[bookmark: _Toc236224964]Element 4: Reflection  
[bookmark: _Toc236224965]4.1 Description
For this study, I established a product named Nike RenewPack, which is a long-term brand extension, restructured to aid Nike sustainability objectives while bringing new opportunities for the growth of the business. Therefore, I established a poster presentation and developed a marketing strategy by utilising the marketing mix frameworks and STDP. Besides, I gained an understanding of business insights which demonstrate that it develops new revenue streams for the company though raise long term brand value and strengthening customer loyalty. 
[bookmark: _Toc236224966]4.2 Feelings
At the start of the project, I feel nervous when choosing the company and an accurate brand extension that has sustainable principles and is aligned with innovations. Therefore, I gradually recognise that it is complex to implement marketing theories with sustainable concepts. On the other hand, when I am going to conduct more research and add industry data, my confidence has risen (inspired by Rollins et al. 2023). With the progression, I feel abler to employ the strategic marketing concepts and mitigate the practical business problems. 
[bookmark: _Toc236224967]4.3 Evaluation
When I evaluated the study, I recognised my strengths and my capability to find out and research current sustainability trends that aided the Nike RenewPack development. Besides that, I developed a strong understanding which discloses that, with the help of effective targeting and segmentation, Nike can concentrate its marketing efforts on their users who buy sustainable products. As a result, delivering and preparing the poster helped to raise my communication skills very easily (inspired by Shrivastava et al. 2022). 
On the other hand, the knowledge about the company and their position itself by offering high-performing and sustainable bag solutions emerge challenges. With this evaluation, I identified multiple weaknesses within me and think it is challenging to handle a broader amount of data within a poster through demonstrating the impact and clarity. Besides, I feel that I often concentrate on the description instead of the critical analysis. As a result, these outline the requirement to raise my capability to assess marketing strategies more efficiently.  
[bookmark: _Toc236224968]4.4 Analysis
This study helps me develop different skills. Primarily, I have raised my strategic marketing skills through employing the positioning concepts, STDP, and linking them with the real business scenario. Besides that, sustainability marketing-related understanding is raised, mainly the circular economy principles like recycling, reuse and repair. At the end, I raised my analytical and research-related skills through assessing industry reports and academic literature to aid my recommendations. 
[bookmark: _Toc236224969]4.5 Conclusion
This project raised my knowledge about how marketing commit to organisational growth with the help of sustainable brand development. Besides that, I acquire unimportant experience in employing marketing theories and recognised the significance of managing business performance and customer value with sustainability objectives. 
[bookmark: _Toc236224970]4.6 Action Plan
In future projects, I will raise my data interpretation skills and critical thinking skills through greater engagement with industry and academic sources. Besides that, I target to raise my knowledge about sustainability, my presentation confidence along with circular economy practices (inspired by Mandarić et al. 2022). I also aim to raise my expertise in AI-powered marketing tools, which will aid my innovation and future marketing decision-making. 
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Company Overview
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Nike was founded in the year 1964 and gradually became the biggest sportswear company through operating their business in more than 170 countries, and it helps them to hold a brand value of almost 29.4 billion U.S. dollars found in the figure below (Rocco, 2025). Therefore, the company has integrated the Move to Zero” approach, which is part of their sustainability agenda, through concentrating on zero waste and achieving zero carbon emissions within their products and operations. As a result, this commitment offers a powerful base for brand growth and sustainability innovations.
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Figure 1:  Brand value of the sports company Nike worldwide
(Source: Rocco, 2025)
Brand Extension Concept
Nike RenewPack emerge as a sustainable product line that is divided into laptop bags, travel bags, gym bags, and backpacks. Besides, these products are manufactured with utilising recycled polyester and recycled ocean plastics, sourced from plant-based waterproof coatings and Nike products. Besides, within biodegradable materials, every product is packaged, and it is aided through a recycling service, trade-in scheme, and repair programme, to encourage circular consumption.
Sustainability Value Proposition
Nike RenewPack extends product life cycles, lowers carbon emissions, and decreases plastic pollution by reuse and repair initiatives. As these extensions encourage consumers through highlight ethical sourcing to engage actively in sustainability efforts.  
Investor and Consumer Appeal
For sustainable products, the growing requirements highlight a major market opportunity. Therefore, IBM (2024) report confirms this by presenting that almost 78% of users want environmentally responsible products; as a result, Nike RenewPack identify the market trends an integrate these within Nike's leadership for long-term innovation (Haleem, 2024). 
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Servicescape Theory
Eco-Certified Labels
QR Codes
Sustainable Packaging
Carbon Footprint Disclosure
Third-Party Verification
Transparency
Brand Trust


Physical Evidence
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NIKE RENEWPACK: DEVELOPING A
SUSTAINABLE BRAND EXTENSION
STRATEGY FOR BUSINESS GROWTH

ELEMENT 1: SUSTAINABLE BRAND
EXTENSION POSTER

Company Overview Brand Extension Concept

Nike was founded in the year 1964 and gradually became the Nike RenewPack emerge as a sustainable product ine that
biggest sportswear company through operating their business in ll i divided into laptop bags, ravel bags, gym bags, and
more than 170 counlries, and it helps them to hold a brand vaiuefll - backpacks. Besides, these products are manuaciured vith
of aimost 29.4 bilion U.S. dollars found In the figure below. uiising recycled polyester and recycled ocean piastics.
(Rocco, 2025). Therefore, the company has integrated the Move lil ~sourced from plant-based waterproof coatings and Nike.

o Zero" approach, which s part of their sustainabily agenda, products. Besides, within biodegradable material, every
through concentraiing on zero waste and achieving zero carbon fil  product is packaged, and it i aided through a recycing
emissions withn their products and operations. As a resul, this Jll ~service, trade-in scheme, and repair programme, fo
commitment offers a powerful base for brand growth and encourage circular consumption

sustainabity innovations.

Investor and Consumer Appeal

For sustainable products, the growing requirements.

Nike RenewPack extends product Ife cycles,
lowers carbon emissions, and decreases piastc
pollution by reuse and repair iniatives. As these
extensions _encourage  consumers _ through

highiight ethical sourcing fo engage actively in
sustainabilty effors.

highiight a major market opportunity. Therefore, IBM
(2024) report confirms this by presenting that aimost
78% of users want environmentally responsible
products; as a resull, Nike RenewPack identy the.
market trends an integrate these within Nike's
leadership for ong-term inovation (Haleem, 2024),





