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This portfolio is mainly focused on the development of a sustainable type of brand extension of the selected company focusing on how the brand development can majorly support the long-term business growth. It also examines the extension through the market segmentation, sustainability, positioning, differentiation, targeting and the marketing mix while also reflecting on the knowledge and skill developed form the context of the project. 
Element 2: Segmentation, Targeting, differentiation and positioning Analysis 
Segmentation Analysis 
The aspect of market segmentation mainly involves dividing the broader market into different smaller groups of consumers with different characteristics, needs, and behaviours. For the Nike Renew+, the factor of segmentation is very important because its own sustainability-focused type of consumer mainly represents a growing segment of the market with different expectations and motivations (Bazhrang, 2027). 
From the geographic perspective, Nike Renew+ would be primarily focused on targeting consumers in the environmentally and socially conscious market, which includes Europe, North America, major urban areas, and Australia. These types of regions have increasing awareness of recycling, climate change, and sustainable consumption (Hu, 2025). Urban consumers are particularly relevant because they are more exposed to different sustainability campaigns and also have a greater level of access to digital platforms and retail stores where products can be purchased and also promoted. From a demographic perspective, the target market mainly includes consumers in the age group that is prevalent between 18 and 35 years. This group mainly includes young professionals, university students, fitness enthusiasts, and also athletes who are mainly interested in both the performance of the footwear and also the affordability of consumption. The products are mainly designed for high-income and middle-income consumers who are mainly willing to invest in premium products that provide some additional environmental engagement or value. Nike Renew+ is mainly positioned as one of the unisex products, which is appealing to different consumers across different genders who share similar forms of investment in fashion, sports, and also sustainability. 
Related to the psychographic segmentation, it focuses on consumer values, lifestyle, and attitude. The Nike Renew+ majorly appeals to individuals who consider sustainability to be an important part of the decision to purchase. These types of consumers are very much motivated by the different ethical practices of the business, environmental responsibility, and also innovation. They are not only purchasing footwear for the functional price but also using it as one of the brands as a reflection of their personal values and identity. The extension connection with the consumer who wants to support companies that contribute to the improvement of the environment is another important factor. 
In the Behavioural segmentation, it identifies customers based on their purchasing habits and also the brand interactions. Nike Renew + targets the existing type of Nike customers who already have some form of trust in the brand and are also willing to explore the different sustainability alternatives. It also attracts consumers who frequently purchase different athletic footwear, participate in different sports activities, and also actively seek some forms of environmentally sustainable products. The reward program and the shoe recycling majorly encourage repeat purchases by means of creating some forms of long-term relationship between the brand and the customers. 
Segmentation 
1. Demographic
2. geographic 
3. Psychographic 
4. behavioural
Targeting 
1. Primary Segment 
2. Customer needs
3. Market fit 
Positioning
1. Brand image 
2. Key benefits 
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Figure 1: STP Summary Diagram
Targeting strategy 
Nike Renew+ would be directly adopting a differentiated strategy of targeting by means of focusing on the lifestyle consumer and also environmentally conscious type of athletics. The main target audience would consist of adults aged between 20 years and 34 years who have some values associated with fitness, sustainability, and also innovation. This group mainly represents an attractive type of market because young consumers are increasingly considering environmentally responsible factors when choosing different types of brands. 
The secondary target would include sports communities, professional athletes, and also environmentally aware families who want some form of high-quality footwear with a reduced level of impact on the environment. By targeting these types of groups, Nike would be able to strengthen customer loyalty while also attracting a different type of new consumer who may previously consider competitors related to sustainability. 
Differentiation strategy 
Nike Renew+ majorly differentiates itself by combining sustainability with the established reputation of Nike for innovation and performance. Many of the sustainable footwear brands focus mainly on the benefits associated with the environmental factor, while it can be seen that Nike Renew+ maintains the performance standard expected for global sports brands. 
The main and key differentiators include the different types of recycled materials, the program of shoe take-back, customization of the products, and the economic circular approach. The extension does not simply sell the different sustainable shoes, but it intends to encourage customers to participate in the reduction of waste through the responsible recycling of the different products. This is intended to create a stronger level of connection with the brand and the customers. 
Positioning strategy 
Nike Renew+ would be positioned as one of the premium solutions of sustainable footwear which allows customers to achieve their own athletic performance while also supporting different environmental responsibilities. The positioning statement is stated below: 
“For environmentally conscious consumers and athletes, Nike Renew + can provide high-performance and innovative footwear that is created from different sustainable materials and is also supported by different circular recycling programs, which allows customers to make different forms of responsible choices without any form of compromise in the performance or style”. 
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FIGURE 2: PERCEPTUAL MAP
(Source: Created by Author)
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  The marketing mix can provide a different framework for the implementation and development of an effective strategy which can support the success related to the brand extension (Weber, 2025). For the Nike Renew+, the concept of the 7Ps marketing mix demonstrates how the extension can create proper customer value while also supporting the broader sustainability objectives of the organization. 
Augmented Product 
1. Customer Services. 
2. Loyalty Benefits 
3. After sales support 
Actual Product 
1. Brand name 
2. Quality 
3. Design 
Core Product 
1. Main customer needs
2. Core benefits
3. Problem solved

Figure 3: Core – Actual- Augmented product diagram
Product 
The core types of products of Nike Renew+ are related to the sustainable range of footwear, which is designed for different customer who wants shoes while also reducing the impact in the environmental context. The product would be manufactured using different forms of recycled materials, which include recycled rubber, recycled polyester, and also innovative materials which would be plant-based. The designs would maintain the existing reputation of Nike related to durability, comfort, and also athletic performance. 
One of the key features associated with Nike Renew+ is the integration of the circular economy model. Customers would be directly encouraged to return used Nike footwear through the take-back program, which would allow different materials to be recycled. This type of approach can extend the product life and also reduce the waste associated with landfills. 
Price
Nike Renew+ would be following a pricing strategy that is strategic in nature because of the sustainable materials. Processes of ethical production and also innovative technology can often increase the price of the production. However, the price would be reflecting different forms of additional value which are offered directly to the customer, including the product quality, environmental benefits, and also the brand reputation. 
Although the products may be seen to be priced slightly higher than the standard products of Nike footwear, customers who value the factor of sustainability would be willing to pay a higher price for the different responsible products (Hada, 2025). To increase the aspect of accessibility, Nike can also introduce different incentive such as as discount through the return of the shoe program where the customer would be receiving reward for the different recycles toe of old footwear. 
The strategy of pricing would be balancing the profitability with the different sustainability objectives. An excessive amount of high prices can limit the area of adoption among different environmentally conscious types of customers, while a proper competitive price can encourage wider acceptance of sustainable footwear. 
Place 
Nike Renew+ would be using a distribution strategy that would be integrated in nature, which combines the digital channel with the physical channel. The product would be available through Nike's website, retail stores, and also different mobile applications. 
Nike stores would be playing a very important role in providing different recycling collection points in which the customer can return the old shoes. This can support an engagement of a circular model of economy and also create different opportunities for the customers to directly engage with the context of the brand. 
Different online platforms would also be essential because different environmentally friendly consumers frequently research different products before purchasing the same. This type of combination of digital and physical distribution can ensure proper convenience while also reinforcing a sustainability message. 
Promotion 
The promotional strategy that would be used by the organization would be focused on education, storytelling, and emotional engagement. Rather than only promoting the different featured products, Nike should also communicate the environmental impact rather than choosing only the sustainable footwear range. 
The factor of digital market would be also an important promotional tool because the young type of consumer are highly active in the context of the social media. Nike can also collaborate with different athletic and environmental organisations to increase credibility and awareness. 
Campaigns can also highlight customer participation through recycling stores and also demonstrate how the different actions can contribute to environmental improvements (Weber, 2025). 
People 
The employee is an important part of delivering the success of the brand experience. The Nike staff should receive proper training about the environmental benefits of the Renew product, processes of recycling, and also different sustainable objectives. Knowledgeable employees can also evaluate the customers and increase confidence in the different products. 
Process 
The element of process mainly focuses on how the customer interacts with the Nike Renew+ from the purchase to the post-purchase type of experience. The process of buying should be convenient and also simple through both the physical and online channels 
A transparent and smooth process can improve customer satisfaction and also encourage repeat engagement with the context of the brand. It also demonstrates the factor of sustainability in the operation of Nike rather than only being focused on the marketing message. 
Physical evidence 
The different physical evidence can help customers to majorly evaluate the different credibility of the products. Nike Renew+ should be using different environmentally responsible types of packaging which are made from recycled materials, and also the minimization of waste should be done.
These types of elements can provide some valuable evidence so that Nike Renew+ can represent a genuine commitment towards the factor of sustainability. 
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Figure 4: Gibbs Cycle Diagram
Element 4: Reflection 
Development of the brand extension strategy of Nike Renew+ has provided some valuable experience related to how the brand can use different sustainability initiatives for the growth of the business. This project also allowed me to apply different marketing theories, such as targeting, segmentation, positioning, differentiation, and real-world business situations. Throughout this engagement, I have learnt that most successful brand development requires more than just the creation of a new product; it also requires a proper understanding of market trends, consumer needs, and long-term values associated with the brand. 
One of the most important insights from this project was the increasing awareness of sustainability, which is seen among most of the customers. Modern customer are becoming very much aware of the different environmental issues and also expect the companies to demonstrate some level of responsibility in their own practices. Development of the Nike Renew+ has shown me how the factor of sustainability can create a proper competitive advantage by means of improvement of the brand reputation, strengthening of the customer loyalty, and also attracting a new segment of the market. I also gained some level of deeper understanding of how the sustainable extension of the brand must align with the existing identity of the company to maintain the trust of the customers. 
Preparing the poster representation has also helped me to develop my own visual and communication skills. Since the poster had to communicate different complex types of marketing concepts in a limited space, I have learned how the identification of the most important points should be done and how to portray them in an engaging and clear manner. Designing the poster has also improved my own ability to recognize information clearly, both visually and to use the different marketing messages effectively in order to attract both customers and potential investors. Delivering the presentation has built my own confidence in public speaking and also my own ability to explain the different strategic ideas in a very limited time framework. 
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Introduction

Nike is one of the leading brands of sportswear
which is recognized for performance, innovation
and quality. As different environmental concern
continues to expand, customer increasingly is
expecting brands to very much reduce their own
environmental impact and also adapt to the
sustainability business practices. Nike
commitment to the different sustainability can
provide a opportunity to expand its own
product portfolio through extension of the
innovative brand

Alignment with the goals of sustainability

Nike renew+ can support the sustainability objective of the
origination by means of reduction of the carbon emission,

minimization of the landfill waste, encouraging different
responsible consumptions. By means of integrating the

sustainable material and the practices of the circular business

Brand extension

Nike Renew+ is one of the sustainable collections of
footwear which is made form recycle rubber, recycles
plastic and also renewable materials. This type of
initiatives also includes the program of shoe tack bac
which allows the customers to return the use Nike show
for the recycling or for the refurbishment in the exchange
for some store reward. This type of circular economy
approach van help in the reduction of the waste while
extending the life of the product

Why it majorly appeals to the market

Consumers mainly the young generation actively seek
different environmentally responsible type of = brand
without directly compromising the performance and the
quality. Nike Renew+ addresses this type of demand by
means of combing of the premium athletic performance,
sustainability and also modern design. The program can
also strengthen the loyalty of the customer by means of
rewarding the responsible purchasing and also recycling
behaviour
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