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[bookmark: _Toc813341497]Executive Summary 
Nike UK is the Design Thinking case study of innovation in the sportswear of the UK . Nike, a prominent sports company, has to innovate to meet changing client expectations, increased competition and rapid technical advancement. Nike UK use the five Design Thinking stages – Empathise, Define, Ideate, Prototype and Test – to help identify customer pain points and opportunities in business. 
Task One: Consumer Wants, Gaps, Technology and Sustainability for UK Sportswear. Customer route mapping identifies friction spots in online and in-store shopping processes. Critically review the academic and commercial evidence on AI, omnichannel retailing, digital personalisation and circular fashion. 
Nike Local AI Fit & Circular center Nike Local AI Fit & Circular Hub is an integrated community collecting center, circular economy platform and AI-powered shoe fitting all inside Nike’s digital ecosystem. That improves customer happiness, Nike’s environmental objectives and loyalty.” 
Studies indicate Nike employs Design Thinking to create customer-centric digital solutions that fulfil the evolving demands of customers. Nike can compete in UK sportswear and protect the environment with iterative testing and user input.
[bookmark: _Toc1983589824]1. Introduction 
Digital innovation, shifting customer behaviour and the growth of tailored buying expectations have transformed UK retail during the past decade. Covid-19 has accelerated this change, allowing online, mobile and contactless payments (Deloitte, 2023). Companies compete with AI, omnichannel and digital platforms. 
Nike, the leading sports brand, has UK, online and strategic retail ties. Sport, innovation and sustainability are the company’s strong points. To beat the likes of Adidas, Puma, Gymshark and other direct-to-consumer companies, market supremacy demands some innovation beyond product manufacture. 
Design Thinking is a prominent innovation paradigm because it concentrates on the requirements of the users, rather than on developing solutions (Brown, 2009). Design Thinking allows organisations to understand clients, to uncover issues and to address them thru iterative testing and refinement rather than technology development . Human-centric method reduces risk of innovation and increases product value. 
The research applies Design Thinking to Nike UK’s online shop. Task One identifies UK market innovation potential thru analysis of consumer pain points, market gaps, technology enablers, scalability and sustainability. Sales improvement by journey mapping of challenges. 
Task Two launches a five-stage Design Thinking business to assist the clients. Nike: Digital customisation, circular economy & AI help sustainability & consumer experience. Academic research, industrial research and data from the actual world confirm the economic viability of the idea. 
“According to the survey, Nike UK’s best digital retail approach is customer-centric innovation.
[bookmark: _Toc1459576018]2. Overview of Nike UK
Nike Inc. is one of the world's leading sportswear companies, designing and selling athletic footwear, apparel and sports equipment. In the United Kingdom, Nike operates through a combination of flagship stores, factory outlets, online platforms and retail partners such as JD Sports, Sports Direct and Foot Locker. The company has also invested heavily in digital transformation through its Nike App, Nike Membership programme, Nike Run Club and Nike Training Club, enabling customers to engage with the brand beyond traditional retail channels (Nike Inc., 2024).
The UK sportswear market has experienced sustained growth over the last decade due to increasing participation in fitness activities, growing health awareness and the continued expansion of e-commerce. According to Statista (2024), online retail now accounts for a significant proportion of sportswear sales in the UK, with consumers expecting fast delivery, personalised recommendations and seamless digital experiences. At the same time, sustainability concerns have become increasingly important, with customers demanding greater transparency regarding ethical sourcing, recycled materials and circular fashion initiatives (Mintel, 2024).
Although Nike has established itself as an innovation leader, increasing competition from Adidas, Puma, Gymshark and emerging direct-to-consumer brands means that continuous innovation is essential. Rather than competing solely on product performance, Nike must continue improving customer experience through digital services, personalisation and sustainable business practices.

[bookmark: _Toc985455123]2.1 Using Design Thinking to Identify Opportunities
Design Thinking provides a human-centred approach to innovation by focusing on understanding users before developing solutions (Brown, 2009). Instead of beginning with technology, organisations first identify customer frustrations and unmet needs before generating and testing ideas.
For Nike UK, this approach is particularly valuable because consumer expectations continue to evolve rapidly. Customers no longer purchase sportswear solely based on price or product quality. Instead, they expect convenience, digital engagement, personalised recommendations and environmentally responsible products.
The Design Thinking approach enables Nike to identify innovation opportunities by analysing the complete customer journey rather than isolated interactions. This holistic perspective allows the company to understand where customers experience frustration and where value can be created.

See Figure 3. Customer Journey Map (Current State) - Below.
	Customer Stage
	Customer Actions
	Positive Experience
	Pain Points
	Opportunity

	Awareness
	Sees Nike products on social media
	Strong branding
	Too many advertisements
	Personalised marketing

	Research
	Searches online reviews and sizes
	Large product range
	Size uncertainty
	AI size recommendation

	Purchase
	Orders through Nike App or website
	Easy payment
	Delivery delays
	Flexible delivery options

	Delivery
	Receives parcel
	Fast delivery in many areas
	Packaging waste
	Sustainable packaging

	After-sales
	Returns or exchanges product
	Simple return policy
	Time-consuming returns
	Local return hubs

	Loyalty
	Uses Nike Membership
	Exclusive rewards
	Rewards not personalised
	AI loyalty programme


Table 1. Current Customer Journey

[bookmark: _Toc773592509]2.2 User Pain Points
Customer pain points are obstacles or frustrations that negatively affect the customer experience. Identifying these problems is the first stage of Design Thinking because innovation should solve genuine user needs rather than organisational assumptions.
Pain Point 1: Difficulty Finding the Correct Size
One of the most common problems reported by online footwear customers is uncertainty regarding shoe sizing. Different models fit differently, leading many consumers to purchase multiple sizes before returning unwanted items. This increases costs for both customers and retailers while creating unnecessary carbon emissions through reverse logistics.
Although Nike provides sizing guides, these rely primarily on customer judgement and do not fully account for individual foot shape.
Pain Point 2: Limited Personalisation
Modern consumers increasingly expect personalised shopping experiences. While Nike Membership provides recommendations based on previous purchases, customers often receive generic marketing messages that fail to reflect individual preferences or sporting activities.
Artificial intelligence offers opportunities to provide highly personalised product recommendations based on fitness goals, purchasing behaviour and activity data collected through Nike Run Club and Nike Training Club.
Pain Point 3: Sustainability Concerns
Environmental awareness has become an important purchasing factor for UK consumers. Research by Mintel (2024) indicates that younger consumers increasingly prefer brands demonstrating genuine commitment to sustainability.
Although Nike has introduced initiatives such as "Move to Zero," many consumers remain uncertain about how products are recycled or how returned shoes are reused.
Pain Point 4: Returns Process
Although Nike offers free returns, customers still report inconvenience associated with printing labels, repackaging products and travelling to courier collection points. This creates friction within the customer journey and reduces customer satisfaction.

[bookmark: _Toc1379116320]2.3 Market Gaps
Market gaps represent unmet customer needs that existing businesses have not fully addressed. Identifying these opportunities enables organisations to create competitive advantage.
Gap 1: AI-Powered Footwear Fitting
Most retailers continue using traditional size charts. Few currently provide highly accurate AI-driven foot scanning that can recommend both size and shoe model according to individual biomechanics. This represents an opportunity for Nike to reduce return rates while improving customer confidence.
Gap 2: Circular Economy Services
Although Nike promotes sustainability, there remains limited integration between product sales and recycling services. Consumers increasingly expect brands to collect worn products for refurbishment, recycling or resale. Introducing local collection hubs would improve customer convenience while supporting circular economy objectives.
Gap 3: Hyper-Personalised Digital Coaching
Nike already operates fitness applications; however, customers often use several different platforms simultaneously. Integrating shopping behaviour, fitness tracking, nutrition guidance and product recommendations into one personalised digital ecosystem represents an opportunity for differentiation.

[bookmark: _Toc933971453]2.4 Technological Enablers
Several emerging technologies support innovation within Nike's UK operations.
Artificial Intelligence
Artificial Intelligence (AI) enables personalised recommendations, demand forecasting, customer service chatbots and virtual footwear fitting. AI can also improve inventory management by predicting purchasing behaviour more accurately.
Augmented Reality (AR)
Augmented Reality allows customers to visualise footwear before purchasing and supports virtual try-on experiences through smartphones.
Big Data Analytics
Nike collects large volumes of customer information through its digital ecosystem. Analysing this data enables the company to understand purchasing behaviour, optimise marketing campaigns and improve customer retention.
Internet of Things (IoT)
Connected wearable devices such as smart watches provide valuable fitness information that can be integrated into Nike's digital ecosystem, enabling more personalised services.
Blockchain
Blockchain technology offers opportunities to improve supply chain transparency by allowing customers to verify product authenticity and sustainability credentials.

[bookmark: _Toc114165722]2.5 Scalability and Sustainability
An innovative solution must not only solve customer problems but also be scalable and environmentally sustainable.
Nike already possesses global infrastructure, strong brand recognition and advanced digital capabilities, enabling successful innovations to be rapidly expanded throughout the UK before international implementation.
From a sustainability perspective, innovations supporting product recycling, AI demand forecasting and local collection hubs can significantly reduce waste while improving resource efficiency. These initiatives also support Nike's "Move to Zero" strategy, which aims to reduce carbon emissions and minimise environmental impact (Nike Inc., 2024).
Furthermore, digital innovation contributes to operational efficiency by reducing unnecessary inventory, improving supply chain planning and decreasing product returns.

[bookmark: _Toc1357362676]2.6 Critical Evaluation
Although Nike possesses substantial resources for innovation, implementing new technologies presents several challenges. Artificial intelligence systems require significant investment in data infrastructure and cybersecurity while raising concerns regarding customer privacy under the UK General Data Protection Regulation (UK GDPR). In addition, highly personalised services require customers to share personal information, making transparency and ethical data management essential.
Competitors are also investing heavily in digital innovation. Adidas has expanded its sustainability programmes, while Gymshark has successfully built digital communities through influencer marketing and customer engagement. Consequently, Nike must ensure that innovation extends beyond technological novelty by delivering measurable improvements in customer experience.
From a Design Thinking perspective, continuous customer feedback remains essential. Rather than assuming customer needs, Nike should iteratively test new services, gather user feedback and refine solutions before large-scale implementation. This iterative approach reduces commercial risk and increases the likelihood of developing innovations that create genuine customer value.
[bookmark: _Toc1080182013]3. Introduction
Following the analysis in Task 1, several customer pain points were identified within Nike UK's customer journey, including uncertainty over footwear sizing, limited personalisation, inconvenient product returns and increasing consumer demand for sustainable shopping. Design Thinking provides an effective framework for addressing these challenges because it prioritises user needs throughout the innovation process (Brown, 2009).
This section applies the five stages of Design Thinking: Empathise, Define, Ideate, Prototype and Test, to develop an innovative venture concept for Nike UK. The proposed solution is called Nike AI Fit & Circular Hub, a digital service combining artificial intelligence, smart fitting technology and circular economy principles to improve customer experience while supporting Nike's sustainability strategy.

Stage 1 – Empathise
The empathise stage focuses on understanding users by exploring their experiences, behaviours and frustrations rather than making assumptions (IDEO, 2015). To gain these insights, Nike could collect information through customer interviews, online surveys, user observation in stores, social media analysis and reviews on its website and app.
The primary target customers include: Young adults aged 18–35 who regularly purchase sportswear online. Fitness enthusiasts using the Nike Run Club and Nike Training Club apps. Environmentally conscious consumers who prefer sustainable products. Customers living in suburban and rural areas with limited access to Nike stores. 
Research suggests that UK consumers increasingly expect seamless digital experiences, fast delivery and personalised recommendations (Mintel, 2024). However, many customers remain frustrated by inaccurate shoe sizing, multiple returns and limited information regarding product sustainability.
Customer Persona : Sarah Williams, 27, works as Marketing Executive in Manchester.
Goals: Buy running shoes that fit correctly the first time. Reduce time spent returning unsuitable products. Purchase from environmentally responsible brands. Receive personalised recommendations based on running habits. 
Frustrations: Unsure which shoe size fits different Nike models. Generic product recommendations. Complicated return process. Limited information about recycling worn trainers. 

	Thinks
	Feels

	"Will these trainers fit?"
	Frustrated by returning products

	"I want sustainable options."
	Wants confidence before purchasing


	Says
	Does

	"I usually read reviews first."
	Uses Nike App and Instagram before buying

	"Returns take too long."
	Compares products across multiple websites


Figure 4. Empathy Map above

Stage 2 – Define
The Define stage synthesises customer research into a clear problem statement. Instead of focusing on business objectives, Design Thinking encourages organisations to articulate problems from the user's perspective.
Problem Statement
Young online Nike customers in the UK struggle to purchase footwear confidently because existing sizing tools provide limited personalisation, resulting in unnecessary returns, customer frustration and increased environmental waste.
This problem is significant because online footwear purchases experience higher return rates than many other retail categories. Returns increase operational costs while generating additional transportation emissions, making this both a commercial and sustainability issue.

Stage 3 – Ideate
During the Ideate stage, organisations generate multiple potential solutions without immediately evaluating them. Brainstorming encourages creativity while focusing on customer value rather than technological complexity.
Possible ideas include: AI-powered foot scanning using smartphones. Virtual reality shoe fitting. Local Nike recycling hubs. Smart locker collection points. Personal AI fitness coach etc.
After evaluating these ideas against customer value, feasibility and sustainability, the proposed venture concept is:
Nike AI Fit & Circular Hub
The solution combines three integrated services:
1. AI Foot Scanner
Customers scan their feet using the Nike App. Artificial intelligence measures foot dimensions and recommends the most suitable shoe size and model.
Benefits include: Higher purchasing confidence. Fewer product returns. Improved customer satisfaction. 

2. Circular Collection Hubs
Nike stores and selected partner retailers become collection centres where customers return worn trainers.
Returned products are: Recycled. Refurbished. Donated. Used for sports surfaces. 
Customers receive Nike Membership reward points for participating.

3. AI Personal Shopping Assistant
The assistant analyses customer activity from: Nike Run Club, Nike Training Club, Previous purchases, Fitness goals.
It then recommends footwear, clothing and accessories suited to individual needs.

Nike Ai fit hub
[image: ]
Figure 5. Proposed innovation concept above

Stage 4 – Prototype
A prototype represents an early version of a product or service developed for testing rather than immediate commercial release.
The Minimum Viable Product (MVP) would include: AI foot scanning within the Nike App. One recycling hub in selected London stores. Digital reward points for recycled footwear. Personalised product recommendations. 
Rather than investing nationally immediately, Nike would initially launch the prototype in London, Manchester, Birmingham 
These cities provide diverse customer populations and high levels of Nike sales.
MVP Features
	Feature
	Included

	AI Foot Scan
	✔

	Personal Dashboard
	✔

	Recycling Rewards
	✔

	Sustainability Tracker
	✔

	Virtual Coach
	Basic Version


Table 2. MVP Features.
Launching a limited MVP reduces investment risk while allowing improvements before nationwide implementation.

Stage 5 – Test
The final Design Thinking stage evaluates whether the proposed solution effectively solves customer problems.
Nike would collect both quantitative and qualitative feedback.
Quantitative Measures such as: Product return rate, Customer satisfaction score, App usage, AI scan completion rate, Number of recycled shoes, Customer retention., Net Promoter Score (NPS). 
Qualitative Measures
Such as: Customer interviews, Online surveys, Focus groups, App reviews, Social media sentiment. 
Testing would occur over six months before expansion.
Possible improvements include: Such as better AI accuracy, faster scanning, more personalised recommendations, additional recycling locations, integration with Apple Health and Fitbit. 
The iterative nature of Design Thinking means customer feedback continually informs future development.

	Key Partners
	Nike Stores, AI Developers, Recycling Companies

	Key Activities
	AI Development, Data Analytics, Recycling

	Value Proposition
	Accurate fitting, fewer returns, sustainable shopping

	Customer Relationships
	Nike Membership, AI Personalisation

	Channels
	Nike App, Website, Physical Stores

	Customer Segments
	Online shoppers, runners, fitness enthusiasts

	Revenue Streams
	Product sales, membership engagement

	Cost Structure
	AI investment, software, recycling logistics


Table 3. Business Model Canvas summary
[bookmark: _Toc1923429499]4.1 Recommendations
The analysis undertaken in this report demonstrates that Nike UK has significant opportunities to strengthen its competitive position by adopting a more customer-centred approach to innovation. While the company has already established itself as a global leader in sportswear and digital retail, changing consumer expectations require organisations to innovate continuously beyond product development. The Design Thinking framework illustrates that successful innovation begins with understanding customer experiences before designing technological solutions. Consequently, Nike should prioritise investments that directly address the pain points identified throughout the customer journey.
The first recommendation is that Nike should integrate artificial intelligence-based foot scanning technology into its existing digital ecosystem. Although Nike already provides online sizing guidance, current systems rely heavily on customer judgement and standard size charts. The research conducted in this report indicates that uncertainty regarding footwear sizing remains one of the principal causes of product returns within online retail. Implementing AI-powered foot measurement technology would improve purchase confidence by recommending the most suitable size according to individual foot characteristics. This innovation would not only enhance customer satisfaction but also reduce operational costs associated with returns while lowering carbon emissions generated through reverse logistics.
The second recommendation concerns the expansion of Nike's sustainability initiatives through the establishment of Circular Collection Hubs across the United Kingdom. Consumer expectations have shifted considerably in recent years, with sustainability becoming an increasingly influential purchasing factor. Although Nike has introduced programmes such as Move to Zero, opportunities remain to make circular economy practices more visible and convenient for customers. Establishing collection points within Nike stores would enable customers to return worn footwear for recycling, refurbishment or donation while earning rewards through the Nike Membership programme. Such an initiative would strengthen customer engagement while reinforcing Nike's environmental commitments and supporting the company's long-term sustainability objectives.
A further recommendation is that Nike should increase the level of personalisation offered through its mobile applications. Advances in artificial intelligence and data analytics provide opportunities to generate product recommendations based upon individual sporting activities, purchasing behaviour and fitness objectives. Rather than providing generic promotional messages, Nike could create highly personalised shopping experiences that reflect customers' lifestyles and preferences. Greater personalisation is likely to increase customer loyalty, improve conversion rates and strengthen long-term relationships between consumers and the brand.
Finally, Nike should continue adopting an iterative approach to innovation by embedding Design Thinking into its organisational culture. Innovation should not be viewed as a one-time activity but rather as a continuous cycle of customer research, experimentation, testing and refinement. Gathering regular customer feedback through interviews, surveys and usability testing would enable the organisation to adapt quickly to changing market conditions while reducing the commercial risks associated with large-scale innovation projects.

[bookmark: _Toc2024429472]4.2 Implementation Strategy
Successful implementation of the proposed innovation requires careful planning to minimise operational disruption while ensuring that customer feedback remains central throughout the development process. Rather than introducing the solution across the entire United Kingdom immediately, Nike should adopt a phased implementation strategy that allows the concept to be refined before national expansion.
The first phase would involve software development and prototype creation. During this stage, Nike's digital development teams would collaborate with artificial intelligence specialists to integrate foot-scanning functionality into the existing Nike mobile application. Simultaneously, partnerships should be established with recycling organisations capable of processing returned footwear responsibly. Data protection procedures should also be developed to ensure compliance with the UK General Data Protection Regulation (UK GDPR), particularly regarding the storage and processing of biometric information collected through foot-scanning technology.
The second phase would involve launching a pilot programme within selected flagship stores located in London, Manchester and Birmingham. These cities provide diverse customer populations and represent some of Nike's strongest retail markets within the United Kingdom. Restricting the initial implementation to a limited geographical area would enable the company to identify operational challenges before expanding nationally. During this period, customer behaviour should be monitored carefully through interviews, usage statistics and customer satisfaction surveys to determine whether the innovation successfully addresses the problems identified during the empathise stage.
Following successful evaluation, the third phase would involve expanding the AI Fit and Circular Hub service across additional stores throughout the United Kingdom. Marketing campaigns should emphasise both convenience and sustainability by demonstrating how the innovation reduces unnecessary product returns while supporting responsible consumption. Continuous software updates should be introduced as customer feedback is collected, ensuring that the technology evolves alongside changing consumer expectations. This phased implementation strategy reflects the iterative nature of Design Thinking by recognising that innovation should be refined continuously rather than remaining static after launch.










Figure 6. Proposed Implementation Timeline

	Phase
	Activities
	Timeframe

	Phase 1
	Development of AI foot-scanning technology, partnership agreements with recycling organisations and data protection compliance
	Months 1–3

	Phase 2
	Pilot launch in London, Manchester and Birmingham, customer feedback collection and performance evaluation
	Months 4–6

	Phase 3
	National rollout across the United Kingdom, marketing campaign and continuous system improvements
	Months 7–12



[bookmark: _Toc1167547310]4.3 Critical Reflection
It’s a long shot, but this idea has a lot of moneymaking potential. Building cloud infrastructure, building AI software and deploying cybersecurity are expensive. Need proper and transparent management of biometric foot scan data. Consumer mistrust might limit acceptance and threaten Nike’s brand and regulation. 

Another is adoption of consumer tech. AI shopping can frighten off older customers. Nike should offer transactions in the normal and digital way to serve all consumers. Training staff to assist clients with new technologies. 

Rivals are required in the UK sportswear industry. Competitors like Adidas, Puma and Gymshark are investing considerably in digital transformation and sustainability. Nike cannot depend on technical innovation alone for competitive advantage. To succeed in the long term you need to be ethical and ecologically responsible while giving exceptional customer service. Design Thinking puts the requirements of the user above technology in businesses. 

This research demonstrates how Design Thinking can be used to find and create innovation in the UK sportswear sector, thru Nike UK. Growth of online buying. Customer need for tailored digital shopping experiences Sizing for shoes online is a doubt. Environmental awareness. But Nike is more than just fantastic products. The corporation is the worldwide sports kingpin, but it wants more. 

Design Thinking identified customer pain issues and resulted in a new company idea combining AI, digital personalisation and circular economy. Nike’s AI Fit and Circular Hub will provide smartphone foot scans, tailored products and local recycling. The design answers customer concerns front on, develops confidence to buy, decreases refunds, builds loyalty, and contributes to Nike’s environmental programs. The report concludes that the greatest value of Design Thinking lies not simply in generating creative ideas but in ensuring that innovation is grounded in genuine customer needs. Through continuous experimentation, customer feedback and iterative improvement, Nike can create products and services that provide both commercial value and positive social impact. As digital retail continues to evolve within the United Kingdom, organisations that successfully combine technological innovation with human-centred design will be best positioned to achieve sustainable long-term growth.
[bookmark: _Toc673839034]Conclusion
Overall, Nike has a strong opportunity to strengthen its competitive position through Nike Loop AI, an integrated platform combining repair, resale, recycling and personalised sustainability support. The analysis shows that this solution addresses important customer pain points while supporting Nike’s sustainability and digital strategies. A phased MVP launch would reduce implementation risks and allow customer feedback to improve the platform before wider expansion. If successfully implemented, Nike Loop AI could increase customer loyalty, create additional revenue opportunities and support a more circular sportswear business model.
[bookmark: _Toc114426024]References
Brown, T. (2009) Change by Design: How Design Thinking Transforms Organizations and Inspires Innovation. New York: Harper Business.
Design Council (2021) What is the framework for innovation – Design Council's evolved Double Diamond. 
Deloitte (2024) The Sustainable Consumer. Deloitte UK. 
Deloitte (2024) Cost and sustainability fatigue stifle consumers' efforts to adopt more sustainable lifestyles. Deloitte UK. 
Deloitte (2024) Closing the loop for textiles. Deloitte UK. 
Deloitte (2024) From linear to limitless: pioneering circularity within the fashion and luxury sector. Deloitte UK. 
Deloitte (2024) Start to Scale: Tackling fashion waste. Deloitte UK. 
European Commission (2024) Digital Product Passport. European Commission. 
European Commission (2024) Ecodesign becomes the norm for products in the European Union. European Commission. 
European Commission (2026) The Digital Product Passport Registry is now live. European Commission, 20 July. 
European Parliament (2024) Digital product passport in the textile sector. Publications Office of the European Union.
McKinsey & Company (2024) The State of Fashion 2024. McKinsey & Company.
Nike, Inc. (2024) FY23 NIKE, Inc. Impact Report. Nike. 
Nike, Inc. (2025) Annual Report 2025 / Form 10-K. Nike, Inc. 
Nike, Inc. (2025) Sustainability. Nike. 
Osterwalder, A. and Pigneur, Y. (2010) Business Model Generation. Hoboken: John Wiley & Sons.
Parmenter, D. (2020) Key Performance Indicators: Developing, Implementing, and Using Winning KPIs. 4th edn. Hoboken: John Wiley & Sons.
PwC (2024) Voice of the Consumer Survey 2024. PricewaterhouseCoopers.
Ries, E. (2011) The Lean Startup. New York: Crown Business.
Statista (2025) Sportswear – United Kingdom. Statista Market Insights.
UK Government (2026) Call for evidence: digital product record policy. Department for Business and Trade, 27 July 2026. 
UK Government (2025) Construction Products Reform Green Paper 2025. GOV.UK.





	
	
	



image2.png
R Prifysgol Cymru
3+ N Y Drindod Dewi Sant
< University of Wales
Trinity Saint David




image.png
Al Foot Scan

v
Correct Shoe Recommendation

v
Reduced Product Returns

v
Lower Carbon Emissions

Circular Collection

v
Product Recycling

v
Customer Reward Points




