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[bookmark: _Toc212990414][bookmark: _Toc212990488]ELEMENT 1: STDP ANALYSIS – NIKE RENEW
[bookmark: _Toc212990415][bookmark: _Toc212990489]Introduction 
Nike, Inc. is a global leader in sportswear, athletic footwear, and innovative ideas. It was started in 1964 in Oregon, USA. Nike's goal is "to bring inspiration and innovation to every athlete in the world" (Nike, 2025a). Over time, Nike has incorporated sustainability into this objective with the Move to Zero project, which aims to achieve zero emissions and zero waste across the entire value chain. Nike Renew is the newest addition to this commitment. It is a new line of entirely recyclable, repairable, and circular shoes that aims to change the way we think about performance and sustainability.
Nike Renew is the next step in Nike's journey toward becoming more environmentally friendly. Each shoe is manufactured from materials that can be broken down, reused, and remade, and it features a built-in method for returning them for recycling. This Product aligns well with Nike's culture of innovation and the global trends of circular fashion and eco-friendly shopping.
[bookmark: _Toc212990416][bookmark: _Toc212990490]Current Market Scenario and Opportunity
The global footwear market faces a significant sustainability challenge. It produces more than 25 billion pairs each year, and the majority is disposed of in landfills (Circular Footwear Initiative, 2024). Environmental concerns have been the primary reason for a shift in consumers' buying habits—65% are willing to wait for sustainable goods, and 58% consider mending as a primary option rather than buying new shoes (McKinsey & Company, 2023). The green shoe market is projected to be worth $25 billion by 2033 (Statista, 2024), presenting an opportunity for Nike Renew to fill the gap for eco-conscious and high-performance products.
[bookmark: _Toc212990417][bookmark: _Toc212990491]Segmentation
Segmentation is the process of dividing a large market into smaller, more manageable groups (Kotler and Keller, 2022). For Nike Renew, the criteria are-
	Segmentation Basis
	Segment Characteristics
	Relevance to Nike Renew

	Demographic
	Consumers aged 18–40, middle- to upper-income, professionals or students in urban settings.
	Financial ability and openness to premium sustainable fashion

	Psychographic
	Environmentally conscious, minimalist, trend-aware individuals
	Value sustainability, authenticity, and transparency

	Behavioural
	Regular athletic footwear users, early adopters of innovation, engaged in recycling and fitness
	Appreciate long-lasting, repairable products

	Geographic
	Urban and suburban markets in Europe, North America, and the Asia-Pacific
	Regions with higher eco-awareness and digital access


Table: 01
The identified segments attract eco-premium athletes. These are the consumers who merge an active lifestyle with environmental duties (Boston Brand Media, 2024).
[bookmark: _Toc212990418][bookmark: _Toc212990492]Targeting
After the segmentation has been completed, Nike Renew will implement a differentiated targeting strategy, primarily focused on the eco-premium segment of the market, with sustainability as the primary driver, comprising active consumers aged 18–40. The members of this segment are primarily urban, tech-savvy, and open to spending more on the products that reflect their values and the environment.
This strategic focus enables Nike to build loyalty among those who are the first to adopt circular fashion, while maintaining its brand image in the performance innovation sector. The second round of targeting will be directed at the fashion-conscious, lifestyle-centric audience who buy Nike shoes mainly for their comfort and image, rather than for sports. This method is like having your cake and eating it too; you maintain exclusivity while also enjoying growth prospects.

[bookmark: _Toc212990419][bookmark: _Toc212990493]Differentiation
To differentiate itself, a brand enables it to be recognized for its uniqueness among competitors (Jobber and Ellis-Chadwick, 2020). Nike Renew stands out among others in three significant aspects:
I. Circular Product Design: The shoe utilizes the last of a lifetime and entombs its death in the ground. It employs bio-degradable soles, recycled fabrics, and renewable materials. The company's sustainable approach sets the transition to circular product life spans as one of the top issues in its sustainability practices (Nike, 2025b).
II. Repair-Return-Remake System: The closed-loop model begins with worn-out air and shoes that are returned to Nike for repair or remanufacturing, thereby reducing the waste sent to landfills. This model brings to life the very basics of the circular economy (Ellen MacArthur Foundation, 2023).
III. Transparency through Technology: With every pair comes a digital QR code that not only informs the customer about the Product's carbon footprint but also reveals the sources of materials and the types of repair services available. All this is conducive to building consumer trust and getting them engaged with the brand, while the brand is also able to show its accountability.


[bookmark: _Toc212990420][bookmark: _Toc212990494]ELEMENT 2: MARKETING MIX (4PS)- NIKE RENEW
The Marketing Mix, presented by McCarthy in 1960 and later on by Kotler and Keller in 2022, serves as a strategic communication tool in marketing decisions. These four elements — Product, Price, Place, and Promotion — when combined, not only create value but also deliver it and communicate it to the consumers. Nike Renew incorporates each of the marketing mix elements to reinforce its primary brand mission: to fuse performance innovation with circular sustainability, thereby advancing Nike's Move to Zero dream of achieving a carbon- and waste-free future.
[bookmark: _Toc212990421][bookmark: _Toc212990495]1. Product Strategy
The Product is the primary component of the marketing mix and embodies both the physical and non-physical attributes that meet the consumer's demand (Jobber and Ellis-Chadwick, 2020). The Nike Renew product incorporates not only consumer functionality but also environmental considerations.
I. Core Product
At the core level, Nike Renew offers the eco-conscious performance benefit — footwear that allows athletes to give their utmost while causing the least possible harm to the environment (Kotler and Keller, 2022). The emotional benefit, turning consumers into "the ones moving the planet forward", comes from the fact that they have sustainability in their everyday lives and thus, their lifestyle matches with eco-friendliness.
II. Actual Product
The visual aspect of the Nike Renew is an expression of creativity in the use of materials and in the way they are made. The construction of a single shoe comprises the following:
The sole that is going to decompose is made of algae-based polymers.
Fabric for the upper body is made from a combination of recycled and upcycled materials.
RenewCell foam is breathable and lightweight, with reduced carbon emissions during the production process.
The forthcoming use of smartly embedded QR codes will provide users with instant access to information about the carbon footprint, care instructions, and return options (Nike, 2025b).
III. Augmented Product
Nike Renew adds value to its Product through service innovation. The Nike App provides sustainable insights, digital receipts, recycling status updates, and exclusive access to limited-edition release updates. The application of digital technology in this way not only engages customers but also generates loyalty, resulting in a seamless post-purchase experience (McKinsey & Company, 2023). 
Nike approaches sustainability from different angles: performance, design, and service. Thus, the consumer is no longer a throwaway kind, but a regenerative lifestyle product.
[bookmark: _Toc212990422][bookmark: _Toc212990496]2. Price Strategy

Nike Renew will follow premium value-based pricing, positioned 10–15% above standard Nike models, with an estimated core price of USD 160–180 to signal eco-luxury and sustainability.
The Price is the monetary value that consumers must pay for the benefits they receive, and it is also a significant factor in the brand's positioning (Kotler and Keller, 2022). A value-based pricing strategy is adopted for Nike Renew, reflecting the premium quality, innovation, and environmental responsibility that the Product embodies.
I. Value-Based Pricing
Most consumers today prefer to pay a premium for environmentally friendly and ethically sourced products. According to a NielsenIQ (2024) study, 73% of Gen Z and 68% of Millennials are even willing to pay more for eco-friendly brands. Therefore, Nike Renew will be sold at a price higher than that of traditional Nike lines, such as Air Max or ZoomX, thereby indicating exclusivity and a cause.
This pricing method aligns with the perception value theory, which posits that consumers determine Price in relation to the emotional, functional, and social value they derive (Monroe, 2018). 
II. Flexible Pricing
Nike will offer a flexible payment option through its membership program, featuring installment plans. Will reward repeat purchases. These steps align with McKinsey and Company's (2024) consultations, which emphasize inclusiveness. 
To sum up, the pricing signals both eco-luxury and social value, thereby further solidifying Nike Renew as the choice of the future: a paradoxical yet responsible approach.
[bookmark: _Toc212990423][bookmark: _Toc212990497]3. Place (Distribution) Strategy
According to Jobber and Chadwick (2020), distribution ensures that the right products are available to consumers at the correct location, at the right time, and in the correct format. Nike will follow the following options-
Omnichannel Distribution
Nike Renew will utilize a mixed omnichannel approach, providing both physical and digital experiences.
Nike Stores and Flagships: Customers will be able to see the Renew circular lifecycle through dedicated "Renew Corners" and will have access to recycling bins, returns, and repair services.
Online Platform: The website and app will allow users to interactively view and purchase products in 3D, as well as utilize carbon footprint transparency tools (Nike, 2025a).
Retail Partners: Eco-friendly retail chains and concept stores (e.g., Selfridges, Zalando’s Sustainable Edit) that market-targeting sustainability will be selling Renew products.
The multichannel model aligns with Service-Dominant Logic (Vargo & Lusch, 2016), which posits that customer value is created through interactive experiences rather than one-off transactions.
Reverse Logistics
The circular logistics system is a key part of the place strategy. It allows customers to return items that are no longer usable, enabling them to be recycled and reused. This method not only completes the product cycle, but it also makes Nike Renew stand out in terms of operations. It is the steps made by Patagonia and Allbirds that have resulted in measurable environmental and brand equity benefits (Circular Footwear Initiative, 2025).
[bookmark: _Toc212990424][bookmark: _Toc212990498]4. Plan for Promotion
The brand's message, purpose, and value proposition are effectively conveyed to the target audience through promotion (Kotler and Keller, 2022). Nike Renew's marketing plan will focus primarily on integrated marketing communications (IMC), which will both motivate people to modify their behavior and foster a sense of connection to the brand.
Digital First Campaigns
Nike will employ a digital-first strategy that incorporates storytelling, collaboration with influencers, and sustainability-focused narratives, as its target audience (ages 18 to 40) is highly tech-savvy. The campaign's motto, "Every Step Renews the Planet," is a strong message of empowerment and responsibility.

Social Media Activation: Eco-athletes and creators will tell actual stories of regeneration and reuse in campaigns on Instagram, TikTok, and YouTube.
Content Marketing: The Nike App and YouTube will feature an educational series showcasing the cyclical process of how shoes are returned, recycled, and manufactured (Boston Brand Media, 2024).
AR Experience: In-store augmented reality experiences will show how Renew shoes are made, used, and then recycled.
Public Relations and Partnerships
Nike is partnering with environmental NGOs, such as the Ellen MacArthur Foundation, and green-tech startups to co-host sustainability summits. These partnerships not only enhance Nike's reputation but also align with the principles of cause-related marketing (Varadarajan & Menon, 2020).
Community Engagement
Marketing is more than just advertising. With the Nike Renew initiative, sustainability challenges will be introduced in the Nike Run Club App, allowing participants to collect points for recycling or using Renew products. The idea of competition and fun makes the customers more loyal and gives them the feeling that they are part of a worldwide environmental movement.
All in all, Nike Renew's marketing activities convey a dual message: excellent performance and environmental care.
In summary, Nike Renew has carefully planned its marketing mix to align with innovation, sustainability, and consumer engagement. The Product combines compostable materials and circular design; the Price indicates value-based eco-premium positioning; the Place uses omnichannel and reverse logistics systems; and the promotion utilizes storytelling and partnerships to create awareness and loyalty.

The four elements work together and form a unified marketing ecosystem that not only complies with Nike’s Move to Zero pledge but also meets changing consumer demand. Nike Renew is more than just a new item; it is the transition of athletic innovation into circular regeneration.

[bookmark: _Toc212990425][bookmark: _Toc212990499]ELEMENT 3: MARKETING STRATEGY PITCH-NIKE RENEW
The Nike Renew marketing strategy presentation reflects the company's commitment to sustainability and inventive concepts via circular fashion. One of the main problems it addresses is the growing environmental impact of fast fashion and the annual disposal of billions of pairs of shoes, resulting in a mountain of waste in landfills (Ellen MacArthur Foundation, 2023). Nike Renew is introducing a completely recyclable and repairable shoe line made from biodegradable and upcycled materials, in accordance with the company's Move to Zero sustainability program (Nike, 2024).
The strategy positions Nike Renew as a premium yet affordable Product for eco-conscious consumers, particularly Gen Z and Millennials, who are among those consistently seeking support from ethical and purpose-driven brands (Statista, 2024). Nike is inviting openness and consumer interaction by introducing a system to repair, return, and remake products, along with digital QR codes that indicate the carbon footprint of each Product.
The marketing strategy will have digital storytelling, influencer partnerships, and public campaigns to create awareness and recognition. The tagline will be “Every Step towards Performance is a Step towards the Planet,” which reflects both emotional and functional attributes of the brand.
[bookmark: _Toc212990426][bookmark: _Toc212990500]ELEMENT 04: REFLECTION
The initial conceptualization of Nike Renew helped me recognize the complexity in making brand innovation compatible with environmental responsibility at the outset. By conducting extensive research on Nike's Move to Zero initiative, I gained insight into how global brands incorporate sustainability not as a marketing tool but as a core strategic pillar of their operations. Designing a product to meet consumer needs while addressing ecological challenges, such as developing recyclable footwear, helped me apply key theories like the Product Life Cycle and Sustainable Marketing Orientation. The stage also highlights the need for significant emphasis on identifying market gaps, such as the lack of scalable circular designs.
Preparation and structuring of the marketing strategy pitch further enhanced my communication and persuasion skills. Translating complex marketing frameworks into a concise and emotionally resonant presentation required clarity and creativity. The process of writing the pitch script made me understand the power of storytelling in brand communication. Framing Nike Renew as "a step towards the planet" provided an emotional anchor that appealed to both investors and consumers. Additionally, the design of the poster presentation refined my visual communication skills and helped me understand how the aesthetics of branding and concise messaging reinforce each other in marketing campaigns (Schindler, 2022). 
Throughout this project, I also developed more substantial research and analytical skills. Synthesizing secondary data from credible sources, such as Statista (2024) and the Ellen MacArthur Foundation (2023), has trained me to critically assess trends and consumer behavior. It emphasized how evidence-based insights can make marketing strategies more robust and convincing—additionally, working within a word limit required discipline in academic writing and clarity in argumentation—skills essential for future professional and academic tasks.
In the event of a second chance, I would conduct small-scale primary research, such as surveys or interviews, to gather direct consumer feedback and thereby strengthen brand relevance. Additionally, I would improve my data visualization and presentation skills to convey ideas more effectively. To summarize, the Nike Renew project was a significant aid in integrating theory and creativity, enhancing my confidence in creating sustainable and marketable brands, and developing key skills in research, analysis, and communication.
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NIKE RENEW: Step Into the

About Nike

Founded in 1964, Nike, Inc. is a global
leader in athletic footwear, apparel, and
sports innovation.  Headquartered i
Oregon, USA, Nike operates in over 190
countries, driven by its mission to “bring
inspiration and innovation to every
athlete in the world.” The brand is known
for its bold design, performance
technology, and_sustainability  initiatives
like Move to Zero, aiming for zero
carbon and zero waste.

Market Insight y@

e Over 22 billion pairs of shoes are
produced yearly; most end up in
landfills (Statista, 2024)

e Rising demand for eco-friendly,

long-lasting, and ethical fashion

among Gen Z and Millennials.

Existing products lack scalable

circular design and repair systems

— Nike Renew fills this gap.

Circular Fashion

Nike Renew is Nike's new line of fully recyclable and repairable footwear,
created to reduce waste and redefine sustainability in sportswear. Built from
biodegradable, upcycled, and renewable materials, each pair can be
returned, remade, and reborn — promoting a zero-waste future.

Marketing Mix (4Ps)

The4P's

Nike Renew Strategy

Product

Price

Place

Promotion

100% Circular Design: Recyclable and
repairable sneakers using biodegradable,
upcycled, and renewable materials.
Nike Renew will be priced $160-5180,
positioned about 10-15% above standard
Nike lines to signal eco-luxury and
sustainability.

Exclusive Channels: Sold via Nike.com,
Flagship Stores, and dedicated Sustainable
Pop-Up Hubs.
Return-to-Renew: Driven by Green

Campaigns, influencer collaborations, and a

loyalt rd:

Future of

Target Audience

® o P e

Age: 18-40

Lifestyle: Active, eco-conscious,
trend-aware.

Values: Sustainability, authenticity,
innovation

Brand Differentiation

v 100% Circular Design (Repalr, Return,
Remake Program)

v Uses biodegradable soles & recycled
fabrics

v Digital QR Code on shoes showing
carbon footprint & repair options

Positioning Statement

“For those who move the planet
forward — Nike Renew turns every
step into a step toward
sustainability.”
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