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Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension 
Segmentation 
Creating an effective STDP approach for Adidas OceanRun™ involves a thorough grasp of the market landscape and customer preferences for sustainable sportswear. Adidas can segment the market into meaningful categories based on geographic, demographic, psychographic, and behavioural factors. This systematic strategy guarantees that the brand extension is consistent with customer expectations, sustainability trends, and competitive dynamics in the global sportswear sector.
OceanRun™'s most relevant markets are urban and suburban areas with high involvement in outdoor activities, including running and fitness. Cities like London, Berlin, New York, and Tokyo have strong running cultures and established sustainability movements, making them perfect for eco-friendly sporting equipment. Coastal regions are also an important geographic category since customers who live near coastlines are more exposed to environmental campaigns concerning marine pollution and thus more open to products created from recycled ocean plastics. Furthermore, developed markets in Western Europe, North America, and East Asia provide ideal conditions because of larger disposable incomes and robust retail infrastructures that support omnichannel marketing tactics (Kotler and Keller, 2022).
OceanRun™'s target audience is primarily 18-45 years old. Younger consumers are more environmentally conscious and willing to pay higher premiums for sustainable items (McKinsey and Company, 2023). This age group comprises university students, young professionals, and active people who engage in regular physical activity. Middle- to high-income earners are especially important because sustainable products sometimes have greater production costs, leading to premium pricing. Educated consumers are also an important demographic category, as higher education levels correspond with a better grasp of environmental issues and stronger support for ethical consumption (White et al., 2019).
Psychographic segmentation delves deeper into consumer motivations, values, and lifestyles. OceanRun™ targets environmentally concerned consumers who prioritise sustainable and ethical production. These individuals frequently engage in purpose-driven consumption, selecting products that support social or environmental reasons. Lifestyle runners prioritise high-performance footwear for comfort, durability, and athletic performance. OceanRun™ appeals to trend-driven consumers who value innovation and social responsibility, particularly as sustainability becomes a key aspect of company identification (UNEP, 2023).
Behavioural segmentation refines the market by analysing purchase behaviours, usage rates, and desired advantages. Eco-conscious consumers prioritise products manufactured from recycled or biodegradable materials. High-usage runners need durable and comfortable footwear for regular running, which is key to their behavioural profile. Adidas' devoted customers are more likely to adopt new product developments. OceanRun™ appeals to consumers looking for functional benefits including breathability, comfort, and long-lasting performance, especially when combined with environmental impact reduction (Niinimäki, 2020).
Targeting 
Adidas OceanRun™ targets ecologically aware urban runners aged 18 to 45. This demographic displays strong environmental ideals, active lives, and greater discretionary incomes, aligning with OceanRun™'s premium sustainable positioning. They are also digitally engaged, responding positively to online marketing, influencer relationships, and sustainability storytelling. According to research, younger customers are driving demand for sustainable products and are more likely to reward firms that show environmental leadership (Accenture, 2022). Existing Adidas customers who value innovation may choose OceanRun™ due to brand loyalty.
Differentiation 
Differentiation is crucial for positioning OceanRun™ versus competitors like Nike, Puma, and allbirds. Adidas differentiates OceanRun™ through material innovation, employing recycled ocean plastics and biodegradable materials to offer a unique blend of sustainability and performance. While some competitors employ recycled materials, few incorporate ocean conservations directly into their designs. OceanRun™ stands out for its environmental impact, highlighting ocean protection and providing consumers with actual environmental benefits. This adds emotional value and is consistent with global sustainability goals (UNEP, 2023). Adidas' OceanRun™ footwear is known for its comfort, durability, and athletic excellence, setting it apart from other eco-friendly brands that prioritise sustainability over performance. Adidas' previous sustainability record, which includes collaborations with Parley for the Oceans, boosts brand credibility and builds consumer trust (Adidas, 2024).
Positioning 
Positioning determines how consumers view OceanRun™ compared to competitors. Adidas could promote OceanRun™ as a "premium, high-performance running shoe that protects the ocean with every step. This posture focuses on environmental responsibility, performance excellence, and consumer empowerment. Marketing communications should highlight eco-friendly innovation, high-quality sports performance, and benefits to ocean conservation. Storytelling, digital initiatives, and collaborations with environmental organisations will help to reinforce this identity and increase emotional involvement with the brand (Kotler et al., 2021).
Element 3: Marketing Mix (7Ps) for Adidas OceanRun™
Product
Adidas OceanRun™, a brand extension focused on sustainability, places a strong emphasis on the product in its marketing strategy. To achieve consumer expectations in the sportswear sector, the product must combine functional performance with environmental responsibility. OceanRun™ is a premium running shoe made from recycled ocean plastics and biodegradable materials, addressing the growing demand for eco-friendly products. Consumers want Adidas to provide durability, comfort, and sophisticated running technology, thus the use of sustainable materials must not compromise performance. This is consistent with the notion that sustainable products must provide equal or higher functional value to encourage adoption (Peattie and Belz, 2010). To ensure competitive sports performance, the product should be designed with lightweight materials, breathable mesh, and ergonomic cushioning. The product's sustainability story should be integrated into its physical qualities, such as evident recycled components or ocean-inspired aesthetics, to support the brand's environmental objective. Adidas must convey the environmental impact reduction achieved by OceanRun™, since consumers prioritise openness in sustainable product design (Magnier and Schoormans, 2017). OceanRun™, which combines innovation, performance, and sustainability, maintains Adidas' reputation as a leader in responsible sportswear manufacture.
Price 
Pricing strategy is crucial for promoting OceanRun™ as a premium, sustainable product. Sustainable footwear frequently has greater production costs due to material innovation, ethical sourcing, and environmentally responsible manufacturing procedures. Adidas could adopt a value-based pricing strategy, charging a premium that reflects both functional and environmental value. Consumers in the target market, particularly environmentally concerned runners, are willing to pay more for products that reflect their values (White et al., 2019). To prevent alienating cost-sensitive buyers, quality running shoes must be priced competitively. Adidas may use a tiered pricing model to sell OceanRun™ with varying levels of sustainability, expanding market access while preserving premium positioning. This method is consistent with the notion of perceived value pricing, in which customers assess price based on the product's environmental advantages and brand reputation (Kotler and Keller, 2022). Transparent communication about how price promotes ocean conservation and sustainable innovation can help to justify the premium, increasing consumer trust and willingness to pay.
Place 
The distribution plan for OceanRun™ must prioritise accessibility and reinforce the brand's sustainability theme. Adidas could use an omnichannel approach that includes physical retail outlets, e-commerce platforms, and select third-party retailers. Urban flagship stores in cities like London, Berlin, and New York are excellent for promoting OceanRun™, as they have significant numbers of ecologically concerned consumers and strong running cultures. To promote sustainability, in-store displays can include educational information, recycled fixtures, and interactive digital content that highlights the product's environmental benefits. Online distribution is also crucial, as digital platforms enable Adidas to reach a wider audience and express sustainability narratives more effectively. According to research, customers are increasingly turning to internet channels to purchase sustainable products because of the ease and access to precise information (Grewal et al., 2020). Adidas' website and mobile app should emphasise OceanRun™ with dedicated sustainability sections, storytelling films, and transparent lifecycle information. Selective distribution through environmentally conscious shops may help to boost brand positioning. Ensuring efficient logistics and ecological packaging further strengthens the brand's environmental commitment, bringing distribution methods in line with the entire plan.
Promotion 
Promotion is crucial for presenting OceanRun™'s value proposition and standing out in the competitive sportswear market. The promotional approach should highlight both performance and sustainability, reaching out to a wide range of customer categories through integrated marketing communications. Because environmentally conscious consumers are extremely engaged on social media platforms, digital marketing will play an important role. Adidas may use influencer collaborations with athletes, environmental activists, and eco-friendly lifestyle makers to spread the OceanRun™ message. Storytelling should focus on the journey of salvaged ocean plastics, the product's environmental impact, and Adidas' overall sustainability commitments. Narrative-driven sustainability marketing improves consumer engagement and brand authenticity (Hartmann et al., 2017). Ocean imagery, sustainability statistics, and emotive appeals should be used in advertising campaigns to emphasise the brand's message. Collaborations with ocean conservation NGOs, for example, can help to boost credibility and attract favourable media attention. Adidas may use experiential marketing, such as community running events, beach clean-ups, and sustainability workshops, to engage consumers and reinforce company values. Consumers are becoming increasingly sceptical of deceptive sustainability claims, thus promotional activities must be transparent and free of greenwashing.
People
The people component of the marketing mix focuses on the employees, customer service teams, and brand advocates who affect consumer attitudes. OceanRun™ requires staff training to adequately describe the product's sustainability characteristics and environmental benefits. Retail employees should be familiar with the materials used, the recycling process, and Adidas' environmental commitments so that they can give authentic and informative consumer interactions. According to research, employee involvement in sustainability projects improves brand authenticity and consumer trust (Bhattacharya et al., 2009). Customer support representatives should also be trained to answer enquiries regarding environmental effect, product care, and recycling choices. Adidas can promote a sustainable organisational culture by encouraging staff to support environmental initiatives and embrace the brand's ideals. This synchronisation of internal behaviour and outward messaging boosts the brand's reputation and consumer loyalty. Partnerships with environmental NGOs and sustainability professionals can help to improve the people element by providing specialist expertise and facilitating community involvement initiatives.
Process 
The process refers to the processes and procedures used to deliver the product to customers. OceanRun™ prioritises sustainable procedures to retain brand identity. Adidas should prioritise environmentally friendly manufacturing practices, such as energy-efficient production, decreased water consumption, and ethical labour standards. Transparent reporting on these processes can increase consumer trust and set the company apart from competition. According to recent research, consumers are increasingly evaluating brands based on the sustainability of their manufacturing methods, rather than merely the finished product. Ensure a smooth and user-friendly shopping experience, especially through digital means. Online platforms must include detailed information on product features, sustainability certifications, and environmental impact. Efficient order fulfilment, environmentally friendly packaging, and easy returns all contribute to increased customer satisfaction. Adidas may implement recycling programs that encourage customers to return their OceanRun™ shoes for appropriate disposal or repurposing, promoting circular economy concepts and increasing brand loyalty.
Physical Evidence
Physical evidence refers to tangible characteristics that influence consumers' views of the brand. OceanRun™ prioritises physical evidence to support sustainability at all touchpoints. The product's design, featuring recycled materials and ocean-inspired motifs, communicates its environmental purpose. Packaging should be simple, biodegradable, and properly labelled with sustainability information. To promote sustainability, retailers should use recycled fixtures, ocean-themed displays, and educational materials that explain the product's environmental impact. According to recent research, physical cues have a substantial impact on customer views of sustainability and brand credibility. Online platforms should include digital physical evidence, such as high-quality images, lifecycle diagrams, and clear sustainability reporting. These features boost the brand's identity and emphasise OceanRun™'s value proposition.
Element 2 Reflection
Creating a sustainable brand extension for Adidas and designing the OceanRun™ marketing plan was a fantastic learning experience that improved both my academic and practical skills. At the start of the project, I was aware with sustainability themes, but I had never used them in an organised marketing plan. Using the environmental analysis, STDP framework, and marketing mix, I gained insight into incorporating sustainability into strategic decision-making throughout the process. This supports the concept that sustainability-driven innovation necessitates both environmental awareness and strategy alignment (Belz and Peattie, 2012). During this process, I learnt how businesses may employ recycled materials, circular economy ideas, and ethical production to develop products that match consumer expectations while solving global environmental issues.

Preparing the poster presentation was another key aspect of my learning experience. Designing the poster challenged me to distil complicated thoughts into concise, visual messaging. This helped me improve my ability to express marketing concepts effectively, which is vital in business settings. During the presentation, I gained confidence in discussing sustainability and demonstrating how OceanRun™ can reduce plastic waste and assist Adidas' long-term environmental aims. My lecturer noted that while my notion was powerful and well-researched, I needed to add more depth and context in several of my replies. This comment was useful since it taught me that great ideas require extensive substantiation, especially when presenting to stakeholders or possible investors. According to Kolb's experiential learning theory, reflecting on feedback is critical for converting experience into improved performance (Kolb, 2014), and our project clearly illustrated this.

The questions posed throughout the presentation also helped me find areas for development. When the lecturer asked how I would use a larger budget or what problems I encountered while conducting research, I recognised I needed to look more broadly about business expansion and competitive pressures. While I answered the questions, I realised I might have provided more specific examples, such as moving into sustainable clothes, accessories, or ocean-cleaning collaborations. This experience showed me the value of anticipating investor-style enquiries and providing strategic solutions that display critical thinking. It also taught me that presenting sustainability concepts requires a delicate mix of creativity and realism, as investors expect concrete strategies for scaling and implementation (Nidumolu et al., 2009).

Overall, this project has been extremely beneficial to my personal and professional development. I enhanced my academic writing skills, critical thinking, and capacity to apply marketing theory to real-world sustainability issues. I also improved my communication abilities, particularly my ability to successfully convey ideas and answer to queries under pressure. In future projects, I hope to improve my performance by practicing deeper elaboration in presentations, creating more thorough examples, and rehearsing probable queries beforehand. I also intend to expand my understanding of sustainable company models, as this expertise is becoming increasingly crucial in modern marketing positions. I feel better equipped for future academic work and professional chances in marketing and sustainability since I applied the comments I received and continued to improve my skills.
References 




Accenture (2022) The rise of purpose‑driven consumers. Available at: https://www.accenture.com (Accessed: 26 July 2026).
Adidas (2024) Sustainability Report. Available at: https://www.adidas-group.com (Accessed: 26 July 2026).
Belz, F. and Peattie, K. (2012) Sustainability Marketing: A Global Perspective. 2nd edn. Wiley. (Accessed: 26 July 2026).
Bhattacharya, C., Korschun, D. and Sen, S. (2009) ‘Strengthening stakeholder–company relationships through mutually beneficial corporate social responsibility initiatives’, Journal of Business Ethics, 85(2), pp. 257–272. Available at: https://link.springer.com (Accessed: 26 July 2026).
Delmas, M. and Burbano, V. (2011) ‘The drivers of greenwashing’, California Management Review, 54(1), pp. 64–87. Available at: https://journals.sagepub.com (Accessed: 26 July 2026).
Grewal, D., Roggeveen, A. and Nordfält, J. (2020) ‘The future of retailing’, Journal of Retailing, 96(1), pp. 1–6. Available at: https://www.sciencedirect.com (Accessed: 26 July 2026).
Hartmann, P., Eisend, M. and Apaolaza, V. (2017) ‘Nature imagery in advertising’, Journal of Advertising, 46(2), pp. 196–210. Available at: https://www.tandfonline.com (Accessed: 26 July 2026).
Haws, K., Winterich, K. and Naylor, R. (2014) ‘Seeing the world through GREEN‑tinted glasses’, Journal of Consumer Psychology, 24(4), pp. 1–16. Available at: https://www.sciencedirect.com (Accessed: 26 July 2026).
Kolb, D. (2014) Experiential Learning: Experience as the Source of Learning and Development. Pearson. (Accessed: 26 July 2026).
Kotler, P. and Keller, K. (2022) Marketing Management. 16th edn. Pearson. (Accessed: 26 July 2026).
Kotler, P., Kartajaya, H. and Setiawan, I. (2021) Marketing 5.0: Technology for Humanity. Wiley. (Accessed: 26 July 2026).
Magnier, L. and Schoormans, J. (2017) ‘How do packaging material and sustainability labels influence consumers’ package, brand and product evaluations?’, Journal of Cleaner Production, 162, pp. 286–295. Available at: https://www.sciencedirect.com (Accessed: 26 July 2026).
McKinsey & Company (2023) Consumers care about sustainability—and back it up with their wallets. Available at: https://www.mckinsey.com (Accessed: 26 July 2026).
Nidumolu, R., Prahalad, C. and Rangaswami, M. (2009) ‘Why sustainability is now the key driver of innovation’, Harvard Business Review, 87(9), pp. 56–64. Available at: https://hbr.org (Accessed: 26 July 2026).
Niinimäki, K. (2020) ‘Sustainable consumption and the environmental impact of textiles’, Journal of Cleaner Production, 258, pp. 1–12. Available at: https://www.sciencedirect.com (Accessed: 26 July 2026).
Pancer, E., McShane, L. and Noseworthy, T. (2019) ‘Isolated environmental cues and product efficacy’, Journal of Business Ethics, 158(2), pp. 507–524. Available at: https://link.springer.com (Accessed: 26 July 2026).
Peattie, K. and Belz, F. (2010) ‘Sustainability marketing’, Journal of Business Ethics, 93(1), pp. 1–15. Available at: https://link.springer.com (Accessed: 26 July 2026).
Schön, D. (1983) The Reflective Practitioner: How Professionals Think in Action. Basic Books. (Accessed: 26 July 2026).
Smith, A. (2021) ‘Eco‑innovation in the sportswear industry’, Business Strategy and the Environment, 30(4), pp. 1–12. Available at: https://onlinelibrary.wiley.com (onlinelibrary.wiley.com in Bing) (Accessed: 26 July 2026).
Tate, W., Ellram, L. and Kirchoff, J. (2014) ‘Corporate social responsibility reports’, Journal of Supply Chain Management, 46(1), pp. 19–44. Available at: https://onlinelibrary.wiley.com (onlinelibrary.wiley.com in Bing) (Accessed: 26 July 2026).
UNEP (2023) Turning off the tap: How the world can end plastic pollution. Nairobi: United Nations Environment Programme. Available at: https://www.unep.org (Accessed: 26 July 2026).
White, K., Habib, R. and Hardisty, D. (2019) ‘How to SHIFT consumer behaviours toward more sustainable choices’, Journal of Marketing, 83(3), pp. 22–49. Available at: https://journals.sagepub.com (Accessed: 26 July 2026).
image1.jpeg
Programme: Master of business
administration

Module: LCMB7024
Student name: Shakeel Badil
Student ID: 2223130

Lecturer: Taonga Kaonga Sobere-
Snithers

Alignment with

Jp_sustainability Gbjectives _3

—
" References -




