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[bookmark: _Toc235053278]Introduction
NIKE ReStep is a sustainable brand extension, which is presented in this portfolio and includes a high-performance, running shoes with an embedded circular service ecosystem. ReStep would be a running shoe manufactured from less impact and recycled materials that would be sold to customers, who could sign up for the Nike app and receive repair and refurbishment support, and return the shoe at the end of its usefulness. A footwear returned would be examined and sent to refurbishment, component recovery or to responsible recycling. The idea thus goes beyond the traditional product ownership to continuous performance and recovery.
The proposal is a solution to an environmental and commercial need. Recycling athletic shoes is hard due to the fact that the shoes can consist of a variety of materials such as foams, rubber, textiles, adhesive and plastic. Therefore, recycled content alone is not necessarily circularity. Circular footwear needs to be durable, to be simplified in terms of materials, to have collection systems, to be traceable, and to involve consumers (Fuchs et al., 2022; Sahimaa et al., 2024; Schiaroli et al., 2025). Nike has still built a solid foundation for further improvements: it has seen a 69% drop in operational Scope 1 and 2 emissions compared to its 2020 baseline, and 96% renewable electricity in global operations and 100% diversion of operational waste from landfill by strategic finished-goods suppliers. 
Firstly, a brand extension is opportune as Nike's revenue in FY25 dropped 10% to US$46.3 billion, with the revenue of Nike Direct down 13% and Nike Brand Digital down 20%. While these numbers do not prove that circular products can turn the tide, they do indicate that differentiated innovation, renewed customer engagement and digital value creation is necessary. NIKE ReStep is thus conceived as a platform for growth and not as a restricted environmental campaign.
The proposal tackles the Learning Outcome 1 and critically reviews the concepts of Segmentation, Targeting, Differentiation, Positioning and the 7Ps marketing mix. It covers Learning Outcome 2, assessing future developments such as app-based take-back, digital product passports, data on environmental impact and personalised communication and analytics on the customer's circular journey. 
[bookmark: _Toc235053279]Element 1: Sustainable Brand Extension Poster
[bookmark: _Toc235053280]NIKE ReStep Poster
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Figure 1. NIKE ReStep Sustainable Brand Extension Poster(Created by Myself)
[bookmark: _Toc235053281]Element 2: Segmentation, Targeting, Differentiation and Positioning
[bookmark: _Toc235053282]Strategic Basis for Segmentation
NIKE ReStep should not segment all consumers who are environmentally conscious into a single segment. Despite the benefits of green purchasing, product performance, social norms, brand credibility and price, as well as accessibility and customers' belief that their own action will make a difference, continue to influence purchasing. Some of the consistent determinants of GP intention include environmental attitudes, trust, perceived consumer effectiveness, and product knowledge and social influence as identified in a recent study (Patiño-Toro et al., 2024). Reviewed literature on recycled shoes further reveals that attitudes, subjective norms and personal responsibility have a positive impact on purchase intentions. 
For this reason, it is important to differentiate ReStep around the customer's attachment to sport, sustainability, digital technology and their participation in the circular economy, and not only age.
[image: ]
Figure 2. Brand Development strategy  (Schiaroli et al., 2025).
[bookmark: _Toc235053283]Geographic Segmentation
[bookmark: _Toc235053284]Priority Launch Markets
[bookmark: _Toc235053285]The first geographies to target should be digitally advanced metropolitan markets in the United Kingdom and chosen European markets. London, Manchester, Birmingham, Amsterdam, Berlin, Copenhagen and Paris offer good launch conditions as they have a high proportion of running communities, a strong presence of Nike stores, high smartphone usage and more convenient access to return points.
The cost and carbon footprint to the functioning of reverse logistics is also lowered by dense markets. Nike stores and partner retailers, running events and parcel-return networks are all suitable ways to consolidate collection volumes. However, research in the circular sporting goods sector suggests that take-back programmes could be symbolic, as brands struggle to scale up take-backs and consumers may see them as cumbersome (Fuchs et al., 2022; Kimaro et al., 2026). The start of ReStep should accordingly start in markets with collection infrastructure and a sufficient population for a commercially viable pilot.
Demographic and Socioeconomic Segmentation
[bookmark: _Toc235053286]Core Demographic Group
The main demographic is moderate to high disposable income runners in the 18-40 age range who also use the gym and are consumers of athleisure. The audience consists of University students, young professionals and mature recreational athletes. These customers are appealing as they know their way around in performance shoes, they are digitally engaged with sport brands and are often replacing shoes due to usage, comfort or look.
But age should not be used as a good rule of thumb. Individuals' attitudes and perceived value are more likely to be correlated with sustainable purchase behaviours than demographic factors (Han, 2021; Patiño-Toro et al., 2024). However, ReStep shall be integrated with a demographic with usage intensity, brand involvement and environmental orientation.
[bookmark: _Toc235053287]Value Sensitivity
[bookmark: _Toc235053288]ReStep shouldn't just be a solution for the affluent ethical consumer. Nike's size offers an opportunity to make circular performance products mainstream in the market. It should be an offer of a top-of-the-line model and one that can be run every day. This decreases the prospect of sustainable innovation being a premium niche. Studies on sustainable sportswear reveal that brand image and perceived sustainability can impact purchasing intentions, however, functional quality and value (Kim & Oh, 2020; Lin et al., 2022). 
Psychographic Segmentation
Three psychographic groups are particularly relevant.
[bookmark: _Toc235053289]First, Speed, cushioning and comfort are valued by performance first progressives, but they want lower impact products where performance isn't sacrificed. Secondly, eco-active athletes proactively look for eco-friendly products and are ready for repair and return initiatives. Third, style-conscious innovators wear sneakers as symbols of identity, and are impressed by limited editions and visible sustainability design and technology.
The messages are different for these groups. Performance-driven customers demand technical evidence, those that are active in the environment demand traceability to the environment, and those that are style-obsessed and want to be ahead of the curve demand cultural relevance and distinctive design. Yadav et al., 2024, identified sustainability attributes that could lead to a willingness to pay more for running shoes but are dependent on the perception and values placed on these attributes. It is therefore crucial for NIKE ReStep to convey sustainability via performance, identity and participation, and not as a sacrifice.
Behavioural Segmentation
The behavioural segmentation should be done based on Nike Membership data, app engagement, purchase frequency, participation in Nike Run Club and previous interest on sustainable collections and proximity of return locations. When it comes to action, four groups can be identified:
	Behavioural group
	Observable behaviour
	ReStep opportunity

	High-frequency runners
	Replace shoes according to mileage
	Repair checks, mileage tracking and timely return prompts

	Loyal Nike members
	Repeat purchases across Nike channels
	Member credits and early access

	Sustainability explorers
	Browse recycled or lower-impact products
	Detailed impact information and product passport

	Sneaker collectors
	Seek exclusivity and storytelling
	Numbered circular editions and resale/refurbishment options


Table 1. Behavioural Segmentation for NIKE ReStep
[bookmark: _Toc235053290]This behavioural method allows communication to customers that is more relevant. However, Nike will need to be careful about how it uses app data, as it could come across as intrusive. Customers should be given the option of having mileage tracking, repair reminders and/or environmental-impact reporting.
Targeting Strategy
[bookmark: _Toc235053291]Primary Target Audience
The primary target is:
Digitally engaged recreational runners aged 20–40 who expect credible athletic performance, value recognised brands and prefer lower-impact choices when these are convenient and trustworthy.
[bookmark: _Toc235053292]This target makes commercial sense, as it links a Nike performance competency with an actual sustainability need. This group is more likely to appreciate cushioning, durability, design and brand, and the group is more likely to respond to take-back rewards and transparent information regarding the environment.
Secondary Target Audience
[bookmark: _Toc235053293]Secondary target includes sneakerheads and athleisure shoppers who are looking for novelty fabrics, exclusive designs and brand self-expression. They might not be used as much but can help create cultural visibility. Nike might be able to reach out to customers with “ReStep Lab” versions, which are limited in production, and promote them before a more wide-spread roll-out of the entire line.
Better to concentrate on launch than to mass launch. Circular models can be difficult to implement if brands communicate on a greater scale than they are able to operate. By implementing a phased approach, Nike can assess the effectiveness of collection rates, repair economics, customer satisfaction, and material recovery before making more ambitious environmental claims (Abdelmeguid et al., 2024; Fuchs et al., 2022; Sahimaa et al., 2024). 
Differentiation
ReStep's differentiation should be based on five interrelated benefits:
1. Performance credibility: the shoe must meet Nike’s technical standards rather than being positioned as an experimental eco-product.
2. Circular service: customers receive repair assessment, refurbishment support and structured take-back.
3. Digital traceability: a product passport communicates materials, care, repair history and end-of-life options.
4. Member value: returns generate Nike Member credit, while longer use is rewarded rather than penalised.
5. Cultural storytelling: athletes, designers and repair specialists demonstrate how performance and circularity interact.
[bookmark: _Toc235053294]There are already competitors who are providing for lower impact shoes and resale or subscription shoes. Thus, it is not possible to achieve sustainable differentiation with recycled materials. The competitive advantage of ReStep needs to be based on how the shoe design, Nike Membership, retail infrastructure, service recovery and traceability is integrated. The idea behind the digital-product-passport is that transparent product information can lead to increased decision comfort, while the reuse of products would require communication that is persuasive and customer knowledge (Jeganathan et al., 2025; Lopes & Polonelli, 2024). 
Positioning
The recommended positioning statement is:
Because the finish line is the start of a new round, NIKE ReStep is the circular running platform for active consumers who don't want to waste material – they want highly responsive footwear with verified material information, take-back rewarding and repair support.

[image: ]
Figure 3. Perceptual Positioning of NIKE ReStep(Yadav et al., 2024)
[bookmark: _Toc235053295]Element 3: Marketing Mix for NIKE ReStep
[bookmark: _Toc235053296]A 7Ps is suitable as ReStep is a mix of physical product, digital, repair, collection and recovery services. This is rather an alternative to a traditional sneaker launch where the emphasis is on product design and retail communication.
Product
[bookmark: _Toc235053297]Core and Actual Product
Credible running performance and reduced lifecycle waste is the core benefit. In fact, the actual product should contain responsive cushioning, long lasting traction, selected parts that can be replaced where appropriate, less impact materials and verified recycled materials. It should be a shoe that will last for longer use, inspection and separation of materials.
Circularity needs to be more than recycled content. When it comes to the circular economy, contemporary scholarship differentiates between narrowing, slowing and closing loops in the following way: narrowing the resource use through durability and repair of products slows the product loop, whereas closing the loop involves the recovery of materials (Bocken, 2024; Choudhry et al., 2026). In the interest of sustainability and reuse, before recycling, ReStep should consider the durability of the items involved and how they can enable more use.
[image: ]
Figure 4. NIKE, Inc. full-year revenue trend (Jeganathan et al., 2025)
[bookmark: _Toc235053298]Augmented Service
The increased supply should consist of:
· digital registration through Nike Membership;
· mileage and care guidance;
· free initial condition assessment;
· limited repair or refurbishment options;
· store and postal return channels;
· return credit based on condition and recoverability;
· a digital product passport;
· clear information about what happens after return.
[bookmark: _Toc235053299]Product passport should convey material composition, where it was made, how to care for it and material recovery pathway. While there are indications that product passports can help to support traceability and circular decision making, they face challenges such as interoperability, data reliability and user comprehension (Lopes & Polonelli, 2024; Jeganathan et al., 2025). 
Price
[bookmark: _Toc235053300]Accessible-Premium Pricing
[bookmark: _Toc235053301]An accessible-premium approach should be adopted by ReStep. The price that is about 10-15% higher than any similar standard Nike running shoe might indicate innovation that does not push sustainability out of reach. The actual price should then be tested through willingness-to-pay, however.
It has been found that the elements of sustainable footwear can have a positive impact on willingness to pay, with perceived value and customer satisfaction having a strong impact on repeat purchase behaviour (Lin et al., 2022; Yadav et al., 2024). The premium should therefore be based on performance, durability, service and rewards, not just environment per se.
Circular Value Incentives
Two types of differentiated benefits should be offered to customers who return a shoe:
	Return condition
	Proposed outcome
	Customer benefit

	Repairable
	Refurbishment and continued use
	Discounted repair or service credit

	Suitable for resale
	Verified refurbished channel
	Higher Nike Member credit

	Material recovery only
	Responsible disassembly/recycling
	Standard return credit

	Not recoverable
	Transparent responsible disposal
	Participation acknowledgement


Table 2. NIKE ReStep Return-Value Architecture( Sahimaa et al., 2024)
[bookmark: _Toc235053302]The scheme shall not be based on unnecessary returns. The bigger benefits should be based on actual miles, age of product or actual recoverability, and not based on customer's need to replace their shoes early.
Place
[bookmark: _Toc235053303]Omnichannel Launch
[bookmark: _Toc235053304]ReStep should be made available via Nike.com, Nike's app, Nike stores, certain running specialists and ReStep temporary event venues. Collection should be provided via the same means as operationally possible. This brings in a closed customer journey, instead of product sales and recovery.
There should be visible ReStep service areas in priority stores for customers to register, check, repair and drop-off products. The running events and Nike Run Club sessions can also serve as mobile collection points and education points.
Reverse-Logistics Discipline
[bookmark: _Toc235053305]Reverse logistics is of strategic importance as environmental credibility is based on the transformation after collection. Footwear sent back has to be scanned, graded and directed to either be repaired, reconditioned, have components recovered or be recycled. The scheme is open to being a take back claim with a low circular effect, unless it is transparent, to start with.
Logistics, product design, consumer involvement and inter-sectorial co-operation are major challenges mentioned in research on circular outdoor-sports businesses (Fuchs et al., 2022). Therefore, Nike should try ReStep in a couple or three cities before expanding it.
Promotion
[bookmark: _Toc235053306]Communications Platform
The creative platform should be:
“Run the Distance. Return the Future.”
Campaigns should include athlete performance stories and evidence of repair, disassembly and recovery. Promotional material should feature the shoe in use, but also demonstrate how it is being cared for and returned, not just the sustainability in nature photos.
Messages should be adapted to the various segments:
· runners: performance, durability and mileage;
· environmentally engaged consumers: traceability and lower impact;
· sneaker enthusiasts: design innovation and cultural relevance;
· investors: customer retention, material recovery and digital engagement.
[bookmark: _Toc235053307]Evidence-Based Claims
[bookmark: _Toc235053308]The use of absolute terms, like “zero impact”, “fully circular” or “100% sustainable”, should be avoided unless substantiated independently by Nike. Negative emotional responses, distrust and reputational damage are potential consequences of greenwashing (Nnindini & Mogaji, 2024). Claims must be quantitative, such as percentage recycled content, verified reduction in emissions, repairableness, collection rate and actual outcome in recycling.
Another mistake for digital marketing is assuming that providing more information on sustainability will bring about change in behaviour. Information overload, scepticism or intention–behaviour gap can be experienced by the consumers. Therefore, content for interactive product-passports should focus on simple, verifiable information that may optionally contain more in-depth information (Patiño-Toro et al., 2024; Rosário & Dias, 2025). 
People
ReStep needs skilled employees in retail stores, repair technicians, customer-service advisers, logistics partners, designers and sustainability experts. Staff should be able to explain:
· why the shoe is lower impact;
· how customers can extend its useful life;
· what types of damage are repairable;
· how the return credit is calculated;
· what happens after collection.
[bookmark: _Toc235053309]Pilot stores should be used to develop ReStep Specialists at stores. They would be for business and training purposes and feed back customer details. This helps to build trust, as the customers can talk to their staff who know what they are talking about rather than just promotional claims.
Process
[bookmark: _Toc235053310]Customer Journey
The proposed customer process is:
[image: ]

Figure 5. NIKE ReStep Circular Customer Journey(Sahimaa et al., 2024).
[bookmark: _Toc235053311]It should be a simple process so as to not drop off. After inspection a digital confirmation shall be presented to the customer with a route displayed for the item. This reduces the average amount of trust gap between giving a product and getting the results.
Physical Evidence
Physical evidence should include:
· an identifiable ReStep design language;
· QR or NFC product-passport access;
· repair and inspection cards;
· visible store collection units;
· condition and recovery certificates;
· app-based return confirmation;
· periodic impact dashboards.
[bookmark: _Toc235053312]Physical appearance of the product should indicate technical performance and then sustainability. Too rustic of a look can cause the shoes to look less advanced. It's a higher performing look and feel that would be more in keeping with the Nike brand.
Performance Measurement
[bookmark: _Toc235053313]Sustainability indicators in addition to commercial indicators should be used to evaluate the extension. The dashboard helps Nike to see success not just in sales volume. A strategically weak extension would be one that had a high level of sales but low collection or repair rates, and it would be circular. On the other hand, high collection with non-sustainable economics would constrain the scalability.
Element 4: Reflection
[bookmark: _Toc235053314]Creating NIKE ReStep transformed my perception of sustainable marketing. At first, I thought that incorporating recycled materials and promoting environmentally friendly practices were the only essential components for a sustainable sneaker. This was proved to be an over-simplistic perspective by the research. Design, durability, customer engagement, ease of return, reverse logistics, traceability, and credible return results are the basis for circularity. This brought my idea from a product level to a marketing/operational system.
The STDP analysis was particularly useful as it demonstrated that there are not one, but many, environmentally conscious consumers. Performance-first runners are willing to consider a sustainable product only if the technical quality is believable and eco-active consumers might need detailed information about the impacts. Design, identity and exclusivity might be a response that sneaker fans are more likely to have. So I realized that when it comes to positioning, it is important to be both environmentally good and to have something to motivate a specific segment, as opposed to green messages alone.
The marketing-mix analysis also helped me to strengthen my critical thinking. For instance, the idea of a return reward seemed like a purely positive one. Further analysis showed that a too generous incentive would be to replace the product too early, which would be in contradiction with the objective of prolonging the product life. This necessitated a more balanced proposal where the reward is based on age of the product, usage and recovery. This exercise illustrated the Level 7 requirement to be able to recognise tensions and make appropriate and valid decisions – not just describe marketing tools.
Making and presenting the poster helped me to improve my communication skills. To convince the customers and investors in three to five minutes, the poster had to be able to convey the long academic discussion in a visual message. I discovered how to focus on the problem of the brand, the problem of value for the customer, the logic of the investors and alignment with sustainability. I also realised that simplicity of the visual can pose the danger of oversimplification. Some terms, like ‘circular sneaker' necessitate an explanation; the real circularity is dependent on the objects that are collected, recovered and remanufactured.
It also helped towards enhancing my understanding of the contribution of marketing towards the organisation. ReStep cannot be delivered by the marketing department alone. Marketing needs to liaise with product designers, material scientists, store teams, digital developers, logistics professionals, finance and sustainability teams. Marketing's job is to transform customer insight into a value proposition and ensure that the communication is true to the operational realities. This directly supports LO1, in a direct manner.
For LO2, I was made more aware of how technology is involved in marketing in the future. Digital product passport can increase transparency and allow for a personalised message of care and return. However, technology itself is not a sufficient means of establishing trust. The information shall be accurate, intelligible and helpful. Future project: Improve the analysis with primary research – focus groups with runners and price testing with rewards and return options. Also, I would perform lifecycle modelling prior to making quantitative environmental claims.
Overall, the exercise was able to cultivate my research, strategic thinking, visual communication and reflective decision making. It proved that Sustainable brand development is most believable when environment, customer value and commercial viability are used to amplify and complement one another.
Conclusion
NIKE ReStep is a strategically coherent brand extension as it connects to Nike's performance legacy and a new and growing demand for durable, transparent and recoverable shoes. It would not just rely on recycled materials, but on the combination of high performance design, product passports, repair services and take-back convenience and Nike Membership awards.
The STDP analysis shows that the most important target group are digitally engaged recreational runners, followed by sneaker enthusiasts and people interested in sustainability. The 7Ps clearly indicate that in order to succeed in extension, there has to be operational coordination with the product design, pricing, distribution, communication, employees, customer processes and physical evidence. The greenwashing, premature replacement, low collection rates and high reverse logistics costs are some of the main risks. These risks are a good reason for a phased metropolitan pilot with measurable commercial and circularity indicators.
Nike's extension could help build deeper relationships with customers and help renew the brand if it can demonstrate that ReStep achieves performance and prolongs the life of the products while transparently processing and getting a returned shoe back. However, there is the risk that if circular claims are not backed up with measurable outcomes the extension might create a reputational risk. ReStep's success therefore relies on a simple key: The service must be as convincing as the shoe.
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NIKE ReStep

Circular performance footwear for athletes who want speed without
waste.

Run faster. Waste less. Return every pair.

COMPANY FIT + BRAND LOGIC

Nike's brand equity is built on performance innovation and athlete culture. ReStep extends this equity into a
premium circular sneaker: recycled |nguts verified sustainability labels, take-back, refurbishment and recycling.
(Hesse et al., 2022; Yadav et al., 202:

0 Sustainable need ‘ Extension purpose

Footwear must reduce carbon, waste and virgin material e anoo
dependence. Circular design makes sustainability visible ‘gship recycle p:
buy, wear, return, refurbish, recycle and reward.
and measurable.
(Hesse et al., 2022)

(Polyports et al., 2022)

e Market appeal ‘ Investor logic

ReStep can build loyalty, reduce waste risk, generate

Eco-conscious athletes want credible, stylish performance e e e it

products that support identity without lowering quality. o s
(Yadav et al., 2022; Yadav et al., 2024) Pl )
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m Responsible consumption through repair, take-back and recycling

action

(SDGs 12 & 13; inked with circular-economy evidence)
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