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[bookmark: _Toc231669451]Element 1: Sustainable Brand Extension Poster Presentation
[image: ]
Figure 1: Poster
(Source: Self-developed)
[bookmark: _Toc231669452]Section 1: Company Introduction
Nike is the world’s largest sportswear company, which operates in over 170 countries (Nike, 2026).  Through the help of initiatives like the Move to Zero and Nike Refurbished, the company has committed towards reducing carbon emissions, while minimising the waste and advancing circular product design. 
[bookmark: _Toc231669453]Section 2: Sustainable Requirement
The sportswear industry develops a notable amount of textile waste estimated as approximately 92 million tonnes globally) (UNEP, 2025). Therefore, the rising customers' expectations and sustainability regulations require Nike to adopt more circular consumption models. 
[bookmark: _Toc231669454]Section 3: Proposed Brand Extension
Nike Circular+ is a subscription-based platform which enables customers to access, return, repair and ultimately recycle the sportswear (Sproviero, 2025). Returned products are both refurbished and redistributed, and thus create a closed-loop ecosystem which extends the product lifecycle while developing recurring revenue for Nike. 
[bookmark: _Toc231669455]Section 4: Why Customers Will Buy
Both Generation Z and the Millennials increasingly favour the susceptible, as well as flexible consumption (Wandhe, 2024). Therefore, Nike’s Circular + provides easy access to premium sportswear, convenience, affordability and ultimately the environmental advantages without sacrificing the quality. 
[bookmark: _Toc231669456]Section 5: Sustainability Alignment
The Nike Circular+ supports the SDG12 and SDG 13 goals of sustainable development.  Through promoting a sense of refurbishment, reuse and recycling, the extension reduces the landfill waste, diminishes the consumption of resources and thus strengthens Nike's transition towards a circular economy (Asghar, 2023).  
[bookmark: _Toc231669457]Element 2: Development of a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension
[bookmark: _Toc231669458]2.1 Segmentation
	Variable
	Segment Characteristics
	Relevance to Nike Circular+

	Geographic
	The geographic locations include the market of the UK, Germany and the Netherlands.
	These countries showcase strong sustainability awareness along with growing acceptance of circular fashion initiatives. 

	Demographic
	Age 18-40, middle to upper middle income, university educated. 
	They possess the purchasing power along with the awareness required to embrace a subscription-based sportswear service (Dey and Holznlenkemper, 2025). 

	Psychographic
	Individuals who are not only eco-conscious but also fitness-oriented, innovation seekers and ultimately socially responsible
	Their values closely integrate with the Nike Circular + along with its circular economy proposition. 

	Behavioural
	Frequent buyers of Nike, online shoppers and subscription users.
	Existing engagement with Nike’s digital ecosystems not only maximises the adoption rates but also the long-term retention. 


Table 1: Segmentation table
(Source: Self-developed)
Critical evaluation
Though the demographic elements assist in effectively identifying the customers with sufficient purchasing power, psychographic segmentation is more valuable for the Nike Circular+ as active participation within the circular consumption highly relies on sustainability attitudes, along with lifestyle values. Besides that, customers who tend to prioritise environmental responsibility are more likely to adopt rental, repair and recycling services (Bucur, 2023). Compared with Adidas and Puma, this sportswear brand targets a distinct segmentation motivated through both athletic performances as well as active contribution towards waste reduction. 
[bookmark: _Toc231669459]2.2 Targeting
Nike Circular+ embrace a differentiated targeting strategy through concentrating on two key customer segments. The primary target market consists of urban Generation Z customers who are aged between 10 and 30 and are digitally connected, environmentally conscious, and finally receptive to alternative consumption models (Royston, 2026). These customers not only seek sustainable brands but also feel comfortable through leveraging the subscription-based services.  The secondary target consists of Millennials aged between 31 and 40 who possess high disposable incomes, along with increasingly prioritising ethical as well as environmentally responsible product purchasing decisions. 
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Figure 2: Customer Persona
(Source: Self-developed)
A representative customer persona is Emily, a 26-year-old marketing professional who is currently living across London, UK. She regularly attends the gym, purchases sportswear through digital platforms and also prefers brands which showcase genuine sustainability commitments. Not only this, but Emily also values a sense of convenience, innovation and ultimately exclusive opportunities to diminish her environmental influence without compromising the quality of the product. 
The targeting strategy is justified through the growing sustainability trends, which point out that younger customers increasingly favour the circular consumption models, product reuse and ultimately the responsible purchasing behaviours (Shams et al., 2025). As a result, Nike Circular+ is well positioned to cater for the changing expectations of this environmentally conscious customer group. 
[bookmark: _Toc231669460]2.3 Differentiation
This company adopts a value-based differentiation strategy through providing a circular sportswear ecosystem instead of solely depending on sustainable product materials. In comparison to competitors like Adidas, which primary concentration revolves around sustainable manufacturing and recycled materials, Nike Circular+ extends the sustainability throughout the product lifecycle with the help of aspects like rental, repair, refurbishment, and finally recycling services (Kaledio et al., 2023). Correspondingly, though Puma has introduced both sustainability initiatives and eco-friendly collections, its business model remains centred on conventional product ownership. Under Armour continues to compete mainly through performance innovation as well as athletic functionality, with comparatively limited highlights on circular consumption. 
Unlike these key market players, Nike Circular+ amalgams the premium sportswear access with a subscription model, which encourages customers for both responsible consumptions along with long-term customer engagement (Sproviero, 2025). Moreover, the subscribers can return the products for refurbishment, earn rewards for sustainable behaviours and ultimately easily access towards the high-quality apparel without any permanent ownership. As a result, Nike Circular+ differentiates itself through the help of its business model innovation rather than product innovation alone and thus creates a stronger sustainability propositions within the sportswear market. 
[bookmark: _Toc231669461]2.4 Positioning
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Figure 3: Positioning map of Nike
(Source: Self-developed)
Critical evaluation 
Nike Circular+ is positioned as a premium sustainable sportswear solution for customers who are not only environmentally conscious but also seek both high athletic performance alongside responsible consumption (Jensen, 2025). The positioning statement is: 
‘For environmentally conscious athletes seeking premium performance wear, Nike Circular+ delivers sustainable access to the high-quality sportswear through a circular ecosystem which not only diminishes the waste but also maintains the innovation and performance leadership of the company.’
The positioning map showcases that Nike Circular+ occupies the high price and high sustainability quadrant of the positioning map, which highlights its premium brand image in combination with a circular business model (Bossink et al., 2025).  Though the rivals like Adidas also highlight a sense of strong sustainability performances, it remains initially focused on product ownership. Moreover, both Reebok and Puma provide relatively affordable, sustainable alternatives but possess lower brand equity. On the flip side, competitors like Under Armour and Lululemon compete through the help of their premium pricing strategies and performances but also showcase comparatively poor sustainability positioning. Therefore, Nike Circular+ attains a distinctive competitive positioning through amalgamation the premium product value with circular consumption practices. 
[bookmark: _Toc231669462]Element 3: Marketing Mix (7Ps)
This marketing mix offers a strategic framework for translating the Nike Circular+ brand extension into a marketable as well as sustainable offering.  Each element of the 7Ps has been carefully designed to support circular consumption while boosting the value of the customers, fortifying the competitive positioning of Nike and thus notably contributes to the long-term environmental as well as business objectives (Jain et al., 2022). 
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Figure 4: 7 P's of Marketing Mix
(Source: Collidu, 2026)
[bookmark: _Toc231669463]3.1 Product
Nike Circular+ transforms the traditional product offerings of Nike from ownership to sustainable access. The core product is premium sportswear access through the help of a circular subscription model (Circulardesign, 2026). The actual product incorporates a digital platform that allows potential customers to rent, return and exchange the products.  Besides that, the augmented product consists of repair services, refurbishment programmes and finally the sustainability rewards closely integrated within the Nike Membership ecosystem. Unlike the Puma and Adidas, which mainly place their focus on sustainable materials, Nike Circular+ addresses the product consumption itself.  However, the model relies completely on customers' active participation across the return schemes. Therefore, the extension fortifies the circular economy's ambitions through both reducing the waste and extending the product lifecycles. 
[bookmark: _Toc231669464]3.2 Price
Nike Circular+ embrace a value-based pricing strategy with a Basic plan (£20/month) and Premium Plan (£45/month) (Melbado, 2025). The pricing highlights access towards high-performance sportswear, convenience and sustainability advantages instead of product ownership.  Unlike conventional purchasing procedures, where customers repeatedly purchase new products, the subscription model gives consistent yet easy access at very predictable costs. Moreover, the recurring subscriptions create stable revenue streams for this sportswear company while enhancing the lifetime value of the customers. However, some customers might perceive monthly fees as expensive compared with one-off purchases (Ashby, 2025). Nevertheless, the long-term savings in combination with flexibility and environmental advantages justify the premium pricing and thus strengthen the innovative and sustainability-focused market position of the company. 
[bookmark: _Toc231669465]3.3 Place
Nike Circular+ will be delivered through the help of Nike app, Nike website and selected flagship stores through ensuring a immersive Omni channel experiences. With the help of this, customers can manage their subscriptions digitally while leveraging the physical stores for product collection and returns. Unlike the competitors, while depends highly on traditional retail sales, this company can utilise its established digital ecosystem and the global distribution networks (Subramaniam, 2022). Besides that, returned products enter a reverse logistics system for inspections, repair, refurbishment, and ultimately redistribution. However, managing the reverse logistics profoundly presents the operational issues along with the additional cost.  Therefore, advanced inventory management alongside tracking technologies is pivotal to ensure the availability of the products, customer satisfaction levels and ultimately operational effectiveness. 
3.4 Promotion
Nike Circular+ will utilise a fully aligned communication strategy amalgamating the social media campaigns along with influencer partnerships, sustainability storytelling and ultimately notifications from the Nike app.  Through the standpoint of the AIDA model, it can be asserted that social media contents attract attentions of customers while the educational sustainability messages generate a sense of interest among the customers (Sarfraz et al., 2025). Similarly, the success story of the customers creates desire while app-based promotions motivate for action. Unlike the conventional product-focused campaigns, Nike Circular+ fosters behavioural change towards circular consumption. However, sustainability claims must be transparent to avoid accusations of greenwashing.  Through profoundly utilising the strong brand equity of Nike in combination with digital engagement capabilities, the campaign can effectively communicate both performance and environmental advantages and thus fortifying the trust and adoption of the customers. 
[bookmark: _Toc231669466]3.5 People
People play a pivotal role in delivering the Nike Circular experiences. Sustainability specialists will supervise both refurbishments and circularity programmes, while the teams of customer service will guide the subscription management along with product returns (Uddin, 2025). However, unlike the conventional retail models, Nike Circular + requires greater partnerships between both employees and customers to attain the sustainability objectives.  However, the inefficient knowledge of the employees can undermine both service quality and thus lead to poor customer trust (Abdulkadir, 2023). Therefore, consistent training within the sustainability practices, customer engagement, as well as circular economy principles is monumental for assuring the consistent service delivery and successful adoption of the programmes.
[bookmark: _Toc231669467]3.6 Process 


Figure 5: Process diagram
(Source: Self-developed)
The Nike Circular+ procedures follow a closed-loop system like Subscribe → Receive Product → Use Product → Return Product → Refurbishment → Redistribution. These procedures will not only ensure that products remain within the circulation for longer periods but also maximise the resource efficiency while reducing the waste (Yang et al., 2023). Unlike the traditional retail models, which end after purchase, Nike Circular+ effectively maintains consistent interaction throughout the product lifecycle.  However, the effective execution requires accurate product tracking, timely returns and ultimately effective refurbishment operations. Moreover, delays at any stage could adversely influence the satisfaction levels of the customers as well as subscription retention. Therefore, digital integration along with operational effectiveness is pivotal to support an immersive as well as scalable circular business model. 
[bookmark: _Toc231669468]3.7 Physical Evidence
Physical evidence helps to fortify the positive trust of the customers within Nike Circular+ through making the sustainability both visible as well as credible (Jain et al., 2022). The key elements incorporate the eco-friendly packaging, a user-friendly mobile application, sustainability certifications and ultimately dedicated in-store displays, which explains the overall circular process. Unlike the competitors, which initially communicate the sustainability through the help of product labels, Nike Circular+ offers visible evidence throughout the customer journey.  However, inconsistent branding or unclear sustainability messaging can lower the perceived credibility. 
[bookmark: _Toc231669469]Element 4: Reflection
[bookmark: _Toc231669470]4.1 Description
This assessment incorporates building Nike Circular+, a sustainable brand extension designed to support circular consumption within the sportswear industry. The project required creating a poster presentation, conducting an STDP analysis and finally developing a 7PS marketing mix strategy. The overall aim is to amalgamate the sustainability objectives with exclusive opportunities for business growth. 
[bookmark: _Toc231669471]4.2 Feelings
At the beginning of the project, I found it very challenging to identify a sustainable brand extension which is not only innovative but also commercially realistic. Therefore, applying the marketing theories towards a sustainability-focused concept initially appeared as very complicated. However, as the research progressed, my confidence increased, and I became capable of developing stronger strategic recommendations and insights. 
[bookmark: _Toc231669472]4.3 Evaluation
A major strength of this project is the exclusive opportunity to apply the theoretical marketing concepts towards a practical business scenario. Moreover, developing Nike Circular+ also offered me a cohesive understanding about the sustainable branding as well as the principles of the circular economy (inspired Asghar, 2023). Not only this, but the poster also improved my ability to communicate the ideas concisely. However, obtaining specific market data closely associated with the sportswear subscription service is very challenging, which restricted the availability of highly specialised industry evidence for some recommendations. 
[bookmark: _Toc231669473]4.4 Analysis
The project remarkably improved my strategic marketing knowledge and thus contributed towards several MBA learning outcomes.  Through the help of STDP analysis, I developed a more profound understanding of segmentation, targeting, differentiation, along with positioning within a competitive market environment (Lestari, 2023).  The marketing mix also strengthened my capability to perfectly align the operational decisions with broader strategic objectives. Moreover, the assessments enhanced my academic research skills through requiring critical analysis of journal articles, sustainability reports, as well as industry sources. In addition, preparing the poster presentation also fortified my communication as well as visual presentation skills. In essence it can be asserted that, these capabilities are highly valuable for future managerial roles which requires strategic decision-making and sustainable business development. 
[bookmark: _Toc231669474]4.5 Conclusion
In concluding remarks, the project disclosed how sustainability can be closely aligned with brand development in order to create both environmental as well as commercial value. The experience significantly contributes to enhancing the understanding of customer behaviours, strategic marketing and finally the sustainable business innovation. These insights will assist my future academic performances along with professional effectiveness within the contemporary business environments. 
[bookmark: _Toc231669475]4.6 Action Plan
	Development Area
	Action
	Timeframe

	Market Research
	Effectively utilise a wider range of academic journals, industry reports and databases to strengthen the evidence-based decision-making. 
	Next academic project 

	Presentation Skills
	Rehearse the presentations more frequently and enhance the techniques of visual storytelling.
	Within 3 months 

	Critical Analysis
	Compare and contrast the alternative strategies more extensively and finally investigates the limitations across greater depth. 
	Ongoing throughout the MBA studies. 


Table 2: Action plan
(Source: Self-developed)
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