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Market segmentation, targeting, differentiation, and positioning (STDP) are key marketing tactics that allow businesses to identify appealing customer segments and build goods that meet specific consumer needs while gaining a competitive advantage (Kotler et al., 2024). Rather than delivering the same items to all customers, firms utilise STDP to develop marketing strategies that cater to the tastes, habits, and values of carefully chosen market groups. This strategy approach is becoming increasingly crucial as consumers seek items that not only provide outstanding performance but also reflect environmental and social responsibility (Chernev, 2023).
Nike EcoFit™ is a sustainable brand extension that features athletic footwear, clothes, and accessories made from recycled ocean plastics, recycled polyester, and responsibly sourced organic cotton. The extension builds on Nike's well-established reputation for innovation and athletic performance, while also supporting the company's sustainability goals through ecologically responsible manufacturing techniques. According to Aaker and Keller (1990), successful brand extensions improve customer perceptions when the new product adds to the parent brand's existing knowledge and reputation. Similarly, Keller (2013) contends that extensions that are closely connected with the original brand increase consumer acceptance and strengthen long-term brand value. Nike EcoFit™ is a strategy extension that aligns with consumer demand for sustainable products and the company's established performance (Nike, 2025a).
[bookmark: _Toc236076186]Segmentation

Segmentation is the practice of dividing a diverse market into smaller groups of consumers who have similar features, purchasing habits, or demands (Kotler and Keller, 2022). Effective segmentation allows businesses to spend resources more efficiently, create goods that meet specific client needs, and improve marketing effectiveness (Jobber and Ellis-Chadwick, 2020). Dibb et al. (2020) suggest that effective segmentation boosts consumer satisfaction by enabling businesses to generate more customised value propositions. Nike EcoFit™ would use four complementing segmentation approaches: geographic, demographic, psychographic, and behavioural.
[bookmark: _Toc236076187]Geographic Segmentation

Geographic segmentation categorises clients based on their physical location, climate, culture, and regional features (Kotler et al., 2024). Nike EcoFit™ should target developed areas including the UK, US, Canada, and Western Europe, where environmental consciousness and demand for premium sportswear are growing (Euromonitor International, 2025). These markets have mature retail infrastructure, significant internet commerce, and customers who are becoming more conscious of sustainability while making purchasing decisions.
Urban areas such as London, Manchester, Birmingham, New York, and Berlin make good launch locations since customers have easier access to Nike retail stores, training facilities, and recycling programs. According to Mintel (2025), UK customers, particularly younger generations, are increasingly favouring firms that demonstrate true environmental concern. Introducing EcoFit™ in these regions would increase market acceptance and promote Nike's long-term sustainability plan.

Demographic Segmentation
Demographic segmentation categorises consumers based on measurable factors like as age, gender, occupation, education, and income (Kotler and Keller, 2022). Nike EcoFit™ targets consumers aged 18-40, notably Generation Z and Millennials. According to Solomon (2023), younger consumers are increasingly using purchase decisions to demonstrate their personal values, including environmental responsibility, making them an appealing target market for sustainable products.

The proposed extension will cater to both male and female consumers who lead active lifestyles, such as university students, young professionals, runners, gym members, and recreational athletes. EcoFit™ will charge a premium for their products, but they will provide different pricing tiers and membership perks. McKinsey & Company (2024) discovered that younger consumers expect firms to combine sustainability with quality, innovation, and value, rather than treating environmental responsibility as a substitute for product performance. Nike EcoFit™ must maintain the brand's signature comfort, durability, and innovation while using sustainable materials.
Psychographic segmentation
Psychographic segmentation considers consumers' lives, values, attitudes, interests, and personalities (Schiffman et al., 2023). Nike EcoFit™ caters to people who prioritise physical fitness, innovation, and environmental responsibility. These people are more likely to participate in sports on a regular basis, and they choose brands that exhibit ethical business practices and dedication to sustainability.

According to Ottman (2017), environmentally concerned customers are increasingly evaluating businesses based on their environmental performance, transparency, and social responsibility. However, Peattie and Belz (2010) suggest that sustainability alone does not ensure purchasing decisions because consumers continue to emphasise product quality, utility, and design. Nike EcoFit™ should emphasise sustainability as an added advantage rather than the main reason for purchasing. According to Deloitte (2024), Generation Z consumers favour brands that provide genuine evidence of sustainability over those that make broad environmental promises. As a result, Nike should share accurate information about recycled materials, ethical sourcing, and manufacturing procedures to build customer trust and reduce perceptions of greenwashing.
[bookmark: _Toc236076188]Behavioural segmentation
Behavioural segmentation focuses on consumer purchasing habits, product consumption, and brand loyalty (Kotler et al., 2024). Nike EcoFit™ is designed for fitness enthusiasts who prioritise both performance and sustainability. These customers are likely to value creative clothing while supporting companies that exhibit genuine environmental responsibility. Nike's membership program and digital fitness platforms can boost customer engagement by promoting repeat purchases and long-term brand loyalty (Nike, 2025a).
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Nike EcoFit™ targets environmentally aware Generation Z and Millennial consumers (18-40) who engage in sports and fitness. This segment is appealing because it has increased purchasing power and expects firms to incorporate sustainability into their product development (Deloitte, 2024). By focusing on this group, Nike can develop items that meet both functional and ethical consumer expectations.
[bookmark: _Toc236076190]Differentiation and Positioning
Nike EcoFit™ sets itself apart by combining their renowned product quality, innovation, and athletic performance with sustainable materials and responsible manufacturing processes. Unlike competitors who only focus on environmental claims, Nike can use its strong worldwide brand name to deliver both performance and sustainability. According to Porter (1985), differentiation generates competitive advantage by providing customers with unique value. Nike EcoFit™ is a premium sustainable sportswear brand for people who want high-performance items without sacrificing their environmental principles (Ries and Trout, 2001).

Conclusion
Nike EcoFit™'s STDP approach targets a desirable consumer niche and strengthens its competitive position in the developing sustainable sportswear sector.
[bookmark: _Toc236076191]Element 3: Marketing Mix (Introduction and Product)

The marketing mix is a strategic framework that allows businesses to create products and services that successfully meet customer wants while also attaining organisational goals. Booms and Bitner (1981) expanded the classic 4Ps model to include three new elements People, Process, and Physical Evidence to better handle customer experiences and value creation. Nike EcoFit™ leverages the 7Ps marketing mix to develop a sustainable brand extension that reflects Nike's commitment to innovation, quality, and environmental responsibility.
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The product is the core of the marketing mix because it symbolises the value that customers receive through its features, quality, and benefits (Kotler et al., 2024). Nike EcoFit™ is a sustainable product line for athletic footwear, sportswear, and accessories made from recovered ocean plastics, recycled polyester, and responsibly sourced organic cotton. The items would meet Nike's established standards for comfort, durability, and performance while decreasing environmental impact through responsible material sourcing. This method aligns with Nike's Move to Zero initiative, which seeks to cut carbon emissions and waste throughout its operations (Nike, 2025a).
Nike EcoFit™ provides emotional and social value by helping consumers make ecologically responsible purchases without sacrificing product quality. According to Keller (2013), successful brand extensions increase brand equity by remaining consistent with the identity of the parent brand. Similarly, Aaker (2014) proposes that successful brands gain a competitive edge by providing unique value that competitors find difficult to reproduce. Nike EcoFit™ combines breakthrough sports technology with sustainable materials, reinforcing the company's image and meeting growing consumer demand for environmentally responsible products (Deloitte, 2024). As a result, the proposed product extension strengthens Nike's competitive position by incorporating sustainability into high-performance sportswear rather than treating it as a separate product category.
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Price represents the amount people are willing to pay for a product and is a crucial factor in communicating value, quality, and brand positioning (Kotler et al., 2024). Nike EcoFit™'s premium price strategy reflects its use of sustainable materials, innovative production processes, and high-performance features. Although environmentally responsible production frequently raises manufacturing costs, many customers are ready to pay a premium for products that reflect their own beliefs and contribute to environmental sustainability (Ottman, 2017). Premium pricing promotes the idea that Nike EcoFit™ provides greater quality while promoting ethical and sustainable purchasing.
However, price alone is unlikely to impact purchasing decisions. Before making a purchase, consumers consider product quality, durability, and overall value (Jobber and Ellis-Chadwick, 2020). To increase accessibility, Nike may supplement its premium pricing strategy with student discounts, seasonal promotions, and unique advantages through the Nike Membership program. This strategy allows Nike to preserve its premium brand image while increasing consumer acquisition and long-term loyalty. Nike EcoFit™'s price strategy boosts profitability and customer value, enhancing its competitiveness in the sustainable sportswear market (McKinsey and Company, 2024).
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Placement refers to the channels and venues where products are made available to clients, ensuring ease and accessibility (Kotler et al., 2024). Nike EcoFit™ will use an omnichannel distribution approach, integrating real retail outlets with digital platforms to increase market reach and improve consumer experience. Nike's official website, Nike mobile application, select flagship stores, and approved retail partners will all offer the products. This integrated method allows customers to browse, buy, and return products across different channels, resulting in a seamless shopping experience that reflects evolving consumer purchasing habits (Chaffey and Ellis-Chadwick, 2022).
Nike should prioritise ecologically responsible distribution to support their sustainability goals by adopting recyclable packaging, minimising needless packaging materials, and enhancing transportation efficiency. Furthermore, increasing the Nike Refurbished and product recycling programs would encourage customers to return used products for reuse or recycling, thereby supporting Nike's circular economy efforts (Nike, 2025a). According to the Ellen MacArthur Foundation (2023), circular business models assist businesses in reducing waste, increasing product life cycles, and improving long-term environmental performance. An integrated and sustainable distribution strategy would enhance customer convenience and reinforce Nike EcoFit™'s environmental reputation and competitive advantage.
[bookmark: _Toc236076195]Promotion
Promotion is defined as the communication actions intended to inform, persuade, and remind clients about a product while establishing long-term relationships with the target market (Kotler et al., 2024). Nike EcoFit™ would use an integrated marketing communications (IMC) strategy that includes digital advertising, social media marketing, influencer collaborations, public relations, and experiential initiatives. Digital platforms like Instagram, TikTok, YouTube, and the Nike Training Club app would be especially helpful in targeting Generation Z and Millennial consumers, who routinely interact with businesses online. According to Chaffey and Ellis-Chadwick (2022), digital marketing allows businesses to produce tailored information, boost customer engagement, and strengthen brand loyalty via two-way communication.
To increase trust, promotional campaigns should emphasise authentic sustainability messages rather than broad environmental claims. Nike may leverage storytelling, athlete endorsements, and customer-generated content to promote recyclable materials, ethical production processes, and its Move to Zero campaign. According to Keller (2013), regular brand communication boosts brand equity by instilling positive, strong, and distinctive connections in customers' brains. Furthermore, Deloitte (2024) discovered that younger consumers are more willing to support firms with real commitments to sustainability and social responsibility. An integrated promotional plan may boost brand awareness, build consumer trust, and foster long-term customer loyalty for Nike EcoFit™.
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People are an important part of the extended marketing mix since employee and customer interactions have a substantial impact on service quality, customer happiness, and brand perception (Booms and Bitner, 1981). Nike EcoFit™, a product-based brand extension, relies on experienced and trained personnel to communicate sustainability benefits and assist customers in making informed purchasing decisions. Staff should be trained on EcoFit™'s environmental elements, such as recycled materials, ethical sourcing, and Nike's Move to Zero commitment. This will help them confidently answer customer enquiries and build brand trust.

Nike's EcoFit™ collection gains credibility through partnerships with professional athletes, fitness influencers, and sustainability activists. According to Jobber and Ellis-Chadwick (2020), knowledgeable personnel and trustworthy brand advocates help to build stronger consumer relationships and long-term loyalty. Investing in employee training and real brand ambassadors can improve the consumer experience and reinforce Nike EcoFit™'s reputation as a premium and ecologically responsible sportswear brand.
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The procedures and techniques used to efficiently deliver items while providing a positive customer experience are referred to as processes (Booms and Bitner, 1981). Nike EcoFit™ offers a streamlined shopping procedure for both online and physical retail channels. Customers can browse products, place orders, track delivery, and manage returns with ease. Integrating digital services into the Nike website and mobile app would increase convenience by offering tailored recommendations, order updates, and secure payment choices. According to Chaffey and Ellis-Chadwick (2022), efficient digital procedures increase consumer satisfaction by saving work and providing a seamless purchasing trip.

Nike's Nike Refurbished and recycling programs might promote its sustainability goals by incorporating ecologically responsible practices such as recyclable packaging, carbon-conscious delivery alternatives, and product take-back schemes. These programs promote responsible consumption while increasing product lifespans and decreasing waste (Nike, 2025a). Efficient and sustainable operations can boost customer satisfaction, increase operational performance, and reinforce Nike EcoFit™'s environmental responsibilities.
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Physical proof refers to tangible characteristics that shape customers' views of a brand and reinforce its quality and legitimacy (Booms and Bitner, 1981). Nike EcoFit™'s tangible evidence includes product design, sustainable packaging, shop atmosphere, and digital presence. Products would have current designs built from recyclable materials while keeping the Nike brand's premium quality and performance standards. Nike's EcoFit™ collection would benefit from recyclable and minimal packaging with sustainability information, demonstrating their commitment to the environment and boosting consumer confidence.
Nike's flagship shops and online platforms enhance the customer experience with consistent branding, engaging product displays, and clear information on the environmental benefits of EcoFit™ items. According to Kotler et al. (2024), tangible cues assist clients in evaluating product quality and reducing uncertainty throughout the purchasing process. Furthermore, Keller (2013) contends that consistent physical and visual brand features reinforce brand identification and boost client confidence. Physical evidence can strengthen Nike EcoFit™'s premium positioning and demonstrate the company's dedication to sustainability and innovation.
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The 7Ps marketing mix offers a thorough foundation for successfully launching Nike EcoFit™, a sustainable brand extension. Nike can strengthen its competitive position in the sustainable sportswear market by offering high-quality products made from sustainable materials, adopting premium yet value-driven pricing, using omnichannel distribution, implementing integrated promotional activities, and providing excellent customer experiences through effective people, processes, and physical evidence. Overall, the proposed marketing mix is consistent with Nike's brand values and meets the growing need for environmentally responsible products, promoting long-term customer loyalty and sustainable corporate success (Kotler et al., 2024; Keller, 2013).

[bookmark: _Toc236076200]Element 4: Critical reflection
This portfolio allowed me to use marketing ideas to create Nike EcoFit™, a projected sustainable brand extension. Using Gibbs' Reflective Cycle (1988), I reflected on the knowledge and skills acquired during this endeavour. During the portfolio's planning and development, I examined market segmentation, targeting, distinctiveness, positioning, and the 7Ps marketing mix to ensure that the planned brand extension was consistent with Nike's sustainability goals and customer expectations. This technique increased my understanding of how marketing theories may be applied to real-world business problems rather than just being explained theoretically (Kotler et al., 2024). I also understood how important it was to back up marketing judgements with academic material and respected industry sources.
Following my poster presentation, my lecturer stated that the marketing concept and poster content were reasonable and suitable for submission. However, I was told that my presentation grew repetitious in several parts and might have been delivered more systematically. Reflecting on these comments, I concluded that, while I knew the subject, I depended too much on repeating identical arguments rather than presenting my ideas more clearly and coherently. Gibbs (1988) believes that constructive feedback is crucial for lifelong learning and professional development.
This experience has enhanced my confidence in formulating long-term marketing plans and applying academic concepts to real-world commercial settings. In future presentations, I plan to spend more time practicing, refining the flow of my delivery, and decreasing repetition to better explain my views. Overall, this project improved both my marketing knowledge and presenting skills, preparing me for future academic and professional work that requires clear communication and strategic thinking (Kolb, 1984).
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Nike ECOFitTM aims to offer high-performance athletic goods that blend
sustainability, comfort, and quality. Customers who care about the
One of the top sportswear companies in environment would be drawn to this brand expansion, especially younger

generations who are more drawn to companies that exhibit social and
environmental responsibility. Kotler et al. (2024) claim that consumers are
actively looking for products that reflect their beliefs and are growing more
conscious of sustainability challenges.

the world, Nike is renowned for its
inventiveness and widespread impact.
Eco-friendly items are becoming more
popular as consumer desire for
sustainable fashion rises. In order to meet
evolving consumer expectations and
lessen its impact on the environment, Nike
ECOFitTM may launch athletic apparel and
footwear made of organic and recycled
materials (Armstrong and Kotler, 2023).

Alig

By encouraging the use of recycled materials, cutting waste, and
supporting ethical production methods, Nike ECOFitTM supports
sustainability objectives. Additionally, sustainable innovation can improve
long-term business performance and give businesses a competitive edge
(Armstrong and Kotler, 2023). Nike can improve its market position, attract
investors, and help create a more sustainable future by introducing Nike
EcoFitTM.





