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 Segmentation
Market segmentation helps organisations break up heterogeneous markets into small groups with similar attributes so that marketing strategies can be more effective (Kotler et al., 2024). In case of the proposed brand extension, Nike Loop+, the segmentation done is using geographic, demographic, psychographic and behavioural variables.
The geographical segmentation targets urban and urban markets that are environmentally conscious, digital and have access to Nike retail stores (Gan, 2023). 
Demographic segmentation is aimed at men and women aged 18 to 40 years old having medium and high levels of disposable incomes. This demographic consists of university students, young professionals from fitness fans, who buy athletic shoes regularly and are used to digital services based on subscriptions.
The psychographic segmentation will focus on environmentally aware consumers with interests in innovation, health and responsible consumption. These consumers are vocal advocates of those brands that exhibit high environmental, social and governance (ESG) engagements and ready to spend a higher price on environmentally sustainable services and products.
Behavioural segmentation is focused on the things like those who run, go to the gym and are loyal customers of Nike products, because they need to replace the sports footwear every now and then because of performance. This segment has a high level of brand loyalty, buy behaviour and rapidly growing preference towards digital experience via mobile applications and reward programs.
In general, in this segmentation strategy, consumers with lifestyle, purchasing behaviour and values that are highly dependent on the circular business model of Nike Loop+ are identified.
Targeting
Nike Loop+ uses a differentiated targeting approach, with the focus being on environmentally aware, digitally enabled consumers since they are active in the physical activities they do on a regular basis (KARPENKO et al., 2025).
The target market is the Generation Z and Millennials (18 40 years) in the urban regions. Studies show that these generations are slightly more inclined to consider sustainability as well as make purchasing decisions when also expecting convenience, being digital and personalised. The usage of mobile applications is already high among the current customers of Nike, which is why the implementation of AI-based shoe lifecycle monitoring and subscription can fit perfectly into the current consumer behaviour.
The target market segment includes organisations like universities, corporate wellness programmes and sports clubs that engage in seeking sustainable procurement solutions and increase environmental responsibility (Paschalidou et al., 2023).
By serving both individual consumers and institutional customers, Nike Loop+ expands the base of revenue and enhances the relationships with customers in the long term (Goldsmith, 2024).
 Differentiation
Differentiation involves developing high customer value through developing distinctive features that are not easy to copy by the competitors. A balance between sustainability, technology and customer experience will enable Nike Loop+ to differentiate itself.
Nike Loop+, in contrast to the traditional footwear brands, which are more preoccupied with selling goods, introduces a circular product-service ecosystem. The customers either subscribe or buy high-quality running shoes, collect worn footwear by passing through convenient collection points and earn discounts or loyalty benefits in future buying. Shoes sent back are refurbished or utilized to create sports surfaces and community infrastructure, lessening trash landfill (Kristen, 2023).
As well, AI is also being implemented into the Nike App that offers personalised shoe life tracking, use tracking, and replacements (Dwyer, 2025). Such amalgamation of circular economy, digital innovation and repeated, customer interaction forms a unique value chain that competitors with a traditional footwear chain can hardly replicate.
In turn, Nike Loop+ will enhance the competitive edge of Nike and enhance its sustainability leadership due to the paradigm of Move to Zero that is already in use (Diandra and Aprilianty, 2024).
 Positioning
Nike Loop+ is being offered as an exclusive sustainable footwear system that offers both athletic performance and environmental sustainability (Poddar, 2025). Instead of focusing on competing based on the quality of the product, the brand extension puts a more focus on the long-term customer value based on convenience, innovation and responsible consumption.
Positioning Statement
The Nike Loop+ offers a new circular subscription-based system to Amazon’s environmentally conscious and active customers who want to consider combination products with high-performance footwear, AI-driven lifecycle management, and footwear recycling. Compared to the traditional sportswear brands, Nike Loop+ allows the customers to become sportswear users with the possibility of enhancing their athletic performance and, at the same time, moderate effects on the environment.
This stance helps to sustain the well-established brand image of Nike and expand it to a fast-growing sustainable services market. Enhancing brand equity and leveraging it with the principles of circular economy and digital innovation, Nike Loop+ generates a significant difference that attracts customers, investors and other stakeholders interested in a sustainable business solution.
[bookmark: _Toc236728228]Table 1: STDP Analysis for Nike Loop+
	Segmentation
	Targeting
	Differentiation
	Positioning

	Geographic: Urban markets
	Gen Z & Millennials (18–40)
	Circular subscription model
	Premium sustainable footwear ecosystem

	Demographic: Medium–high income
	Fitness enthusiasts
	AI shoe lifecycle tracking
	Performance + Sustainability

	Psychographic: Eco-conscious consumers
	Digital-first consumers
	Rewards for shoe returns
	Circular economy leadership

	Behavioural: Frequent runners
	Loyal Nike users
	Recycling & refurbishment
	Innovation through Move to Zero
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 Product
Nike loop+ is not a standard product, but a subscription-based, circular footwear ecosystem, which is its main product (Hong, 2024). Customers are offered high-quality running shoes made out of recycled and sustainable materials in addition to having access to AI-based lifecycle management via the Nike App. After the shoes become worn out, customers will be able to take them to the Nike stores or collection points to dispose of the redundant shoe parts or recycled and refurbished.
This strategy helps to spread product responsibility even beyond the time it gets sold and also demonstrates the concepts of the circular economy of ensuring that material remains in use as long as possible. The service also contributes to the already existing Move to Zero initiative of Nike to waste less of the footwear and stimulate the responsible usage (Soltanisehat and Jestratijevic, 2026). 
[image: ]
[bookmark: _Toc236728224]Figure 2: Nike's 'Closing the Loop' Circular Business Model
Source: (SocialTargeter, 2023)
The figure 2 shows the Nike Nike Closing the Loop framework showing the integration of product design, manufacturing, retail, recovery and recycling into a closed loop. Nike Loop+ is an expansion of the current strategy, where a subscription-based shoe return programme enables consumers to play a more active role in product experience by offering an opportunity to recycle products and reuse their materials, ensuring the achievement of the goals Nike set in the circular economy.
Price
Nike Loop+ supposes the value-based pricing strategy and subscription concepts (Liu, Wang and Liu, 2025). The service cannot afford low prices, instead the convenience, sustainability and digital innovation make the service worth a premium.
The customer can decide to make a single purchase with a post purchase bonus or have subscriptions that will be delivered monthly that includes a pair of replaced shoes and member exclusive bonuses. Reusing used shoes can offer customers loyalty programs or discounts to purchase again, which helps to retain the customer and minimize the waste during disposal (Seo and Jin, 2024).
Whereas concerns the pricing; the high cost can scare off some consumers, the demand of sustainable products is on the increase implying that environmentally conscious consumers can pay higher prices to brands that prove to have actual commitment towards sustainability purposes. This pricing mechanism thus contributes to long-term profitability and the sustainability of the high-end market in terms of positioning Nike (Çelikbilek, 2026).
Place
Nike Loop+ adheres to the omnichannel distribution model which combines the online platforms with offline retail outlets (Smith, 2024). The Nike mobile application and the official site allow customers to subscribe, track shoe performance and plan returns, and the real-life Nike stores would be used as collection and customer service centres.
Authorised sports retailers and special recycling drop-off sites can also be taken into consideration as part of the return network to make it more accessible. This combined distribution network minimizes customer effort, enhances the relationship between Nike and its consumers by connecting on multiple touchpoints.
 Promotion
A comprehensive marketing communications strategy focused on sustainability, innovation and community participation is used in Nike Loop+.
The marketing of the system on a social media platform like Instagram, Tik Tok and YouTube will reflect the environmental impact of reusing the old footwear and reveal how old shoes become recycled sports surfaces through a full circle. Nike athletes and sustainability ambassadors will also contribute to the credibility of campaigns by giving real experiences with the service (Opelík et al., 2025).
The Nike App will have personalised notifications, sustainability progress dashboards and loyalty rewards that will promote repeat engagement. Public relations campaigns facilitating Nike involvement in reducing wastes and responsible production will support the corporate image besides making investors confident.
Communication is geared not towards product promotion but towards persuading behaviour change towards responsible consumption, developing a more emotional bond amongst the environmentally responsible consumers.
People
The employees will be critical in providing the Nike Loop+ experience. Customer service representatives and sustainability specialists and the retail staff need to get necessary training to be able to describe the subscription model, the process of recycling and good effects on the environment to the customer in a clear manner.
The sustainability values of Nike should also be evidenced by the employees in their regular communication with the customers, which would enhance the trust and brand equity (Adewole, 2024). Moreover, the cooperation with recycling partners, logistics providers and environmental organisations will help to provide high-efficiency in the implementation of the circular business model.
 Process
TQM processes of service are the essence of the success of subscription-based business models (Lindström, Vishkaei and Giovanni, 2023). Nike Loop+ streamlines the customer experience by providing an uninterrupted online experience.
Consumers place orders via the Nike App, have shoes shipped, track product activity via AI-driven analytics and they get reminders that they need to change shoes automatically. Used shoes are gathered, remanufactured or recycled back into production or reinvested in community-based projects.
This has been a transparent process that minimizes customer uncertainty and gives clear-cut indications that returns on products are used directly towards sustainability decisions. Digital communication also improves customer interactions on a long-term basis and not just on a single purchase of the product.
 Physical Evidence
Even though Nike Loop+ focuses on being a digital service, physical evidences play a significant role in developing customer confidence. The use of visible sourced recycled materials to create sustainable packaging topped with environmental commitment into the brand serves as a continuation of the initial customer interaction.
Specific recycling points in Nike stores, virtual sustainability certificates, return receipts and personalised environmental impact reports obtained in the Nike App act as concrete evidence of involvement in the circular programme. Displayed in stores with materials that show products that have been recycled and sporting amenities in the community made by the use of recycled footwear materials further confirm the reality of the Nike sustainability efforts (Nike, 2022).
The presence of these tangible signals enhances the customer trust and also helps distinguish between Nike Loop+ and other brands which are focused on sustainability only without tangible effect.
Summary
This 7Ps marketing mix will prove how Nike Loop+ can incorporate sustainability into all its marketing strategies. As opposed to the view of sustainability as a marketing strategy, the proposed brand extension will ensure environmental responsibility pervades product design, pricing, distribution, communication and customer experience. This holistic strategy enhances the competitive edge of Nike, as well as the long-term growth of the business, based on principles of the circular economy and innovation.
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This project was also an opportunity to put marketing theories into a practical regulation of creating a sustainable brand extension of Nike. By applying the principles of brand development, STDP analysis, and the 7Ps marketing mix, I was able to see how sustainability can be considered in strategic marketing decisions and contribute to the overall business growth. 
The lessons in this assignment that I found very useful were the researches that have depicted the rising significance of sustainability in consumer behaviour. Learning about the concept of the circular economy, responsible consumption and environmental, social and governance (ESG) practices made me realize the benefit of sustainable marketing in enhancing brand equity as well as satisfying the evolving customer demands.
My strategic and analytical thinking ability was developed through the development of the STDP analysis. Instead of choosing a wide list of customers, I now understood that it is crucial to find a particular market segment according to such factors as demographic, geographic, psychographic and behavioural factors. Also, the use of the 7Ps marketing mix demonstrated the importance of how all marketing choices should be in line with the ultimate marketing strategies of a brand extension and not as an independent entity.
The poster presentation was also prepared and hence enhanced my communication and presentation skills. One of the issues was to provide a complicated marketing strategy on the basis of a limited time and to remain clear and engaging. A lot of planning on the poster done with selection of images, minimal wording, logical layout so that the intended message of increasing the brand would best get across. Giving the presentation made me more confident in presenting strategic concepts and answering the possible questions of the audience.
I am happy with the final result, however, there are aspects that could be improved. With additional time, I would reinforce the proposal by including primary research, which could be customer surveys or interviews, to substantiate the consumer demand to a circular footwear subscription service. There would also be a more thorough financial feasibility analysis to determine the cost of implementation, the cost of subscription and long-term profitability. 
In general, this evaluation has contributed to my knowledge of sustainable marketing, brand evolution and making decisions. More to the point, it has enabled me to be more critical of marketing opportunities, how I can apply theoretical frameworks to real life business scenarios and how to deliver the strategic advice in a professional manner. Such competencies will prove useful in my future job, with organisations putting more and more demands on marketers to strike a balance between commercial goals and sustainability and social responsibility.
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