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Figure 1: Poster 
(Source: Canva) 
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[bookmark: _6vvwcaxqqyfh][bookmark: _Toc236229275]2.1 Market Segmentation
Nike Renew+ is part of the ever-growing sportswear sector for people who want to be more eco-friendly and are willing to look at the environmental impact of their choices, as well as quality. Instead of going for a mass market, Nike could leverage a multi-dimensional segmentation approach to reach out to customers who are most willing to participate in a circular economy.
Geographically, Nike Renew+ needs to first target urban markets in North America, Western Europe, Japan, South Korea, and Australia, where there is relatively high sustainability awareness, digital infrastructure, and take-back programs. There is also more regulatory support for CE policies in these areas, such as the Extended Producer Responsibility (EPR) policies that incentivise manufacturers to minimise post-consumer waste (Tumu et al., 2023). 
Demographically, the extension is aimed at a target group of consumers aged 18-40, with a medium to high disposable income and actively interested in sportswear and lifestyle clothing (Vizologi, 2025). This segment is the main target for Nike, and they are more likely to pay higher prices for products that provide both functional and environmental benefits. 
Psychographically, Nike Renew+ targets environmentally conscious individuals who appreciate innovation, well-being and responsible buying. Rather than being merely the best brand, these consumers want to buy brands they feel match their own identities and moral values. Sustainability is now a critical factor in brand preference, as more and more people are driven by purpose when it comes to consumption (Nike Inc, 2026). 
Behaviourally, the extension targets highly engaged Nike customers, such as Nike Membership members, regular runners, those interested in fitness and those who are already engaging in resale or recycling behaviours. These are the kinds of people seeking long-term value, who are more likely to opt in for repair, refurbishment and trade-in services, and are highly brand loyal. 
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Figure 2: Innovation and Sustainability by Nike
(Source: Nike Inc, 2026)
[bookmark: _5wds77w8worr][bookmark: _Toc236229276]2.2 Target Market
Nike Renew+ should be targeted differently in order to target urban consumers of Generation Z and Millennials (18-40 years) who are already active in sport or any other kind of fitness activity and also highly sensitive to the environment. 
This is one of the strategic decisions of the target market due to the alteration of consumer behaviour. It is repeatedly demonstrated that younger audiences are ready to pay a higher price for products that are clearly environmentally responsible, provided that sustainability is integrated into the overall experience, product design and not only the message. Furthermore, they are highly tied to the digital world, and as a result, these consumers are the perfect customers for Nike Digital Product Passport, a mobile application, repairs and rewards programme booking system (BSL, 2025).
[bookmark: _kansb1tzw37o][bookmark: _Toc236229277]2.3 Differentiation Strategy
The green competitive sportswear market is still highly dependent on incremental product innovations, with many players having made substantial investments in sustainable materials. Thus, unlike other competitors of Nike, Nike Renew+ is not just a single environmentally friendly product but a whole circular economy.
Nike Renew+ is not the only brand to consider sustainability this year; unlike its competitors, who are worried about recycled materials (Adidas) or carbon reduction and responsible sourcing (Puma), Nike has included repair services, refurbishment, trade-in programmes, digital lifecycle tracking and customer rewards in a single platform (Voronoi, 2025). Moreover, Digital Product Passports are instrumental in enhancing transparency, as people could follow the history of the product as well as its environmental impact, maintenance records of the product and potential recycling opportunities throughout its lifetime. 
Membership is another factor that adds to the differentiation of Nike Renew+ since, through it, the company is establishing a continuous interaction with the customer even after the first purchase. 
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Figure 3: Nike’s market capitalisation vs. its competitors 
(Source: Voronoi, 2025)
[bookmark: _wixj9pvdgp5a][bookmark: _Toc236229278]2.4 Positioning Strategy
The image of Nike Renew+ should be that of a premium, circular sportswear which can provide people with the best possible sporting performance, but does a minimum amount of harm to the environment. Positioning is a combination of social value, emotional and functional value. Functionally, the consumers are being provided with durable products, professional repair, refurbishment, as well as digital lifecycle management (Jorgensen, R. and Scarso, 2023). Emotionally, as a Renew+ participant, the consumer can feel good because they are green and look and sound their best. At a broader societal level, beyond the personal, the extension is aimed at minimising waste, enhancing resource efficiency, and minimising carbon emissions, thus aligning with the Nike corporate purpose in real-world environmental consequences.
Notably, this stance aligns with Nike's current "Move to Zero" initiative and addresses growing stakeholder demands related to Environmental, Social and Governance (ESG) results. Nike Renew+ does not exist as a marketing message but, rather, as a part of the brand experience. 
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Figure 4: Nike’s current "Move to Zero" strategy 
(Source: Nike Inc, 2025)
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[bookmark: _jc4w7btv1a8e][bookmark: _Toc236229280]3.1 Product
In order to make Nike Renew+ a success, Nike has to change its traditional approach to footwear and create a Product-Service-System (PSS) that will provide value not just in ownership, but in the management of the product through its lifecycle (Dober et al., 2023). The Nike Renew+ is not a traditional product extension, designed to get customers to buy again, but rather a circular ecosystem designed to include repairing, refurbishing, trading in, recycling, and digital lifecycle management. This tackles one of the biggest sustainability issues for the sportswear sector: Footwear waste. The global footwear sector generates an estimated 24 billion shoes each year, most of which end up in landfill as footwear materials are hard to separate and recycle (Statista, 2025). 
Nike's actual offering is high-quality athletic shoes, but the additional product is an array of services focused on sustainability. Each pair signed up to Nike Renew+ would come with a Digital Product Passport (DPP), which can be accessed through a QR code on the shoe itself. The passport tracks product content, repair history, refurbishment status, estimated carbon footprint and how to recycle the material at the product end of life. Besides transparency, DPPs respond to the developing regulatory trend within global markets, where the European Union Ecodesign: Sustainable Products Regulation promotes information about products digital in nature that enhances circularity (Götz et al., 2022). 
It also features the Trade-In and Rewards Programme as another distinguishing feature. Customers receive Renew Points as a reward whenever they send used Nike shoes to get repaired, refurbished or to buy a new one later. The incentive system not only makes individuals consider twice before discarding products, but also enhances retention of customers. Notably, the programme promotes the transformation of the linear consumption behaviour (buy-use-dispose) to ongoing consumption of the brand, which increases the customer lifetime value but does not require the necessity to develop additional volumes.
Nike Renew+ will fit strategically within the corporate sustainability effort of Move to Zero that Nike has undertaken, to reduce carbon, waste, and hasten the pace of circular innovation. The extension consequently builds on the existing brand equity and is not perceived as a stand-alone sustainability project. Nike does not market sustainability as a distinct product attribute, but incorporates environmental responsibility throughout the product lifecycle, thereby motivating a more powerful and believable value proposition.
[bookmark: _py2z21r60pyx][bookmark: _Toc236229281]3.2 Price
Nike Renew+ need not be competitive in terms of lower prices but a value-based pricing strategy with a tiered membership model. Sustainable products have made people perceive the products based on their environmental and functional advantages, and not solely on their cost, particularly in the high-end sportswear category. This programme can be a no-cost basic membership and a premium membership that provides free repairs, reduced refurbishment, priority services and product exclusivity. Critically, incentives for repair and rewards for trading in lower the replacement cost for consumers and make sustainability more economically desirable than paying more for a replacement (Nasscom Community, 2022). While circular infrastructure investments are significant, the long-term savings from material recovery, reverse logistics and the retention of customers have the potential to enhance profitability and to support Nike's premium brand position.
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Figure 5: Right to Repair- a new era in sustainability 
(Source: Nasscom Community, 2022)
[bookmark: _4no5i2vzkwta][bookmark: _Toc236229282]3.3 Place
The distribution approach involves not only the traditional retail approach, but also omnichannel and reverse logistics. Nike Renew+ would be sold within Nike stores, the Nike App, eCommerce platforms and authorised repair centres so that customers can purchase, register, repair, return and/or recycle Nike Renew+ through any of its diverse touchpoints. The retail stores are made circular service centres, not transactional stores, making it convenient for the customer and able to manage the lifecycle of the products. Digital integration gives consumers the opportunity to book refurbishment, monitor the refurbishment activity, as well as get Digital Product Passports all in the same place (Götz et al., 2022). This combined distribution system will guarantee the comfort of joining and increasing customer interaction. Moreover, Nike has an already established global supply chain which minimises the risks of implementation and leads to higher operational performance as compared to the creation of a completely newly designed supply chain.
[bookmark: _9z7sfjbg5p4o][bookmark: _Toc236229283]3.4 Promotion
[bookmark: _f06zs0haq7u][bookmark: _Toc236229284]Promotion must emphasise the sustainability storytelling element of the message, rather than traditional product promotion. Consumers are becoming more sceptical of environmental claims that cannot be verified with quantifiable metrics, and Nike will need to disclose quantifiable outcomes, such as the quantity of footwear items repaired, the amount of material recovered and the amount of carbon emissions avoided. Integrated marketing communication should involve social media campaigns, athlete ambassadors, fitness influencers, user-generated content and digital engagement via the Nike App. Providing a reward after participation as opposed to after increased consumption can assist in maintaining the behavioural change in the "Wear More. Waste Less. Repair success stories and community challenges, as well as interactive sustainability dashboards, also increase credibility and customer engagement (Matthews et al., 2024).
3.5 People
Employees can be especially significant in an ever-digitised world, where the quality of service directly influences the level of customer confidence in circular business models at Nike. To reach the goals of communicating the sustainability benefits and the work of the programme to the retail staff, repair technicians, customer service staff, and digital support personnel, Nike would need to invest in specialised training to ensure that there is a consistent method they use to communicate the benefits. The employees are also given authority to be sustainability ambassadors to train customers on how to repair, take care of their products and dispose of these products responsibly. Cooperation with qualified repair specialists and recycling partners for maintaining product quality in the circular economy is also important.
[bookmark: _vkr8rovq6zfv][bookmark: _Toc236229285]3.6 Process
Nike Renew+ should have a transparent and efficient service process in order to ensure a maximum number of customers are involved. After buying the shoe, consumers can then register their shoe in the Nike App and therefore on the Digital Product Passport. Reminders are issued on maintenance throughout the entire customer lifetime, and the customer can make a repair appointment, a trade-in appointment and monitor the refurbishment process via the internet. Retrieved footwear is checked and then repaired, refurbished (sold again) or dismantled to recover the material or dismantled to recycle responsibly depending on the quality of the footwear. Throughout this, customers are kept informed and updated with updates, environmental impact metrics, and loyalty rewards. Digitised and standardised processes make it easier and improve the level of complexity in operations and customer experience, notwithstanding the geographic market. In this respect, the idea of reverse logistics is a valuable instrument since it is not just a waste management procedure but a value-creating business process which can be employed to enhance operations and achieve a sustainable level (Narvar, 2026).
[image: ]
Figure 6: Reverse Logistics 
(Source: Narvar, 2026)
[bookmark: _o1s5zdh0554g][bookmark: _Toc236229286]3.7 Physical Evidence
Physical evidence enhances Nike Renew+ credibility, as there is a show of sustainability throughout the customer journey. Retail stores should offer Renew+ service areas, repair facilities, displays of recycled materials, and interactive kiosks in which the life cycles of the products are displayed. What is needed is for the refurbished product to be certified with quality labels and verification via the Digital Product Passport so that consumers can be assured that the repaired shoes meet Nike's standards of performance. The use of recycled and recyclable materials in the form of a sustainable pack further promotes environmental consistency. On the digital platform, sustainability dashboards display the amount of carbon saved, repair history and rewards earned, providing customers with tangible evidence of the effects they have on the environment.
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[bookmark: _e2uj9cqqr7jp][bookmark: _Toc236229288]4.1 Developing the Sustainable Brand Extension
The project Nike Renew+ helped me to understand sustainability marketing and strategic brand management a great deal. Initially, I had been preoccupied with brand extensions as a strategy of diversifying product lines; but this project made me realise that successful brand building could be environmentally and socially positive and could assist businesses in the long-term. The different needs of consumers, sustainability challenges and the competitive market were some of the areas that I needed to consider in order to develop a circular business model. This experience proved to Kotler et al. that the marketing concept is not only about fulfilling the needs of the customers but about generating value for all stakeholders (Awa et al., 2024). The theoretical concepts, such as STDP and 7Ps, were also evaluated on a real-life organisation, which helped me to develop my abilities in using theory and practice in my marketing.
[bookmark: _kp3wbd9o1v3e][bookmark: _Toc236229289]4.2 Preparing and Delivering Poster Presentation
Designing the poster was a challenge so that it could be possible to bring forth difficult strategic ideas that could be delivered in a brief and catchy way. It was not to use a lot of written content, but to use the most appropriate and persuasive messages to appeal to investors and customers. The process allowed me to reduce marketing concepts, without losing the analytical edge, to simpler ones. A few of these studies indicate that a good visual presentation is an important aspect to enhance interest and recall of the message, which I realised required a balance between a compelling visual design and short spoken descriptions when delivering the presentation (Liu, 2025).
[bookmark: _v4l2ermm4pc0][bookmark: _Toc236229290]4.3 Skills, Knowledge and Professional Development
Acquired analytical knowledge based on evidence-based decision-making within the framework of market trends, consumer behaviour and sustainability concerns. Furthermore, I developed more valuable research skills since I could make sense of a range of academic materials, corporate sustainability reports, and corporate data to support strategic recommendations. Another aspect that was not lesser was creativity; the task was to get a creative brand extension that was not unattainable, like Nike Renew+. 
[bookmark: _8h9yhr6ap88o][bookmark: _Toc236229291]4.4 Future Development
In future assignments, I would take up bettering my ability to use advanced methodologies of research in the market, like primary consumer research, to buttress the strategic recommendations with consumer evidence. I would also continue to practice my presentation abilities in regard to addressing the audience, narrating, as well as adjusting the data visualisation procedures in order to communicate more complicated information. Reflecting back on the whole experience, it has been a confirmation of the need to apply creativity to critical analysis and sustainability thinking in the creation of innovative marketing strategies, but also confidence in the use of these attributes in my academic and professional environment. 
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