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Executive summary
Marketing management and branding hold huge commercial value in business in recent times, catering to extensive changes and enlarging corporate vision at a global level. Nike business services and competitive marketing has been evaluated in recent research signifying competitive evolvement in terms of the best innovation. 
Nike is one of the best sports wear brands, having an international market with a wide strong market niche and diverse consumer services globally. The recent research has signified Nike's business productive services, enlarging successive changes in the evolvement of business models inclusion for gaining strengthened diversification. The study has presented the core factor value of AI and IOT integrated marketing domains expansion, for leading diversified channels rise in business. 
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[bookmark: _Toc140362067]Introduction
Marketing management plays a crucial role in company business determination, generating market revenue, and creating proficient goodwill integrated brand as a customer base. Marketing strategies ensure companies expanding business changes vitally expand, reputation and improvising customer goodwill.  Nike is one of the best American athletic footwear corporations having the best range of athletic shoes, apparel, and revenue of around US$46 billion in the year 2022. 
The recent report is based on Nike's marketing strategies, evaluation of internal and external diverse vision, and marketing operational growth. It will further discuss on channels of marketing standards of Nike, and integrate a long-term vision for successive transformation into a competitive global level. The recent research will cater to new marketing innovative strategies, focus on marketing models, and new business-integrated technical expertise for gaining larger fundamental goodwill targets.
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[bookmark: _Toc140362069]Concept and importance of marketing
Digital marketing is productively growing as Nike's one of the competitive strength for developing the best target market oriented strategies functionally, Digital marketing is analysed under online marketing, social media marketing on platforms such as Youtube, Facebook and many more (Agacayaklar et al., 2022). Another integral strategy is mobile marketing, connecting through Omni channel strategies and gaining extended growth in consumers’ services proficiently.
· Nike focuses on best digital marketing focusing on consumer-oriented services, for the best range of sports products.  The brand has been successful in global endorsement in various domains; practically gaining functional changes vitally evolving in the sports competitive industry (Yanthan, 2023). 
· Nike has a differentiated marketing strategy, the following target several specific customer segments bringing give competitive advantage with its expensive growth services functionally.
· The marketing of products is done with a differentiated product strategy, strong branding, and design innovation competitively (Charfeddine. and Zaouali, 2022). Nike is also optimally advanced, in best differentiated marketing strategies and delivering high marketing commercial expertise.
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Figure 1: Nike, 2022
(Source: Nike, 2022)
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Micro marketing environment analysis
 The Micro marketing environment of Nike will be analysed by focusing on SWOT model factors, and identifying major corporate internal standards.
Swot model
	Swot factors
	Analysis

	Strengths
	Nike has strong brand value, being one of the most popular brands having a net value of GBP50.2 billion. Iconic partnerships and global endorsements with famous sportspeople have made Nike one of the best brands globally.

	Weaknesses
	 The weakness is controversial campaigns, conflicting marketing strategies, and poor labor conditions growing as one of the major weaknesses of Nike.

	Opportunities
	 Nike has been competitively advanced in developing game-changing innovations, and mergers with met averse. Exploring digital shoe promotions and acquisition from new opportunities, for gaining extended changes fundamentally (Swaminathan et al., 2022).

	Threats 
	 There is also threat of higher competition in the global sports business globally, with new brands coming in and pressure due to marketing budget. The impact of brand reputation is also getting hampered, as sales and prestige of Nike are harmed by products.


Therefore, SWOT factors have presented a major focus on commercial aspects in internal business goals within Nike and developing new standards fundamentally. Nike prioritizes focus on transparency and accountability, for improvised brand image and new diverse inclusive working practices (Sjöbom et al., 2022). Working areas of innovative partnerships, expansion in developing new economies, and brand reputation need to be evolved further.
Macro environment analysis 
The macro-environment within the industry is catered with a wide focus on major elements, such as industry-oriented dimensions which are relevantly growing in a competitive industry.  The porter five forces model will identify the core focus on analysis, evolve on specific technical strengths and lead successive changes. 
Porter's five forces model
	Porter's five forces factors
	Analysis

	 The threat of substitute (Low)
	Nike marketing expenses are around 4 billion a year, being one of the huge competitive factors for industry growth (Yan et al., 2022). There is no threat from substitutes, due to wide global reach and higher consumer goodwill. 

	 Bargaining power of buyers (Medium)
	 The brand has a giant range of sports accessories;  however, with competition from new companies growing in the industry, Nike needs to revamp innovation. 

	 Bargaining power of suppliers (low)
	    Nike has a low threat due to global own supply chain standards, and highly advanced innovative logistics commercially.

	 Competitive rivalry (high)
	 The brand has highly aggressive competitors in the sports sector, from long-growing business dimensions and larger demands among consumers (Swaminathan et al., 2022).

	Threats of new entrants (Medium)
	Nike has a medium threat from new entrants, as competition is widely growing within the sports sector for enlarged changes in an evident manner. The brand however has strong optimum scope and higher efficient change to be evolved in business integration functionally.


Analysis of Porter forces has specified a major focus on core elements regarding growing functional Nike competitive business specifically, for leading diverse untapped changes commercially. Nike should utilize dominant market and logistics for sports industry growth, a new emphasis on equality and competitive brand commitment. 
Pestle analysis
	 Pestle factors
	Analysis

	 Political factors
	 Stable international positioning bringing political strength

	  Economic factors
	 Strong economic outreach, as high capital strength, is there 

	  Social factors
	 High social favorable factors, impact working competencies functionally.

	 Technological factors
	 Best technologies used in products and marketing

	 Environmental factors
	 High focus on CSR standards and new community involvement  in  Nike community engagement,  for larger diversified commercial growth  
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Market segmentation: Nike uses psychographic segmentation for focusing on customers’ activities, new personality’s enrichment lifestyles, and overall interests progressively. The brand focuses on engaging in sports, and people who are passionate about sports, and makes products with premium quality and innovation (Singh et al., 2022). Implementation of psychographic segmentation plays a major role in gaining the best determination enhanced in a specific manner. 
Targeting: Nike focuses on differentiated targeting in its marketing standards, based on people with higher target socio-economic groups and best qualities. The brand is also a competitive sports enthusiast, heading on active and healthy lifestyle practices. Through differentiated marketing, Nike aims to connect varied aspects, based on consumers’ preferences, and enlarge wider goodwill.
Positioning: Nike has the best product positioning used in business, catering to positioning itself as a competitive sportswear brand (Shankar et al., 2022). It provides highly innovative and premium products, as an industry is competitively growing globally. With a strong product positioning element, Nike has higher competitive business proficiently in a progressive manner. Nike by catering towards best product positioning in its top quality products and services within global and functional dimensions aims to enlarge corporate change exclusively. 
Marketing mix
The marketing mix elements have a core focus on bringing wider diverse expertise, for specific expertise in determined change expansion.
· Price: A premium price marketing strategy is used to target niche customers, having the best quality sportswear products in business competitively (Shahabadi et al., 2023). The premium price marketing strategy fundamentally caters to gaining extended growth in consumer business; enlarge new avenues within global dimensions rapidly. 
· Product: Nike products are highly competitive to get extended changes, with enlarged business commercial standards and new diverse mechanisms specifically.  Nike products in sportswear are comfortable, highly fashionable, and competitively expanded in the business world functionally.
· Place: Nike has strong digital as well as offline place factors, enlarging new commercial-specific targets. The place factor enlarged corporate new productive strengths, delivering commercial competitive strengths within business diverse domains. The new place factor holds a highly specific role to connect on wider diversified business growth expertise functionally (Saura et al., 2023).
· Promotions: Online market presence is crucial element, with varied brand endorsements and social media promotions Nike has successfully led this factor (Mancuso et al., 2023). For future commercial opportunities, Nike aims to explore AI and IOT integrated promotions and digital businesses for gaining consumer confidence.
Therefore, marketing mix 4 PS evolves major inclusion of diversified new principles and gains functional growth for diverse dynamic expertise within a longer period.
Product life cycle model
The inclusion of product life cycle model stages such as introduction, growth, maturity, and decline hold a high commercial focus for gaining enlarges diverse importance (Rather et al., 2022).  The maturity stage is competitively focused at Nike to enlarge rapid growth period and attain the best competitive consumers goodwill. By focusing on stages of the product life cycle mode, marketing goals can be enlarged with a wider vision and higher innovation. Nike product cycle stages have high relevance and essential strengths, for gaining the best commercial synergies in an evident manner progressively. 
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The selection of media is highly correlated to customer brand equity model strengths, identifying major commercial operations and growth in terms of specific vital development of marketing services (NALBANT and AYDIN, 2023). The Kellers customer-based brand equity model will enable the identification of new parameters and lead to changes in recent media expertise.
Kellers customer-based brand equity model
Resonance	
Nike products and services have high consumer resonance, which creates major determination in a specific manner. The resonance factor further holds a huge role, to deliver the best brand services in an optimized manner (Keller’s Customer-Based Brand Equity model, 2023).
Brand response	
 The brand response towards Nile new marketing strategies holds huge commercial importance for gaining the best targets and enlarging new business untapped marketing standards fundamentally.
Brand meaning
	Nike brand equity is enhanced with a wider range of brand competencies, larger successive vital commercial enhanced growth with the best brand-oriented services (Michel et al., 2022).
Brand Identity
	 Nike through the selection of digital media platforms, new competitive technical strengths, and enlarged vision of digital competencies can connect with its targeted consumers.

Therefore, the Kellers customer brand equity model has identified major evolvement in terms of optimized digital marketing standards with new channels on digital platforms functionally.
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Nike uses the SERVQUAL model for devising integration of gap perception, the brand believes in delivering customers and perception in the mind of customers actively.  The dimensions of the SERVQUAL model focus on strengthening customer integrity and services diversely, bringing brand-competent change. Analysis of factors can be factored as below:
· Reliability: Nike services are highly reliable with the best quality sports products, and faster integration of customer services through online and offline networks (Mehralian and Khazaee, 2022).
· Responsiveness: The brand is also highly responsive to its CSR standards, by creating the best sustainable services and productive higher efficient quality operations.
· Empathy: Nike has individualized empathy standard service, identifying imperative growth expertise and larger working standards. It creates major consumer engagement, with higher empathy-oriented technical specifically for gaining wider diverse goals evolve.
· Assurance: Nike has been successful to cater on best assurance standards with its best quality services, and delivering faster quality growth for gaining the best consumer confidence. The quality of Nike is highly assured and brings on varied diverse engagement in consumers, with strengthened wider changes informatively.
· Tangibles: Nike is also competitive in innovation partnerships, best tangible services and measures for growth, and high brand reputation services evidently (Lee et al., 2022). Nike further caters to the best tangible services, and product-oriented commercial synergies and enlarges diverse major growth changes extensively.
Therefore, analysis of the SERVQUAL model signifies a focus on identifying success factors and integration of best commercial change goals for gaining the best targets. Integration of new dimensions such as reliability, assurance, and tangibles further will enable Nike to enlarge best corporate changes fundamentally.
Brand Tracking
· The implementation of brand tracking is a process of six variables: awareness, preference, usage, attitudes, perceptions, and judgment factors. It enables the company to track brand productive growth in the market place, provides the best information in terms of commercial standards (Laghi et al., 2022). 
· Nike to track brand model and functioning in marketing, need to evolve on best brand tracking specifically by using quantitative and qualitative methods of collection such as questionnaires, and surveys. The inclusion of a brand tracking factor will enable best wider enhanced synergies, pertaining rise on successive wider domains vitally enhance. 
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[bookmark: _Toc140362075]Conclusion and addressing shortcomings of company marketing strategy
Nike is a reputed well-known brand in the sports products international market, with effective marketing strategies by investing heavily in digital advertising campaigns (Gao et al., 2023). New shortcomings of Nike's marketing strategies are further correlated to diverse demands, identifying challenges of promotions in the business world.
· It has also grown prominently among athletes and sports organizations, bringing the best diverse metrics and functional changes. Nike marketing addresses social issues, leading the best brand image and best digital promotions functionally on larger goals commercially.  Brand limited marketing budget is a critical factor, that limits global market-oriented standards and competitive wider change dimensions.
· However, some major challenges of Nike are it faces extreme commercial competition, with other sports brands globally (Ferraro et al., 2023). There is another major threat also due to limited marketing budgets, which limits to few sales and revenues at the global level variedly. Nike faces economic uncertainty, inventory management issues, and new promotional activity demands that further need to be improvised.
·  Addressing issues will be focused on by bringing change inclusion, and exploring commercial growth for new innovative technical designs. Nike will be leading the rise towards new sustainable change goals and developing wider structured changes, gaining expertise primitively catering to profound changes exclusively. 
 Lewin change management model 
 There are three stages in Lewin's change management model, identifying critical elements of change mechanisms and diversely evolving on successive changes functionally. 
· Unfreezing: At this stage, Nike unfreezes old marketing standards, by an identified shortcoming in a company and leads on new brainstorming for growth (Malik, 2023). It will create major awareness of new demands, and consumer-oriented functional growth avenues, and enlarge major commercial strengths evolve.
· Freezing: The next stage of freezing enlarges the major focus on freezing vision and higher innovative integration in terms of AI and IOT standards of marketing services. It will be catering to freezing larger competent change, gain commercial expansion and lead to productive growth (Bidelim et al., 2023).
· Refreezing: The new stage of refreezing will keep a check on new elements enlarged, gain successive growth parameters enhance, and connect on new paradigms. The new monitoring of refreezing stage will be evolving major focus on core paradigms, diversely enlarging sustainable commercial changes. 

[image: lewins-change-management-model]
Figure 3: Lewin’s change management model, 2023
(Source: Cuofano G, 2023)
 Therefore, new marketing standards have to be evolved by building core awareness and improvising new commercial investment paradigms exclusively.
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Successful service branding
The successful service branding inclusion will be integrating enlarge changes in brand determination rise for gaining profound commercial growth (Behera et al., 2022). Factors influencing buying behavior such as cultural, social, personal, and psychological dimensions have a crucial role in gaining the best service branding. 
· Nike needs to integrate the best brand goodwill with a focus on identified cultural, and new social preferences, and consumers' psychological domains. A successful brand strategy needs to be integrated into varied parameters such as distinctiveness, relevance memorability, and flexibility parameters for connecting wider changes extensively. 
· New digital marketing services have to be evolved with competitive business goals and enlarge expertise for strengthened wider changes. Therefore, buying behavior inclusion factors and successful brand strategies determination further cater to dynamic vision profoundly evolve (Barbosa et al., 2022). In terms of branding, Nike products have high appeal among consumers, with its global reach among business dimensions in a specific manner for larger changes exclusively. 
· Nike has been integrating rise in terms of dynamic and successive commercial surges, for gaining the best domains in the competitive fashion sector dynamically. The new advanced integration of commercial horizons with the best diverse dimensions, for extended fundamental determination rise in an enlarged functional manner. 
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Various new recommendations can be analysed in Nike's business marketing strategies, evolving diverse successive changes and leading to primitive growth expansion in major functional marketing domains (Arora and Faisal, 2022). Nike aims to identify new recommendations and focus on enlarging innovation with new diversified premium standards competitively.
· Holistic marketing: The marketing role has a highly competitive role, with a holistic marketing model being highly essential for incorporating the whole business and new marketing channels successively. Holistic marketing brings high efficiency and effectiveness, with improved communication across business and multi-dimensional organization structures. The inclusion of holistic marketing will enhance Nike's new brand engagement, consumer services, and goodwill-oriented change.
· Neuromarketing: It refers to the measurement of biometrics, with heart rate, eye tracking data and facial expressions, and customer engagement levels growth. It generates insights into customer motivation, new decisions, and competitive pricing with product development.  Nike by heading rise towards neuromarketing, will be integrated with ethical implications and enlarge commercial changes exclusively.
· Brand building: Nike focuses on brand awareness within new digital channels and competitive platforms enhancement, for strengthened consumer reach in untapped international segments (Apasrawirote et al., 2022). The brand building also focuses on leading a wider vision, rapid commercial growth, and the best technologies of AI integration.
· Customer loyalty and relationships: Nike by integrating new customer loyalty and partnerships will be focusing on increased purchases, lower costs and lifetime value. The word-of-mouth promotion brings on new varied growth scope with sustainable competitive advantage functionally.
· Sustainable marketing: Search engine optimization, Pay per click, affiliate marketing and social media competitiveness have a major role in gaining an enlarged diversified market reach functionally.  Nike aims to enlarge best social media engagement and connect on best ensured sustainable standards for longer-term channels rise rapidly.
· Balancing controversial social issues: Nike needs to continue fundamental advocating for political and social changes through digital campaigns, segmenting disengagement, and excessive controversies (Amiri et al., 2023). The brand also aims to evolve on new technical targets and lead on specific social changes functionally evolve, for gaining brand growth.
Therefore, Nike's marketing strategies and social media promotions will be further catered to larger goals commercially for gaining the best-extended domains enlarge. Nike needs to focus on improvising new labor conditions in supply chain standards, with sustainable commercial operations specifically. It holds new primitive change scope, catering to new enlarged changes and dimensions on technical-specific pathways.
[bookmark: _Toc140362078]Conclusion
The recent research has summarized Nike's marketing and promotions strategies and identified critical elements of business diversified growth, functional integrated specific vitally, and develop profound growth efficiently. In specific analysis within recent studies, Nike's business models and untapped new commercial elements have been focused on. 
Business models have also evolved major elements in terms of digital marketing exposure and functional growth parameters variedly. The analysis in the study has also concluded Nike's future recommendations, with AI and IOT-oriented investments for gaining functional growth expansion in an extended manner. Neuromarketing, holistic and sustainable marketing further caters to commercial focus on new elements for gaining wide diversified growth changes extensively. 
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Lewin's Change Management Model In A Nutshell

Lewin's change management model helps businesses manage the uncertainty and resistance associated with
change. Kurt Lewin, one of the first academics to focus his research on group dynamics, developed a three-
stage model. He proposed that the behavior of individuals happened as a function of group behavior.
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