








Marketing Fundamentals Assignment 2

Introduction 
This report has been discussed about the marketing fundamental analyses and evaluation. Marketing fundamental and marketing values of asset is assets are the discount that presents value. It is a method of determining fair market values. In the report, the background of Nike has been discussed. Apart from that, the processes and stages of marketing research and marketing environment have been mentioned in this report. This report also covered the marketing mix, which refers to the set of tactics and action that Nike has used to promote its brand product in the market. Moreover, the stakeholder's engagement has also been discussed in the report.
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This section discusses the background of Nike. Nike was founded in the year 1964 as Blue Ribbon Sports. It was founded by the Bill Bowerman. They had opened their first retail outlet in the year 1966. After that, Bill Bowerman launched the Nike brand shoes in the year 1972 (Nike,2020). This organisation was renamed Nike in year 19978 and reach to the public after two years (Sahami et al., 2019). Nike expanded its branches over 170 countries and recognised by the world. In the late 1980s, Nike started expanding its business and its product through acquisitions. It includes shoe companies, Equipment Company, athletic apparel company and sports the Nike brand endorsement is owed by the successful sportsmen Michael Jordan, Mia Hamm, Roger Federer and Tiger Woods (Germier et al., 2017).
The marketing process is going to be described in this part. Analysing the marketing process and stages of marketing are very important for any business. Proper marketing environment and process analysis are utmost for any global company like Nike. The marketing process involves several stages which help in determining the demand of the market and the ongoing trend. Nike opts for 5 stage marketing process analysis, which includes understanding the mission, analysis of the ongoing situation, marketing strategy planning, evaluating the marketing mix and implementation and control of the process (Childsand Jin, 2018.). In order to start the marketing process, analysing marketing environment is very important for Nike.
This part of the essay will discuss the marketing research of Nike. Marketing research associates the gathering of information which helps in understanding the consumers' choice, demand and market trend. When any company wants to launch a new product in the market, marketing research plays a major role in analysing the profit forecast of the particular product (Seturiand Urotadze,2017). This type of research can be done physically or online. This includes different factors like product and service, analysing the marketing of these products, tools of analysis of the products and the future forecast.
 Nike is a brand which was formerly popular for only sports shoes. After the marketing research by specialists, it has also focused upon different sports gears and accessories. Nike currently has more than 700 shops in 45 countries all over the world. In 2020, the total revenue of Nike was 37.4 billion US dollars. Its market share is 27.4% as per 2019 (Nike,2020). Marketing research also shows that competition is growing in the market. Adidas, Puma, Reebok, FILA are such brand who have similar products like Nike. In order to understand the demand of the customers, Nike tries to conduct polls and surveys on the website or the social media pages or via newspaper and magazine advertisements. After the marketing research, the marketing environment is analysed for a better overview of the global market.
This part of the essay will discuss the marketing environment of Nike. While discussing the marketing environment, internal and external factors should be realised at first. Nike considers the employees, customers, shareholders, government retailers and distributer are the internal factors who shape the marketing environment (Ibrahimand Harrison, 2020). The employees of Nike are trained enough to understand the need of the customers and design products as per the market trend. The employees are trained to fit perfectly with the brand image of Nike. The customers of the company spread all over the world, and they are very loyal to the brand. The business of the brand depends upon the demand of the customers. As per the need of them, the company has focused on manufacturing the sports gear which is compatible with the Apple watch series 6. The suppliers are the one from whom the raw materials are purchased. Nike has given its tender to five suppliers such as Pou Chen Corporation, PT Pan Brother, fulgent Group, Delta Galil Industry and Eagle Nice International Holdings (Nike,2020). These suppliers are reliable enough for Nike and help the brand to produce efficient products. The channel partners like the retailer and the distributor play a vital role in selling the products of Nike to the targeted customer. They play a major role in the success of the brand. Government policies and legislations also have an impact on the internal factors of Nike’s marketing environment. The shareholders of Nike are those who have invested actively and passively in the business, and they are also responsible for the growth of Nike. 
The external factors which have an impact on the business environment are the political, economic, social and technological factors of the country as Nike is a UK based company, the external factors of UK impact upon the marketing environment. The UK is known as a politically stable country, and this enables all the factors which are needed for the growth of the business of Nike. The UK government has also put appropriate laws and policies which supports the business of Nike. The international market for Nike is doing well. However, the slowdown of the UK's economy has made a large impact on the manufacturing of Nike products (Seturiand Urotadze, 2017). The labour cost and raw material prices are increasing so that the manufacturing cost per unit is also increasing. People in the UK are becoming more brand conscious nowadays, and they prefer products from international brands like Nike. The number of teenage consumers is also increasing in the market. Nike has also implemented the most upgraded technology to their products. They also use devices in their products as well as in the manufacturing units also to increase production. These PEST factors are known as the external factors which impact on the market environment (Puşcaşu, 2018).
The marketing mix of Nike is going to be realised in this part of the essay. Nike has a wide range of products including shoes, sports gears, Hoodies and pullovers, t-shirts and tops, shorts and inner-wears and many more (Nike,2020). The shoes are mostly unisex, and other accessories are for men and women both. The brand is most famous for its shoes. The shoes are appropriate for different sports like running, basketball, cricket and gym. It also has lifestyle shoes. Nowadays, there are particular shoes of Nike which are compatible with smartwatches like Apple Watch Series 6. Athletes all over the world prefer sports shoes and gears from Nike. 
As the products of Nike ensures high quality, its pricing range is also on the higher side. The price value is appropriate if the premium quality, durability, elegant craftwork is assessed properly.  The brand never estimates and puts price according to the market condition or lowers its price to beat the ongoing competition in the market, but it offers its price as per the manufacturing cost and the quality of the product (Childsand Jin, 2018). Nike never compromises its products for the price. However, the brand has a strong and loyal customer base, and it has never affected the sell of the products despite the steep price range.
Promotion- Nike uses a variety of tactics to promote its products. This helps the company to distinguish the brand name and slogan from other international organisations. Being a well-known company helps news organisations to easily get more publicity (HR and Aithal,  2020). Companies also advertise products across a variety of online and offline media. It also uses its digital marketing channel to promote its various products. Nike mostly engages various sportspeople or athletes for advertising or promotional videos of its products and posts various videos on various social media platforms to promote their products (Nike .2020).
Place- For sellers of athletic products through both online and offline media, Nike is a well-known global brand for products worldwide. The brand sells products through retail outlets located in different countries. Nike's companies sell products to international markets and wholesalers in the United States. It is headquartered in Beaverton, USA. The company has expanded its business worldwide and sells products to customers of all religions around the world through various outlets and e-commerce websites such as Amazon. As of the 2020s, Nike administrated a total of 1,096 outlets worldwide. Most of its stores (338) are located in the United States (Nike .2020).
People- People are extremely important to Nike because it serves as the primary source of the company's human capital and competitive advantage. Nike has a total of 75,400 employees as per the 2020 report, and the company capitalises on its people to help them grow their careers faster and develop employee skills (Nike .2020). The company engages its employees in its customer service programs. The company has also developed HR management policies to achieve maximum work satisfaction of employees. In addition to all these benefits and packages, the company uses various modern training tools and techniques to provide a variety of resources to its employees to improve the quality of performance of the company’s employees (HR, and Aithal, 2020).
Physical evidence- As an international sports shoe manufacturer, Nike conducts its business worldwide by selling products in every corner of the globe. In addition to its products, Nike's outlets and the company's website also serve as the company's physical evidence (Nike .2020). In this case, the company's packaging system also serves as physical evidence of the company's business activities.
Processes- Nike has maintained proper focus in its marketing process to grow its business globally and achieve future business goals easily and quickly. For this reason, the company is mostly involved in various activities related to its marketing and management such as marketing and promotional events, distribution and store operations. It invests a huge amount every year to develop its marketing department. Nike has also developed its value chain to grow its business and increase profitability (Nike .2020.).

This section of the essay discusses the engagement of the stakeholders, along with its impact on the marketing activities of an organisation. Stakeholders are considered as one of the most vital aspects of an organisation. A stakeholder is defined as a party that possess an interest in an organisation and can create various impacts on the business of the organisation (Derakhshan, Turner and Mancini, 2019). The actions of the stakeholders use to determine the outcome of an organisation. Therefore, it can be said that the success of an organisation hugely depends on the stakeholders of an organisation. However, active participation of the stakeholders is highly significant for an organisation (Butt, Naaranoja and Savolainen, 2016). The stakeholder theory is defined as a theory of organisational management as well as business ethics that create an impact on the multiple entities of the organisation such as employees, suppliers, creditors, and many others (Jones, Harrison and Felps, 2018). This theory was proposed by Ian Mitroff in one of his books in 1983 (Jones, Harrison and Felps, 2018). The primary focus of the stakeholder theory is to assess all the potential stakeholders of an organisation. 
Apart from that, the theory also has given a profound focus on the impact of different stakeholders on the organisation (Freeman, Phillips and Sisodia, 2020). As per this theory, there are various stakeholders that create an impact on the businesses of the stakeholders. One of the stakeholders is the suppliers (Freeman, Phillips and Sisodia, 2020). In the case of Nike, the suppliers use to supply quality raw materials so that the company can offer quality products to the customers. Another potential stakeholders, as per this theory, are the manufacturers (Freeman, Phillips and Sisodia, 2020). In case of Nike, the manufacturer of the organisation use to manufacture the products in such a way so that the company can fulfil its business objectives, and can also meet the desire of the consumers (Nike, 2020). As per the stakeholder theory, different government bodies are considered as stakeholders (Freeman and Dmytriyev, 2017). Nike uses to conduct its operation in various countries (Nike, 2020). Therefore, they need to follow the different government regulations of different countries. 
As per the stakeholder theory, creating and maintaining a significant relationship with the stakeholders is highly beneficial for an organisation to enhance their business growth (Freeman and Dmytriyev, 2017). Apart from that, it also creates a high impact on the employees, as well as the customers of the organisation. Therefore, the maintenance of an excellent relationship with the stakeholders helps Nike to enhance its profit share. There are various stakeholders that create an impact on an organisation. Furthermore, the stakeholders also create a positive impact on the marketing activities of an organisation. As a result of that, the management of an organisation uses to have a profound focus on the engagement of the stakeholders. In the case of Nike, the management used to maintain an excellent relationship with the stakeholders, and that helps them to gain a sustainable position in the industry. Nike faces strong competition in the USA, as well as from other countries of the world from companies such as Adidas, Reebok, Puma, Anta, FILA, New Balance, and many others (Nike, 2020). 
Therefore, the maintenance of an effective stakeholder engagement helps Nike to gain a competitive advantage, with the driving out of the fierce competition. Nike uses to conduct various marketing activities. Therefore, the excellent engagement of the stakeholders creates a positive impact on marketing activities. The potential stakeholders of Nike are employees, investors, customers, government, and others (Burris, Liu and Appelbaum, 2020). In the case of the marketing activities of the organisation, Nike uses to sell its products in retail stores, as well as via its online store. They also have their retail outlets. In this regard, the organisation uses to include large firms like Walmart (Nike, 2020). Nike has a vast employee base of 75,400 (Nike, 2020). Therefore, the mammoth employee base is beneficial for the organisation to sell their products in the stores. Hence, the organisation can sell a vast number of products every year. The government of the USA use to be a blessing for Nike because of low-interest rates, and excellent international tax agreements (Gharleghi, Jahanshahi and Thoene, 2020). 
Therefore, the organisation can easily conduct its marketing activities. Nike specially deals with sports goods, as well as sports apparels (Burris, Liu and Appelbaum, 2020). In this regard, the organisation uses to target the customers who are within the age group of 15-40 (Nike, 2020). Therefore, the organisation has been beneficial in attracting a vast number of customers who use to buy their products from the retail stores, as well as from the online stores. In terms of the pricing strategy of Nike, the organisation uses to adopt both the value-based pricing strategy, as well as premium pricing strategy (Burris, Liu and Appelbaum, 2020). Nike never compromises with the value of their products, and they use to judge the perception of the customers on the product's value. In this regard, the employee base of the organisation uses to work efficiently, so that the organisation customers can avail the products in an effective manner. However, the role of investors is significant in this respect. The investors of Nike are The Vanguard Group Inc, BlackRock Fund Advisors, SSgA Funds Management Inc, and many others (Nike, 2020). 
Therefore, investors use to invest a huge amount of money on Nike. This is highly beneficial for the organisation to adopt a premium pricing strategy. Nike increased the selling price of its products in 2014, and that has helped the organisation to gain increased revenue. Therefore, it can be said that the marketing activities of the organisation have been highly impacted by the investment of the investors. The USA has a stable economic condition, and the per capita income is also high (Jerath et al., 2016). Apart from that, the citizens of the county are highly focused on a better and a lavish lifestyle. Therefore, it has helped the organisation to adopt the premium pricing strategy, as well as an increase in the selling price of its products in 2014 (Nike, 2020). The most vital activity of marketing is promotion. It helps an organisation to differentiate from others, as well as attracting an ample number of individuals towards the products of an organisation. As Nike is a global brand, so the management uses to adopt various promotional means to reach out to a vast number of customers. 
They use to promote their products via advertising, personal selling, direct marketing, sales promotion, and various other means (Burris, Liu and Appelbaum, 2020). They use to advertise their products, as well as on social media. As the USA is a technologically advanced nation, so the customers of Nike can quickly get accustomed to the products of the company via advertising in social media (Konstantakis and Michaelides, 2017). The organisation also uses to promote their products via celebrity endorsement campaigns. Under this, they use to include celebrities like Tiger Woods, Michael Jordan, Serena Williams, and many others (Nike, 2020). In this respect, it can be said that the contribution of the investors is highly significant as the celebrity endorsement campaigns are only possible due to the huge investment. Therefore, investors create a huge impact on the marketing activities of the company. One of the most popular promotional means of Nike is the various sponsoring athletes (Burris, Liu and Appelbaum, 2020). For example, Nike uses to sponsor famous athletes like Cristiano Ronaldo, Neymar, Rafael Nadal, Carmelo Anthony, Kevin Durant, and many others (Nike, 2020). It goes without saying that the investors of Nike use to have a direct positive impact in this case. The tagline of Nike called 'Just Do It' acts as an identity of the organisation (Nike, 2020). 
The marketing department of the organisation uses to promote the tagline with all products, advertisements, and promotional events of Nike. Therefore, it can be said that the employees of the organisation have created an impact on its marketing activities, as their efficiencies have been the primary reason behind the establishment of the brand image of Nike. In the present time, the management of Nike has given a strong emphasis on the production of eco-friendly products (Burris, Liu and Appelbaum, 2020). As a result of that, the organisation has also bought specific changes in their practices. However, the government of the USA has created a profound impact on the organisation in regards to the offering of eco-friendly products. The government of the USA has given a strong focus on the production of more eco-friendly products. Therefore, it has helped Nike to gain various government benefits such as grants, lowering of taxes, and many others. Therefore, it can be said that the stakeholders of Nike have created a huge impact on the marketing activities of the organisation. This has also resulted in excellent revenue of the organisation, as the revenue was $39,117 million (Statista, 2020). Furthermore, the organisation has also succeeded in gaining a 27.4% market share (Statista, 2020). 
[bookmark: _Toc55963280]Conclusion and recommendations
The report has dealt about marketing fundamental analysis and its evaluation. This analysis determines the market values. The background of Nike is discussed in the topic that it was founded in the year 1994 and expended over 170 countries. Apart from that marketing process has been discussed, which involves stages which help to determine the market demand and trends. Furthermore, marketing research and marketing environments have also been mentioned. Apart from that marketing mix has been discussed about Nike's range of products including shoes, hoodless and pullovers, t-shirts and tops, and shorts. Nike has been mainly famous for its shoe. The Nike shoes have wide ranges of collection such as formal shoes, gym, sports and others. Marketing mix has been discussed by the help of 7ps such as products, pricing, promotion, place, people, physical evidence and process. And stakeholder's engagement has been mentioned in this topic. Nike has some significant weaknesses which are needed to be improving. Nike can improve their employment practices, by applying rapid technological innovation by which they can increase their productivity. The most significant recommendation for Nike would be regarding marketing mix strategies of promotion, where greater stress could be put digital marketing rather than traditional marketing (Butt, Naaranoja and Savolainen, 2016). They also need to increase marketing in developing countries, where markets are emerging and there is greater growth prospects would be beneficial for profit.
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