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Marketing Fundamentals


Nike Inc, is an American multinational organization, specialized in designing, developing, manufacturing and worldwide marketing and selling clothes, shoes, accessories and services. Being found in 1964 by Phil Knight and Bill Bowerman, the company with it’s trademark of “Just Do It” has become one of the most recognizable influential and profitable businesses in the world. Nike is well-known not only for the high quality of the clothes it produces, but also for it’s amazing marketing strategies. The company is a great example for the role of marketing in creating value for customers. Taking a closer look at it also demonstrate the growing impact, which globalisation and stakeholders have on businesses and shows how the organisation positions itself in the global business environment.
Being expert at marketing, let’s see what it actually means. “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.” (CIM, 2009) In other words, you exchange some kind of value for profit. According to American Marketing Association (Aapproced 2017), marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. One way for doing it is with the marketing mix and the 4 Ps. (Product, Price, Placement and Promotion) Those four Ps can be extended to 7. The other 3 are People, Process nad Physical Evidence. 
Nike, like every other international business, operates in specific global environment. This includes all factors, which have impact on the organisation. They can be divided in two, internal and controllable such as management structure, employees, human resources, mission and vision, suppliers, stakeholders etc. and external and incontrollable such as economical, political, socio-cultural, technological ect. The other factor, which affects the company is globalisation. This is the process integration and interaction between companies and people worldwide. In order for companies like Nike Inc. to operate profitably in different countries around the globe, they need to carefully carry out a marketing process. As a result, they can understand the wants and needs of people in different countries and exchange values with them. The stakeholders also play an important role in organisations, They are those people or parties that has interest in business or organisation. For example employees, supliers and investors. 

One of the most important things in every organisation is the marketing plan. It documents how a business's strategic objectives can be achieved through specific marketing activities, with the customer being the focal point  (Kotler et al., 2020) : Developing a marketing strategies for different markets may be a difficult taks, because campanies first need to identify and understand the market. Nike Inc is fully based on sports’ market so they make their commercials suitable for athlets, which is the first and most important step, because once they know their target customers, they can act by having celebrities participating in their adverts in each field like football, basketball, golf. 
Nike Inc designs their products to be colourful, comfortable and reasonably priced in order to attract customers. They target people in various sports such as football, basketball, cricket, golf, tennis, swimming ect, using various brands like Nike, Jordan and Convers.
Because of the globalisation, according to Ohaio State University, Nike’s products are being made in Vietnam, Thailand, Indonesia and China. After the manufacturing, the ready products are send in several countries in different continents. Their main domestic distibution centre is located in Memphis Tennessee, but they have also in Middle East, 8 countries in the Americas including the United States, 13 Asian countries, 24 European countries and Africa. 
Nike Inc uses different types of pricing strategy, in different parts of the world. While some US apparel industries droped their prices in 2014, Nike managed to increase them. Some of their strategies are: Value based strategy, which means that Nike produces high quality products at the right price in order to satisfy their customers fully. Being a leader in oligopolistic market, Nike uses Price Leadership strategy, determining alone it’s product’s prices and setting different prices for each segment of the market. Premium Pricing strategy is also being used by Nike. They price some of their products higher than their competitors because their customers are willing to pay extra money just to be part of the brand, which Nike has developed during the years. 
When it comes to promotion, Nike Inc always uses athlets, using wheir products. They target different sport fields like football, cricket, basketball, tennis, swimming etc and advertise hard their products. They use some of the biggest and most influencial names in sports such as Cristiano Ronaldo, Michael Jordan, Neymar and others for their promotion. Nike also runs more than 300 social media profiles, trying to have presence in every platform like Facebook, Instagram, YouTube, Twitter. The brand also runs different sub-profiles in each platform, focused on particular sports such as Nike Football, Nike Swimming or Nike basketball.
Nike uses various selling strategies. They have their own physical stores in many countries worldwide. They have website for online orders. They also have partnerships with different retails like Sport Direct, Footlocker, JD, where their products are being sold. 
According to McKinsey (1988) the term value proposition is  "a clear, simple statement of the benefits, both tangible and intangible, that the company will provide, along with the approximate price it will charge each customer segment for those benefits." In other words, value proposition explains the customer why a product would best suit their needs. Nike’s value proposition consists of four things: Accessibility, Innovation, Customization and Brand/Status. First of all, Nike has spread out in every countinent and country, making it’s products available for the majority of people. Even if there aren’t any physical stores, Nike offers delivery services worldwide. Secondly, Nike is always trying to improve their products, using the newest technology. They create new shoes with different materials, making it more and more comfortable for different activities. They even have released a environmental friendly products for environment activists, using recycable materials only. Thirdly, Nike gives people the chance to improvise and create their own color shoes, add their innitials to them or customize football or basketball jurseys. Last, but not least, the partnership with athletes was just the beginning of Nike’s success. Nowadays, they are sponsors of top 3 leagues in America: NBA, NFL and MBL. They are also part of any major sports’ league in Europe. 
"Everything we do starts with the consumer,"  Nike CEO Mark Parker (2015). The difference between what a customer gets from a product and what they have to give in order to get it is called customer value. Even Nike’s website is a place, where runners can upload information and see the history, regarding their recent runs. They can also share it and get information for the upcoming running events. This is how Nike engages and makes customers come back to their website again. As a result, Nike gets important information about customer’s opinion and impression on certain products. The company, in this way, creates a two-way conversation with customers. What is more, Nike does not only listen to people’s comments, but they act on improving and providing the best possible solutions to problems.
Being one of the largest sportsbrand in the world, there is no surprise that Nike spends a large sum of money for it’s advertising campaign.Since 2014, every year they have been spending more and more. (Statista, 2021) In 2022 fiscal year, Nike has spend 3.11b on adverts, generating 46b in profit. 
Talking about Nike Inc as global company, we have to look at it’s environment as well. The global business environment can be defined as the environment in different sovereign countries, with factors exogenous to the home environment of the organization, influencing decision making on resource use and capabilities. (Tayeb, 1992) The environments can be separated in two: Internal and External. Some of the internal factors, effecting the organisation are human resources, organisational structure, employees, value, vision and mission and others. Whether tangible or intangible, the internal factrors are those, which refer to the inside of the organisation, those which can be controlled. On the other hand, the external factrors can barely be controlled by organisation. They are economical factors, environmental factors. Technological, social, demographical and others. Considering them, the company can not change them, but it can adjust to them and act accordingly. For example, the rising cost of labour in the developing countries increase Nike’s expenses and cuts part of the profit. Although Nike’s market is in mainly countries with stable political environment, tarifs and quotes can limit the market of Nike’s products in some countries. For example, during COVID19 the logistic prices went sky high. It immediately resulted in Nike’s rising liabilities on their balance sheet. 
PESTLE/SWOT 
Globalisation is the word that describes the rising interdependance of people, countries and cultures. It is all happaning by the means of international trade, travelling, investments and information. This term has gained popularity after the cold war in 1990s at modern day life shaped. Globasition during the centuries has evaluated differently. It has all begun with centuries of European colonisation and trade activities by water. The following worlds wars and post war protection has paused the process, but afterwads, the trade and exchange of goods and services has been running. Globalisation leads to lots of benefits for companies. Nike has successfully taked advantage of it by moving their production to countries with cheap labour cost and by expanding their market worldwide. There are two ways for expanding like that. One is standartization, while the other is adaptation. According to Jain(1989) there is a union of cultures with simiral interests and culture around the world. He believes that creating one good strategy and standartizing the marketing mix elements can lead to profitable results everywhere, a business decides to operate. He thinks that companies can achieve a massive succes by focusing on what people want, not what they think they maight want. On the other hand, some people argue that adatation is vital for succeeding in the global market nowadays. The fundamental basis of the adaptation school of thought, is that when entering a foreign market one must consider all environmental factors and constraints such as language, climate, race, occupations, education, taste, different laws, cultures, and societies (Czinkota and Ronkainen, 1998). Nike has been adapting to the markets worldwide, while focusing on customers’ individual desires. 
Stakeholders, as mentioned before, are all peole or parties, that influence an organisation. Stakeholders can be internal or external for the organisation. Internal ones are the employees, owners or investors. Whereas external stakeholders are those, who are not directly involved in the organisation, such as suppliers and creditors. Nike, as one of the largest businesses in the world, has a great number of stakeholders. First of all, it is their customers. Nike’s strategy for social responsibility always puts customers as stakeholders first. Secondly, it comes the comunities. This group of stakeholders have a signigficant influence over Nike. That’s the reason why the company invests in various comuniti organisations’development such as Active Schools and Youth programs. The third stakeholder in Nike is their employees. They really value them and invest in their carrer developent and wellbeing. Lastly, it comes the government. A vital stakeholder, because it results in the way Nike operates in terms of permits and legislation. 
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