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In this paper will discus about NIKE company, will determine the price of substitutes, price of complements, demand, and market equilibrium. Price of strategy will be analysed through 4 types: skimming, premium, value based and leadership strategy. In addition, it is also discussed about customer income, customer taste and preferences and also customer expectations in price. Studies of demographics play a vital part in determining the preferences of clients about products and their purchase decisions. 

Background 

Phil Knight and Bill Bowerman invested $500 apiece to begin the business in 1964. Since then, it has grown from being an importer and distributor of Japanese speciality running shoes to become the world's top provider of athletic footwear in terms of design, distribution, and marketing (Locke, 2003).
According to corporate lore, Knight created Nike's business strategy in the early 1960s while he was a student at Stanford Business School, he was assigned a term paper on how to build a new company. His idea was settled on a personal interest: how to sell track shoes and how to design. Knight observed that although Japanese manufacturers with superior products at cheaper prices were beginning to dominate the US markets for consumer electronics and appliances. On 1962 Knight went in Japan, there je spotted a pair of brands running shoes named “Tiger” manufactured by a company called Onitsuka. He met with executives of the company and told them that he was a shoe importer coming from Unites States, when asked for the name of company the first thought that came in his mind was Blue Ribbon Sports.  The company was renamed Nike, Inc., in 1978 and went public two years later (Goldman et.al.,1998). 
Nike manufactures a variety of sporting goods. Track running shoes were one of their early offerings. For a variety of sports, including track and field, baseball, ice hockey, tennis, association football (soccer), lacrosse, basketball, and cricket, they presently also provide shoes, jerseys, shorts, cleats, base layers, etc. In 1987, Nike, Inc. initially introduced the Nike Air Max shoe brand. Later, further product lines were added, such the 1992-debuting Air Huarache. The Nike 6.0, Nike NYX, and Nike SB sneakers, made for skateboarding, are the newest additions to their catalogue. Nike just unveiled the Air Zoom Yorker cricket shoes, which are 30% lighter than those of its rivals (Mahdi, et. Al., 2015).
[bookmark: _Toc124097625]Mission Statement 
“To bring inspiration and innovation to every athlete in the world’ 
If you have a body, you are an athlete” (Nike.com)


I chose to analyse this brad as is an inspiration and motivation for all people to believe in their projects and dreams and make them happen. Same as Phil Knight and Bill Bowerman young students should start put in action, they’re ideas. 



[bookmark: _Toc124097626]Price of substitutes 
Customers can purchase other goods in addition to Nike's offerings due to the moderate availability of replacements. Adidas, established in 1949 is a global brand and Nike’s top competitor. Demand for a products alternative will rise as the price of that good goes up, while demand for that goods substitute will fall when the price of that good goes down.
One of the most important issues for Nike may be counterfeit goods. In truth, Taiwan, China, or Vietnam are some of the Asian nations. Nike may lose more than $1 million in revenue as a result of their inability to effectively prohibit these counterfeit goods (Mahdi et al., 2015).
Technically speaking, Nike is not a premium or designer brand. However, it is regarded as one of the world's top manufacturers of sports footwear. The company occasionally works on certain of its items with other high-end companies. 
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Demand of consumers on Nike is affected by various factors, such as microeconomic factors and macroeconomic factors.
Microeconomic elements like supply and demand, taxes, and regulations, as well as macroeconomic factors like growth in gross domestic product, inflation, and interest rates, all have a substantial impact on various aspects of the economy.
Price elasticity of demand measures how much a product's quantity desired or purchased changes because of changes in price over time (Investopedia.com). 
Demand Price Elasticity =% Change in Demanded Quantity/% Change in Price (Investopedia.com).
Example: Products such as Jordan foot ware is one indicator of how customers will react. Customers will buy fashionable or limited-edition shoes just to resale them at a large markup. Due to this, some items are highly sought after due to a high demand and short availability.
 Price elasticity demonstrates how supply and demand alter as a product's price varies. The price change can be categorised in two different ways. Some items are elastic, meaning a change in price has an impact on demand, whereas other products are inelastic, meaning a change in price has no impact on demand.
Marketers must have a thorough knowledge of the concept of elasticity of demand, or how purchase amounts fluctuate when prices change, in order to comprehend how price changes, affect the market. Bloom JZ (2005) Due to the tenuous link between price adjustments and shifts in demand, the company's products are seen as being inelastic. Maintaining NIKE Inc.'s cult status and popularity, which are the causes of its inelastic demand, is the proposal made to assure ongoing development of the company. Taking for example footwear such as Jordans or AirMax Therefore, the demand for shoes is likely to be inelastic with respect to price fluctuations.
[image: Coffee, ketchup and Nike Air Max: it's the COVID consumer ...]
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It is expected that there will be a negative value for the cross elasticity of demand for complementary items. If the price of one of the goods increases, there will be less demand for the other commodity that complements it. As the various commodities become increasingly intertwined with one another, the cross-elasticity of demand will increase.
When two items are complementary, a rise in the price of one good will result in a decline in the demand for the other good. The demand curve is also affected by the costs of related or replacement commodities.

[bookmark: _Toc124097629]Nike Skimming Pricing Strategy
When Nike creates pricey items, especially those that are limited editions, it uses a pricing skimming approach. Nike use this tactic to set high initial costs when it releases new design goods into the market. Nike is attempting to steal money from people who desire the goods and are prepared to pay that amount by employing this technique.
Premium Pricing Strategy of Nike

In order to charge more for its merchandise than its competitors do, Nike implements a pricing strategy known as premium pricing, which is based on the quality of its items. This pricing strategy is utilised by Nike for not only its most cutting-edge technology products, but also for those that produce a significant amount of brand loyalty.

Value-Based Pricing Strategy of Nike

In order to charge more for its merchandise than its competitors do, Nike implements a pricing strategy known as premium pricing, which is based on the quality of its items. This pricing strategy is utilised by Nike for not only its most cutting-edge technology products, but also for those that produce a significant amount of brand loyalty.

Nike Price Leadership Strategy
Since Nike competes in an oligopolistic market, this strategy is suitable for the environment in which it works. The company is able to select its own product prices, set enticing prices for various market categories in accordance with its market dominance, and apply competitive pricing all with the assistance of this strategy.
[bookmark: _Toc124097630]Consumer Income 
Consumer income is the cash that a person receives as a result of their job or investments, such as dividends paid by corporations to their shareholders, or the profit made from the sale of an asset like a home. Aggregate income is the term used to describe the sum of various several sources of revenue. Because it affects how these consumers spend their money, income is a crucial aspect. Nike's demand will be affected by the money's availability. Although demand rises when income rises, the opposite is also true: when income falls, demand falls as well. Nike remains popular because to the employment of professional athletes in commercial promotions. People have a strong desire for Nike and are prepared to pay money on it. Although, if the income decreases people will start to consider chipper versions of shoes or a fake version coming from China. 

[bookmark: _Toc124097631]Consumer tastes and preferences 
Expectations of consumers and channel partners may be the most obvious external elements that affect price setting. Nowadays, as people's living conditions become better and better, people's desire to buy is strengthened. According to Dermesropia (2004), to become the top designer, marketer, and distributor of sports footwear, gear, and accessories worldwide, Nike employs a variety of tactics. One of its tactics is a constant focus on innovation and concentration on its research and development division, which works hard to manufacture footwear, apparel, and sporting equipment that minimises It prevents injury, improves sports performance, and increases comfort and enjoyment to the maximum possible level. Due to the fact that Nike offers exceptional quality, fashion, and dependability, consumers were willing to pay a premium for this brand even during the depths of the recession. Nike leads their competitors in terms of income thanks to their tagline Just Do It  and the excellent quality of their products. (Deng, 2009).
Since customers often spread good word of mouth and share their great experiences with friends and family, Nike items are already well-known brands around the world. After purchasing this Nike brand, customers learn about the quality and discover for themselves that they received what they had hoped for. Nike satisfies the consumer's developed ideas that they should purchase things that are comfortable, make them feel good, and make them appear hip.


[bookmark: _Toc124097632]Consumer expectations of price 
According to the current study, consumers have a framework for evaluating pricing fairness. Price discrepancies resulting from various marketing methods are viewed as comparatively unfair, and higher prices are blamed on profit (rather than quality or other costs). Consumers also seem to have a limited understanding of the expenses that businesses must bear. Many expenses are disregarded, and certain costs are seen as unjust, which results in high and persistent profit predictions that reinforce the idea that something is unfair. (Bolton et al.,2003).
Nike's success is significantly influenced by their price strategy. To establish the price of their items, they use segmented pricing and value-based pricing. Nike is committed to providing quality to its clients; thus, the cost of the product will correspond to its calibre.
The price of some things may go up as a result of the way Nike uses advertisements to market its goods. Advertisements that position their goods as the best of the best entice customers to purchase them despite the slightly increased cost. Segmented pricing, which is basically adjusting pricing for their target audience, is another method of setting prices. For instance, the price difference between shoes for children and men's sizes. Because it directly impacts consumer demand, pricing is significant. The demand declines as the cost rises, while the demand rises when the cost falls. Nike is skilled at luring customers regardless of their budget.
[bookmark: _Toc124097633]Demographics 
The underlying growth rate of the economy, the growth of structural productivity, living standards, savings rates, consumption levels, and investment levels can all be impacted by demographic change. Additionally, it has the potential to influence long-term unemployment rates and interest rate equilibrium, as well as trends in the housing market and demand for financial assets. (Belsky,2009).
The population of consumers are between the age of 15-40, the targets 3 types of consumes such as runners, women, and young athletes. The sale of women running apparel has outplace men..
Nike is cited as the preferred brand of athletic clothing by 24.5% of women and 21.66% of men on Statista.com. With a 5% market share, Nike.com is also the second-most popular online retailer for American adolescents behind Amazon. Additionally, 65% of teenagers prefer Nike over other sportswear manufacturers. 2018 (Statista.com)
When marketing their products to potential clients, Nike often employs well-known people as public figures. In the past, extremely well-known personalities, such as athletes, have endorsed various products manufactured by Nike. Nike seeks to form ties with younger audiences and reaches out to clients in the medium age bracket who have discretionary income in order to ensure the company's continued growth and develop loyal brand followers. Customers that are interested in watching how their favourite celebrities use the company's products are the company's target market. The consumers are so motivated to achieve the same success as these celebrities that they (Diantari et.al.,2021).

[bookmark: _Toc124097634]Conclusion

Nike is a well-established brad that has inspired generations to exercise through its innovative products and unique materials.
Has been determined that the demand for NIKE shoes is price inelastic as the price have little to minor changes on the quality demanded. Nike remains popular due to the employment of professional athletes in commercial promotions. People have a strong desire for Nike and are prepared to pay money on it. The demographic of consumers ranges in age from 15 to 40, and the company focuses on three distinct sorts of customers: runners, female athletes, and young male athletes. Although one could argue that Nike solely caters to young customers, an uptick in sales to the older demographic has been observed.
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