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Introduction 

Marketing fundamental analysis refers to the development of basic marketing strategies that help organisations to value customers and engage stakeholders. The current essay is associated with an American multinational company, NIKE. The business belongs to sports equipment, apparel and accessories industry. The essay aims to discuss the two areas of marketing in this business. The first area is regarding the role of marketing to create value for customers. On the other hand, the second area is related to the impact of stakeholder engagement on organisational marketing activities. In order to critically analyse these two areas, theoretical inclusion is going to be one of the key discussing points, throughout. 

Discussion 

1. The role of marketing in creating value for customers 

1.1 Role of marketing to create value for customers  

Marketing is indicative towards the set of activities regarding creation, communication, delivery, exchange and offers, which create value for people. As influenced by Kotler and Armstrong (2013), in business, the functionality of marketing is to bring value to customers as they are the ones, businesses want to identify, satisfy as well as retain (Refer to Appendix 1). Marketing makes sure to generate values through the creation of connections among customers and companies. 

1.2 Theory of Reasoned Action (TRA) 
According to this theoretical framework, there is a significant link between the attitudes, beliefs, behaviours and intentions of individuals. As opined by Karnowski et al. (2018), the equation of the theory indicates “Behavioural intention = Subjective norms + Attitude”. The theory further states that the attitude of an individual towards behaviour is identified by that person's beliefs regarding the consequences of behaviour. As stated by Xiao (2020), the external stimuli influence a person’s attitude through the modification of the structure of belief (Refer to Appendix 2).  

1.3 Limitation of Theory of Reasoned Action

The first limitation is a major risk of confusion between behaviour and attitude since reframing attitudes can be possible at any time. On another hand, the second limitation is regarding an assumption and it indicates that while an individual creates an intention of acting, they are free to act without any limitation. As per the view of Huang et al. (2017), it can be stated that the key limitations include limited time, ability, organisational or environmental constraints along with unconscious habits. 
However, to resolve the constraints, Theory of Planned Behaviour (TPB) takes place (Refer to Appendix 3). According to Kumar (2019), TPB focuses on linking someone’s behaviour and belief. The theory further states that the perceived behavioural control and attitude shape the behavioural intention of an individual.
1.4 Application of Theory of Reasoned Action in NIKE 

In accordance to this theoretical framework, NIKE focuses on controlling the purchasing behaviour of customers through several marketing strategies. Additionally, the organisation makes sure that the marketing strategies are effective to create value for customers. The first marketing strategy of NIKE to create value for customers is emotional branding (Refer to Appendix 4). It helps the brand in inducing emotion in customers as the advertisements are carefully crafted for provoking the needs and feelings in customers (NIKE, 2020). 

The second strategy is regarding “Nike Phenomenal Shot”, which has been utilised during the FIFA 2014 World Cup by partnering with Google (Refer to Appendix 5). This strategy has brought value for customers in terms of entertainment because after a goal made by the NIKE athletes, an advertisement has been displayed and delivered to the fans in real-time. Such technological advancement in marketing allows fans to rotate players in 3D and framing for shots. The shots can be personalised with captions, filters and stickers. After done with the shot, the user can share that on social platforms. Thus, the core attention of NIKE has been to have the attention of customers by creating a sense of entertainment (Think with Google, 2015). 

The third strategy has is related to the newsworthy technology that creates value for customers by the time-saving and hassle-free approach. In that case, it is to bring in a highlight that in this particular aspect, not marketing, rather the product itself has taken place to create value for customers. It is about NIKE’s product, HyperAdapt 1.0, which is the first self-lacing shoe of NIKE (Refer to Appendix 6). The product comes with a sensor that moulds the shoe to the shape of the foot after stepping into it, automatically (NIKE, 2016). Thus, from a contradictory point standpoint, it can be specified that product has a significant role in creating value for customers, directly. 

The fourth strategy is in terms of the social-consciousness of NIKE. In order to control the buying behaviour of customers, NIKE portrays that their purchases have a positive impact on society and the environment. This is the ways, through which, creation of value for customers take place by a socio-emotional approach. For fulfilling this purpose, Nike’s Community Outreach Program has a significant role with the key drivers (Refer to Appendix 7). For example, through opening a community store in Detroit, NIKE focuses on saving the city from bankruptcy and economic hardship (NIKE, 2020). 

The fifth marketing strategy is related to celebrity endorsements. Through this marketing tactic, NIKE makes sure to portray that along with the brand, the popular faces also give value to customers. In 2015, NIKE had invested more than $3 billion on celebrity endorsements (Isidore, 2015). For promoting its products, NIKE comes in contractual agreements with celebrities. In addition, the brand has sponsorship agreements with college and professional athletes. The first athlete, who endorsed NIKE products, has been Ilie Natase, a Romanian tennis player (Isidore, 2015). 

By discussing all these marketing strategies of NIKE, it can be said that the techniques are used for both creating value for customers and controlling their purchasing habits, according to TRA. However, considering the limitations of TRA, alternative solutions can be suggested to NIKE based on real-world practices of other organisations, as per TPB.  

1.5 Alternative solutions based on real-world examples 

Based on this principle of TPB, discussed above, it is to specify that many organisations follow different marketing tactics to create value for customers. As an individual is free to act without any limitation, the behavioural intention can be changed at any time. Hence, businesses need to keep customers attracted to the brand for long-term. In order to do so, the most effective strategy is the usage of loyalty programs. As an organisational example, the name of Jimmy Jazz can be made. It is another US-based company belongs to streetwear, shoes, designer clothes and sportswear industry. VIP program includes redemption loyalty, recognition and bonuses relevant to lifestyle (Jimmy Jazz, 2020). The personalised experience is reflected with this marketing strategy of Jimmy Jazz that helps to create value for customers and retaining them for long-term.  

Another organisational example can be made for the Italy-based company belongs to designer fashion and luxury shopping industry, LuisaViaRoma. As per the loyalty program, 2000 points is a fee to be a member of LuisaViaRoma’s Sneakers Club. In every month, one lucky customer can win the chance to be a member of Sneakers Club with just 100 points, only if, the customer wins LuisaViaRoma’s sweepstake lottery. The marketing strategy indicates that the Italian brand is creating value for customers. However, at the same time, it is managing its sales performance tactfully (LuisaViaRoma, 2020). 

Therefore, by analysing the usage of loyalty programs in organisational contexts, it can be stated that NIKE is required to utilise this marketing strategy to not only create value for customers but also retain the loyal customers for long-term. The long-term association of the loyal customers is the clear indication of growth in sales and revenue generation. 

2. Stakeholder engagement and their impact on marketing activities of NIKE

2.1 Stakeholder engagement 

Stakeholder engagement is about a process, by which, an organisation involves a group of people. As opined by Viglia et al. (2018), the people can influence the implementation of the decision-making or they may be affected by the organisational decision. Stakeholders are the ones, who are actively involved in every organisational activity and their interests can be positively or negatively affected by decision-making process of business (Lane and Devin, 2018). Stakeholders can be either internal or external to organisations. From the view of Lavery (2018), it can be stated that internal stakeholders are the individuals within a business and they are directly involved in organisational performance. On the other hand, as stated by Viglia et al. (2018), external stakeholders are the ones, who are not within a business directly but they can be affected due to the company’s performance. From the Theory of Stakeholder, it can be said that the stakeholders are categorised into two key parts, internal and external (Refer to Appendix 8). According to Jones et al. (2018), the two examples of internal stakeholders are employees and managers. On the contrary, as stated by Pinto (2019), the two examples of external stakeholders are customers and suppliers. 

In case of NIKE, the key focus is on the engagement of external stakeholder, customers. In order to communicate with customers, the brand focuses on using two popular social media sites, Facebook and Instagram. Additionally to communicate with internal stakeholders, employees, NIKE makes sure to utilise face-to-face meetings and communication technology like Skype (NIKE, 2020).

2.2 Impact on marketing activities 

In case of communicating with customers through social media, NIKE makes sure to use the two platforms in individual ways. In Facebook, NIKE has separate pages based on its sub-brands, such as, NIKE+. NIKE Football has a larger number of likes compared to main official account (Refer to Appendix 9). A large number of likes is the clear indication that the brand is effective in building a smooth and uninterrupted communication with its customers (Lane and Devin, 2018). While communication with customers is smooth, there will be a positive impact on marketing activities, automatically. With the help of an exemplary scenario, the aspect can be portrayed better. For instance, NIKE Football page gets many likes from people across the globe. Thus, on this page, if NIKE promotes new sports-footwear, then the possibility to achieve success from the marketing activity is higher (Cole, 2018). 

This is due to the reach of NIKE to a large number of people, who are already satisfied with the communication and engagement process, the brand maintains on social media. Apart from that, NIKE has a page on Facebook, Nike Women, which is associated with the female athletes and women’s products (NIKE, 2020). NIKE’s most effective strategy of stakeholder engagement and marketing lies in the range of pages created for different products and services. The separate pages of product groups help the brand to target the key customers. As a result of it, the positive impacts are observable on the marketing activities. For instance, on the Nike Women page on Facebook, the brand can promote a range of women's sports bras. Due to the separate page for women, NIKE can target female customers directly (Raghunath, 2019). 

The effectiveness of NIKE in stakeholder engagement on social media can help the brand to experience marketing success for the particular product range. Hence, this is the way, through which, NIKE is benefited from customer communication on Facebook (Raghunath, 2019). Likewise, Instagram also plays a crucial role in stakeholder engagement of NIKE. On Instagram, NIKE has the fourth-largest fan-following with 82.6 million followers on official profile (Refer to Appendix 10). With compared to Facebook pages, NIKE uses its Instagram profile regularly. In every single week, it distributes posts on this platform. There are two reasons behind the maximum usage of this platform by NIKE. The first reason is indicative towards the rising fame of video and photograph sharing, for which, NIKE achieves 1 billion active users per month (Cole, 2018). 

Another reason is about the extraordinary visual nature of the site, which is effective for high-quality image and video content. From a large number of followers of NIKE on Instagram, it can be said that the brand is potential to engage its customers through attractive and high-definition pictorial and audio-visual content of marketing (NIKE, 2020). For instance, to promote a new range of self-lacing shoe, NIKE can create high-quality videos on the product including the specification of the sensor technology in moulding the shoe to the foot shape after stepping into it. The clear presentation of the sensor technology through high-definition image and videos can help to have maximum attention of key customers. Before purchasing the product, the followers can make several questions, regarding after-sales service and others (Lavery, 2018).        
In such a situation, digital marketing team of NIKE needs to maintain effective and uninterrupted communication with key customers by answering their queries. If somehow, NIKE’s marketing team gets failed to give satisfactory and timely replies to users, then the stakeholder engagement will be affected. Due to the negative impact on customer communication, NIKE’s marketing activity for its self-lacing shoe may face negative outcomes. Thus, from the overall discussion on stakeholder engagement, it can be mentioned that the marketing activities face impacts based on how effective NIKE is to maintain communication with its key customers (NIKE, 2020).  

Furthermore, in case of engagement with internal stakeholders, employees, NIKE focuses on giving importance to both physical and technological communication. There are times, while it is not possible to conduct face-to-face meeting for a quick decision-making need. In those situations, one of the most popular video-conference technologies, Skype, is used to conduct meetings among the key personnel. Just like external stakeholder engagement, engagement with employees is vital for the brand to ensure success in marketing activities. With the help of an exemplary scenario, the aspect can be portrayed better. For instance, to create marketing content on seasonal discount offers for a range of women's sports bras, it is important for the marketing team of NIKE to communicate and consult with sales team regarding last 3-year sales generation of that product range (NIKE, 2020). 

The consultation is very urgent as the marketing content needs to be posted on social platform overnight. In case of such situations, key personnel cannot depend on face-to-face meetings only. However, Skype helps external stakeholders to stay engaged through video-conference so that communication cannot be hampered. If the communication among the staffs of operational departments will be affected, the negative impact will be on marketing activities directly. From the example, it can be said that if the sales and marketing teams becomes unable to communicate overnight, then there may be delay in posting the discount offers on social media. Additionally, as it is seasonal offer, there will be less possibility of achieving success from marketing activity (Lavery, 2018).
Conclusion 

Based on the key findings and analysis of the marketing fundamentals of NIKE, it can be concluded that the brand has a significant requirement of making changes in marketing strategies to create value for customers. With the help of the essay, it has been suggested as an alternative solution to NIKE that the business can focus more on developing various loyalty programs. Such programs are not only beneficial to create value for customers but also equivalently effective for customer retention. 

In order to discuss this particular aspect, Theory of Reasoned Action and Theory of Planned Behaviour have been applied and analysed in a significant manner. Apart from that, the essay has discussed about the ways, NIKE utilises Facebook and Instagram to engage with its stakeholders or communicate with the key customers. The Theory of Stakeholder has been applied in this area to identify the internal and external stakeholders of an organisation. Moreover, it has discussed how the success of the marketing activities depends on the customer communication ability of NIKE.
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Figure 1: Role of marketing

(Source: Kotler and Armstrong, 2013)

Appendix 2: Theory of Reasoned Action (TRA)
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Figure 2: Theory of Reasoned Action (TRA)

(Source: Karnowski et al. 2018)

Appendix 3: Theory of Planned Behaviour (TPB)

[image: image3.png]Theory of planned behaviour

Subjective
Norm

Behavior

Perceived
Behavioral
Control




Figure 3: Theory of Planned Behaviour (TPB)

(Source: Kumar, 2019)

Appendix 4: Emotional branding of NIKE 
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Figure 4: Advertisement of emotional branding 

(Source: NIKE, 2020)

Appendix 5: Nike Phenomenal Shot
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Figure 5: Nike Phenomenal Shot 

(Source: Think with Google, 2015)

Appendix 6: HyperAdapt 1.0
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Figure 6: Nike’s first self-lacing shoes, HyperAdapt 1.0

(Source: NIKE, 2016)

Appendix 7: Nike’s Community Outreach Program

[image: image7.png]INNOVATING TO GET KIDS CREATING POSITIVE IMPACT  ACCELERATING GLOBAL
MOVING IN LOCAL COMMUNITIES CHANGE





Figure 7: Three key drivers of Nike’s Community Outreach Program

(Source: NIKE, 2020)

Appendix 8: Theory of Stakeholder
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Figure 8: Theory of Stakeholder

(Source: Jones et al. 2018)

Appendix 9: Nike excels on Facebook
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Figure 9: Nike excels on Facebook

(Source: Raghunath, 2019)

Appendix 10: Nike uses Instagram
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Figure 10: Nike uses Instagram

(Source: Raghunath, 2019)
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