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[bookmark: _Toc67587084]Introduction 
Fundamentals of marketing can be defined as the marketing mix and the 4ps of marketing. Fundamental of marketing includes the core of marketing, which involves price, product, place and promotion. As per the view of Baines et al., (2017), Different tactics, policy and methods are used in the marketing process to revolve around and the principles are not changed. There are six fundamental marketing areas: communication, research, creativity, evaluation, delivery and revision, which are incorporated by the business organisation. In this project, it highlights the business organisation that is Nike, which is an American international company, which is engaged with different designs, manufacturing, development, marketing and sales globally of apparel, footwear and other accessories. As per the view of Illiashenko et al., (2019), the headquarters of the company is in Portland, which is a metropolitan area. Globally, the company is the largest supplier of apparel and athletic shoes and a largest manufacturer of sports accessories. In the annual report of 2019, it was found that approx. $35 billion revenue was generated by the company and the workforce is about 80,000 employees. Presently, Nike is ranked as no.80 in the fortune list of the United States. Nike was founded by Bill Bowerman and Phil Knight, in 1965 as “Blue Ribbon Sports”, and after that it was named as Nike officially on 30th April, 1970.   
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Discussion 
Role of marketing in creating value for customers
Definition of marketing concept and societal marketing concept 
As per the view of Tkachenko et al., (2019), Marketing is the concept which is referred to please and persuades the customers, in order to buy the particular products and services from the respective business organisation, where different offers and other discounts are available for the customer, so that the customer gets attracted to the product and for, once they can buy the product or wants to get the services.  The concept of marketing depends on the wants and needs of the customer and the customers get the idea to distinguish the product from one brand to another. Concept of marketing, based on the appropriate principle which is used by the business organisation, marketing concept of respective business use the data related to the markets, which focus on the wants and needs of the potential, existing and new customers, by developing a strategy on the market. As per the view of Chomová, (2020) Marketing is done by the company, in order to identify the needs of the buyers and according to it the products and services can be developed in future. Social marketing is the concept or an approach used by the business organisation, in order to develop the business activities which are aimed and need to be changed according to the society requirements and people behaviours, which facilities in creating an individual benefit and also for the society. Social marketing is important to maximize the profit and creates a good relationship with all the different stakeholders.  
The way organisation practices the concept
The marketing concept Nike use, is the direct concept of marketing, in order to promote new products to the targeted customers and markets. The company uses a different sales approach, to reach the target customers. As per the view of Singhal et al., (2017, p. 65) Nike believes in the concept of “pyramid of influence”, the company uses different celebrities for their marketing and branding, and this acts as the core strategy of marketing, which creates the brand image. The marketing concept used by Nike or the strategies which follows are: uniqueness, news worthy technologies, making realistic ads and the marketing is done to maintain the social consciousness. Societal concepts of marketing used by Nike are: adapting new conventional activities related to the business, designing the target population and to improve the social wellbeing. 
Advantages of marketing to customers
The Advantages of marketing to customers are:
Though marketing it keeps the customer inform about the current and existing product, if any new products arrives or there is any change in any of the product, it provides and offers quick and convenient service to the customer, marketing helps the consumer to get ample of options, which facilitates them to decide what to buy or not, according to the satisfaction of the customers. Marketing of one product helps the customer to compare the products with another one and helps them to decide what to purchase or not. 

Definition of branding and advantages 
As per the view of Kattepogu et al., (2017, p. 2455) branding can be defined as the market practice, by creating a symbol, design or name for the particular product or service, which helps the potential and targeted customer, to identify and differentiate the respective products of the particular brand from other products. Branding is the art of aligning the thinking of the people about the company and its product and presently whatever the customers are thinking about the company related to the product. 
Branding helps the company to stand in a saturated market; it gives the credibility to the company, creates brand loyalty, maintains consistency of the product service and attracts the targeted and new customers.     
The way it creates value for customers 
Nike do their branding of the company products with the help of the endorsement of celebrities, by innovating stylish products, inspiring and realistic advertisements and the branding process creates value for the customer.  As per the view of Bejtkovský and Copca, (2020, p. 95), the customer of Nike, attain the experience of value through participation and they are rarely influenced by the process of design, which is a part of creating a value for the product or service to the customer, branding is also done through social networking sites, where the products of Nike are shared and minimizes the risk of dissatisfaction. Nike spend more than $100 million on marketing advertising and promotion which are the part of branding their products, with this process of branding, Nike have its own brand image, which captures the attraction of the customers and creates a value to the customer, by identifying the products of Nike from other similar products such as Adidas, new balance, Walmart and many more. As per the view of Pereira, (2019), for branding and to create a market value for the customer, Nike uses digital platforms and social media, in order to create a lifestyle and the sense of community among the customers. Nike adopted the social media platform for branding as it is powerful media and creates two-way interaction between the brands and the customers, and creates a value for the customer. Nike brands create a value for the customer by adding value to the product innovation, providing happiness to the customer after using the product where the customers feel safe, secure and confident that they can purchase the product again and gain.     
Ansoff matrix strategies for using relationship marketing 
As per the view of Schönauer, (2018) Ansoff’s matrix is the strategy which is related to product growth, and is used by the business organisation, to determine and identify both the market growth and product growth. However, Nike also used the strategy of Ansoff matrix, in order to determine the market growth and product growth in the present market situation. 
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Figure 1. Ansoff's matrix
Source (Pereira, 2019)
Market penetration
For an intensive plan growth, where the company wants to penetrate the present market situation, by innovating the same product in the same market, with different prices, this is known as market penetration. It is the secondary plan for growth, which is executed by Nike, in order to penetrate the existing market, and this strategy facilitates in generating more revenue and income on sales. The strategy of market penetration is used by Nike, for more distribution and to sell a large number of athletic shoes. Nike is penetrating the competitive market, by different ways, and one of the ways is to follow the cost leadership strategy and increase the productivity. The products sold by Nike at a low rate, attracts the customer more. 
Product development
When the business organisation, decides or wants to introduce new products or innovate their existing products in new form, according to the demand of the customers, to increase the growth of the business, product development is done by the company. As per the view of Davydov, (2018) Product development of Nike is done to innovate new products, which increases the profit and the growth of productivity. The main purpose of the Nike brand is to focus on innovative and new products, through unique design of shoes and bags; for that Nike use the generic strategy of competition, in order to expand the market share and to maintain the quality of the shoe. 
Market development 
Market development is the profitable strategy, by the business organisation, in order to expand the growth of the company and focusing on different segments of the market. For instance, Nike is thinking of opening a shoe retail shop in the Middle East and Africa, to gain more profit. Market strategy of development is executed by Nike, to modify and innovate the existing products for the new market. The intensive growth strategy plays a very important role in demographic, geographic and financial growth for Nike. The strategy of market development by Nike is to generate more revenue by entering their product in the market of the Middle East and Africa.
Diversification
Diversification is the strategy which is used to introduce new service and products, in the new market, in order to minimize and recover the loss. This strategy is the least important strategy of growth which is used by the organisation. The competitive plan of generic differentiation of nike, supports diversification and to reduce the channels of economic risk, to enter in the new market.
Stakeholder engagement and their impact on the marketing activities of an organisation
Definition of a stakeholder 
As per the view of Marshall, (2018, p. 77) stakeholder refers to the individual or a group of people, who are interested in the business organisation and the involvement of the stakeholders affects the business firms directly or indirectly. The stakeholders who are engaged in the business organisation are investors, customers, government, suppliers, distributors, employees. Stakeholders are very important as it provides information related to the organisation and the market position.  
Internal and external stakeholders 
Nike is a diversified and large business organization, which sells athletic footwear. Nike has numerous ranges of stakeholders, which includes both the external and internal stakeholders. Internal stakeholders of Nike are: management, employees, shareholders, endorsers, however, the external stakeholders are: customers, wholesaler, suppliers, competitors, government and local community.

Internal stakeholders
The important and effective internal stakeholders of Nike are the executives of the company, shareholders, managers and other agents of the shareholders. The shareholders of Nike expect to get a strong return after their investment, compared to their investment in the competitive industry. As per the view of Savga et al., (2018, p. 32) the returns of Nike comes from two forms, one is the appreciation of the share value based on the company performance and another is the dividend from the market share. The dividend is $2.30, which acts as a return of 1.35 percent, depending on the present stock price of the share and the stock price have already experienced a steady appreciation over several years. In 2006, November, Nike sold $46.23, despite facing stagnation and financial recession for two years. However, the sales increase in 2010, and the profits also increased, and the balance sheet or the financial sheet of the company, shows a high improvement which raise the equity of the firm, by meeting all the expectations of the shareholders. 
External stakeholders
External stakeholders of Nike are incorporated by the suppliers, customers, government, communities. Nike is considered as a desirable client for the suppliers, and the main motive of Nike is to meet the demand of the customer and other suppliers. The suppliers and the pressure of the local community are the key stakeholder of the company and the external holders also influence the brand image in front of the public. The expectation of the customer towards Nike is very high and they demand for high quality products and services, which leads the company to get the market position in the top level. Customers as a stakeholder influence the position of the business organisation and affect a lot. Nike needs to satisfy the customers by their wants and needs.
 
The organisation communicating with its stakeholders 
Nike communicates with their stakeholders, through their official websites, and the company maintains their corporate social responsibility report, in order to communicate with both the internal and external stakeholders. Nike engages and communicates with the stakeholders, directly by face-to-face meeting and other ways of collaboration. As per the view of Barić, (2017, p. 133) the company held its first stakeholder forum, in 2005. Nike supports and appreciates the global reporting initiative, being an organizational stakeholder, developing reports and appropriate framework, in order to measure the company progress towards corporate responsibility. Nike proactively communicates with all the stakeholders and encourages each feedback which is provided by the stakeholders. Global compact forum for Nike serves as a platform to attain the social responsibility and to look after the employees who are the important stakeholders of the company. As opined by Viglia et al., (2018, p. 404) A customer is considered as one of the important external stakeholders of the company, so the company communicates with their existing and potential customers through digital platforms and social media sites like Facebook, Instagram, twitter and many more. The company communicates through social sites by updating their post related to their products. If any changes are there in price or any offers are available for the certain time period, that can be easily communicated with the help of the social media.

Stakeholders impacting on the marketing activities of the organisation 

	Keep satisfied (High power; low interest)
· Investors
· Government

	Manage closely (High power; high interest)
· Customers
· Employees
· Shareholders

	Monitor (Minimum effort) (Low power; low interest)
· Suppliers
· Employee


	Keep informed (High interest; low power)
· Suppliers
· Communities




Investors, and government have high power and low interest in Nike, as the company needs to keep satisfied the investor and government as they are main stakeholders who invest the money, and the company needs to work according to the policies and rules of the government, but the government has less interest within the organisation. Customer, employees and shareholders need to be managed closely, as they have high power and high interest and the influence of the shareholders directly impact the marketing activities of Nike. Suppliers and employees need to be monitored with minimum effort, who have low power and low interest. Suppliers and communities need to be informed about the company profile, and they have high interest and low power.  
[bookmark: _Toc67587086]Conclusion and recommendations 
From the above project it can be concluded about the role of marketing in order to create the value for the customer in Nike and the stakeholder engagements which impact directly and influence the marketing activities of Nike. It can be recommended to Nike. The price of most of the products is comparatively high, which is quite difficult for middle- and lower-class people to afford. Hence, it is advisable to the organisation, to minimize the price of such products, for expanding its customer base. 
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