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[bookmark: _Toc69167190][bookmark: _Toc70361957]Managing consumers’ expectations

Customer expectations refer to any set of behaviors or acts that people anticipate when dealing with a company. Understanding and acknowledging the client's needs from the start allows an organization to collaborate with the consumer and set expectations at an optimal stage. Excessive expectations almost always lead to disappointment. Setting them too low may give customers the impression that the company is inept. (Jagdish, Rajendra, 2012)

When it comes to customers, a strong customer base contributes to a company's success. Nike achieves the previously stated goal in this situation due to the value-oriented beliefs involved in the advertisement process. Nike promotes inspiring messages, and their desire to market their products by persuading the masses plays a significant role in this. (Booker, 2020)

However, a company's ability to manage its customers' needs is critical. There are roughly five approaches to this, and we will go over them in greater detail, using Nike's technique as a model.

1. [bookmark: _Toc69167191][bookmark: _Toc70361958]Openly discuss solutions

Businesses with highly experienced customer service representatives should be well-versed in the solutions to all possible issues and be able to resolve those issues quickly. Openly discussing potential solutions to a problem with the customer is an effective way for businesses to handle customer service preferences.
In this sense, Nike takes advantage of technological advancement by engaging in intense engagement on social media platforms such as Twitter. The corporation recognizes the importance of customer service and has established the page @NikeSupport. It is dedicated to all aspects of customer service, making it simple for customers to call if they have a complaint or a concern. Nike Support is very involved and responds quickly, as do other businesses with excellent social media customer service. (Harrison, 2019)

Customer satisfaction surveys can be found on their website. Nike raises specific concerns about how employees' greetings influence their purchasing decisions. Respondents will rate their experience on a scale ranging from having no influence to having a great deal of influence. In the comment box, they will explain why they chose what they did, as well as leave other messages.

[image: 7 Groundbreaking customer satisfaction survey examples | QuestionPro]
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2. [bookmark: _Toc69167192][bookmark: _Toc70361959]Provide clear timelines

Customers may be irritated if software contains flaws, glitches, or bugs. Clients, on the other hand, will be irritated if they expect their problem to be solved in a week and have to wait a week and a half. Businesses will handle customer service requests by simply stating how long any given process will take from the time a consumer dials a customer service number until the resolution is complete.  (McGovern, 2017)

Nike.com is the Nike Company's online store. Nike has a license to operate the website and all of the content. On the website, customers have clearly segmented themselves as women, men, and children. (Li, 2013)

In comparison to other platforms provided by this organization (such as an Instagram profile, an e-mail address, or a customer support line), the site has fairly consistent issues, such as the checkout process, signing in, or a technological fault with the server (as sites such as updownradar.com and www.isitdownrightnow.com suggest). Customers will, however, find a 'Nike Support' feature on their website, which includes phone numbers and, obviously, work schedules. The company has a promising and pleasant ability to resolve issues quickly, but when a server crashes, for example, there are few to no details about the problem, leaving clients frustrated and waiting for the issue to be resolved. In this regard, the firm does not excel, and improvements can be made (such as selecting and displaying to the public timetables that the site is being worked on, in terms of preventing services from collapsing suddenly).
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3. [bookmark: _Toc69167193][bookmark: _Toc70361960]Be transparent and honest

In this regard, the firm does not excel, and improvements can be made (such as selecting and displaying to the public timetables that the site is being worked on, in terms of preventing services from collapsing suddenly). This ensures that if a customer service representative is unable to resolve a problem, they are willing to consult with other members of staff. In any case, assistance teams should never keep secrets. (McGovern, 2017)

Nike's Making software is an open-source platform that helps customers learn more about the environmental impact of the products they use by rating them based on properties such as chemical processes, energy and water consumption, and greenhouse gas emissions. It can also be used as a stand-alone reference for buyers to compare any of Nike's products.  (Young, 2013)

[image: Nike Unveils New App to Help Designers Invent Better - Nike News]
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Nike appears to easily outperform many brands in terms of product manufacturing transparency. Looking back at Nike's history, however, a broad downfall of the company can be seen. Two decades ago, the corporation was heavily chastised for unethical labor practices after exporting labor offshore to save money.

The public was taken aback by reports of Indonesian Nike employees earning as little as 14 cents per hour. Among the disturbing allegations of abuse were claims that a Vietnamese subcontractor ran women outside until they collapsed because they were not wearing proper shoes. Nike was found guilty of exploitation of its employees for more than seven years.

However, dealing with the issue required a significant amount of effort. Due to declining profits, Nike was forced to lay off workers in 1998. That was the point at which then-CEO Phil Knight began to implement aggressive and public reforms within the organization. The key to Nike's transformation was to be open and honest about its labor issues. According to Phil Knight, the company's CEO, "the Nike product has become synonymous with slave wages, forced overtime, and arbitrary abuse." "I firmly believe that the American consumer does not want to purchase products made in deplorable conditions."  Nike has raised the minimum wage it pays its employees, strengthened labor oversight, and ensured that factories have clean air.

Nike has become far more transparent about its labor policies than its competitors, releasing a 108-page report revealing factory conditions and wages and recognizing widespread issues, as well as a full list of factories for which it has contracted. Nike continues to provide public information on manufacturing conditions. The sports shoe company was eventually able to dispel the myth that it punished its employees after years of hard work. (Lutz, 2015)


4. [bookmark: _Toc69167194][bookmark: _Toc70361961]Remain optimistic, but realistic

Although optimism is necessary for providing a meaningful consumer experience, leaders must also be pragmatic about potential solutions. By considering business procedures, the dynamics of specific challenges, and the workload of their team members, support specialists can predict how a given ticket can be resolved and the time commitment required. Although informing a customer that a problem will take longer than expected can be nerve-racking, it is more important to be practical than to have unrealistic goals (McGovern, 2017). Nike has always taken a positive approach to what they do because of the ideal they perform and promote – chasing your goals, hence the slogan: ‘Just do it.'
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5. [bookmark: _Toc69167195][bookmark: _Toc70361962]Follow up

Customer service needs can be managed by support teams by following up after each step of the resolution process. According to Consumer Experience Insight, most consumers are unconcerned when companies contact them. Clients, on the other hand, expect businesses to contact them again to complete their customer experienceA customer service representative can follow up with the consumer via email to clarify what was agreed upon after communicating potential solutions to an issue and including practical deadlines. Furthermore, even after a ticket is closed, customer service representatives can continue to communicate with clients as the resolution progresses. (McGovern, 2017) 

Nike has a well-functioning customer support base, as stated in the first point, and any reports are resolved efficiently and quickly, with few to no complaints. As a result, they provide effective follow-up, ensuring that their customers are satisfied.

[bookmark: _Toc69167196][bookmark: _Toc70361963]The branding of Nike
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Branding is the marketing process of creating a name, symbol, or logo that differentiates one commodity from another. It is also the practice of aligning what a company wants people to think about them with what people think about them.

[bookmark: _Toc69167197][bookmark: _Toc70361964]Advantages of branding for a company

Among the benefits of branding for a company are: 
· A larger platform of consumers learns about a brand through branding. 
· Credibility is provided by branding; credibility attracts consumers, and a loyal base of individuals is more likely to be drawn. 
· Customer loyalty is the result of branding. Because of the consistency created by branding, customers have faith in the product they want to endorse. 
· A specific type of branding can only target a specific type of customer. Nike, for example, will attract a greater number of athletes. (Cron, 2017)
[bookmark: _Toc69167198]
[bookmark: _Toc70361965]Branding and the decision-making process

Because branding provides decisions, deciding as a company entails a series of steps in which individuals' daily activities are studied. It is especially important for large corporations like Nike. To contribute to a company's performance, internal and collective decision-making processes should be carefully designed. Recognizing, locating, gathering, listing, evaluating, and selecting the best solution are all steps in the process. (Guliyev, 2017)

Nike, as a leading sporting goods manufacturer, must use efficient and proactive management to make the best decisions for the brand. For the organization to provide clothing, accessories, and appliances, decisions must be made based on the customers' wishes and desires. Examining the evidence accomplishes this. Nike understands what people want and, as a result, can devise a well-thought-out process for bringing the goods to market. By selling more merchandise to more customers in more countries than any other sports company, they will gain a much larger market share than any other brand. Nike, like other industry players, recognizes the value of the customer and the importance of providing a high-quality product. (Brier, 2020)

Given that Nike is a company that manufactures sneakers and sporting apparel, the first major emphasis is on product and service design. Management is concerned with strategic goals and designs that are based on current consumer preferences. Second, Nike places a strong emphasis on quality control. As many people are aware, Nike is quite pricey. This is because individuals and groups strive to meet the needs of consumers while maintaining high quality. Following that, process and capability architecture are strategic decisions that improve product efficiency. Because cost-benefit analysis is used, location is also an important factor in the process. Furthermore, when deciding, Nike must consider maintenance, schedule, inventory, and supply chain management. (Pride, 2018)

Product development of Nike

Companies that seek to offer new products to their current consumers by modifying formats, product specifications, or attributes to attract existing customers are pursuing an aggressive growth strategy through by-product production. It is Nike's primary expansion strategy. Product manufacturing is included in this aggressive growth strategy, which works with the development of new products to increase the firm's profit margins. Nike's mission statement, for example, emphasizes the execution of modern and creative product elements such as exclusive and unique shoe styles. Modern strategies increase the number of products while separating them from market competition. Despite shifting customer purchasing habits, the value and appeal of new products remain constant. As a result, Nike's product marketing strategy complements the company's overall strategic differentiation strategy. This aggressive growth strategy's primary goal is to increase Shoe Company's market share by incorporating cutting-edge technology into the design and quality of its sports shoes. (Gregory, 2017)

1. [bookmark: _Toc69167199][bookmark: _Toc70361966]Product development to Nike

Nike relies on their expertise and input to develop the best product for athletes, and thus the best product for customers. These high-profile trainers and celebrities are then included in Nike's promotional and communications campaign so that the audience recognizes them and can help spread the word about the product. (Liu, 2016)

2. [bookmark: _Toc69167200][bookmark: _Toc70361967]Modifications to existing products

Nike will modify and improve its models to provide customers with new and improved options. As a result, retail prices and consumption will rise. (Sanusi, 2014)

3. [bookmark: _Toc69167201][bookmark: _Toc70361968]Launching new products

The latest product manufacturing process from Nike Incorporation is depicted at various levels. Among the stages examined are idea generation, idea screening, design formulation and testing, marketing campaign development, commercialization, product development, marketing testing, and company review. Nike holds contests in which a small group of customers works together to design a new Nike shoe. (Gibbons, 2019)

4. [bookmark: _Toc69167202][bookmark: _Toc70361969]Product quality

Product quality is defined as the incorporation of functionality capable of meeting user demands (wants) and providing customer loyalty by improving products (goods) by making them free of flaws or defects. (Akrani, 2013)

Nike has worked hard to maintain consistency, dependability, and performance while also incorporating luxury. When you put on a pair of Nike sneakers, they immediately feel comfortable on your feet. This company has worked hard to ensure that you get high-quality running shoes that are also very comfortable. (Simser, 2020)

[bookmark: _Toc69167203][bookmark: _Toc70361970]How Nike applies product development strategy

This aggressive approach entails the introduction of new products in order to boost sales revenue. Nike, for example, emphasizes creativity in the form of innovative apparel styles and associated items in its mission statement. Innovations improve products and set them apart from the competition.

Nike's business model is simple: invest in brand creation through emotional messaging and sports star promotions, manufacture high-quality, market-leading products, and acquire rival sports brands.

Nike's mission is to constantly evolve, design, and manufacture products that improve athletic performance. Its overarching goal is to develop products with true performance creativity and technological advantages that help athletes compete better. (McAllister, 2014)

[bookmark: _Toc69167204][bookmark: _Toc70361971]The Ansoff Matrix of Nike


The Ansoff Matrix is a strategic forecasting mechanism that provides a framework to help directors, senior management, and advertisers develop long-term growth plans. It is named after the concept's creator, Russian American Igor Ansoff, a business manager, and applied mathematician. (Wikipedia, 2020)

[image: The Ansoff Model – Smart Insights]
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1. [bookmark: _Toc69167205][bookmark: _Toc70361972]Market development

It is the most profitable strategy for a company because it aids in the expansion of the company's growth by betting on various sectors and segments. Nike, for example, plans to open shoe retailing stores in Africa and the Middle East to increase sales profits. Furthermore, a company's business growth strategy involves the production of adapted and advanced products in emerging markets to enter new market sectors such as the production of goods and services for bodybuilders. The global market saturation of Nike stores, on the other hand, can be used to measure a company's growth. It has also been noted that an aggressive growth strategy is critical to a firm's economic, demographic, and geographical growth. (Saxena, 2019)

2. [bookmark: _Toc69167206][bookmark: _Toc70361973]Market penetration

Market penetration occurs when a company enters a market using an aggressive growth strategy by producing the same commodity in the same market and market segment but at different price points. Nike's secondary growth strategy is to enter existing markets. This technique helps to generate a lot of money. Nike's consumer growth strategy, for example, is to sell a wider range of athletic shoes to American customers. Despite this, Nike's penetration strategy is regarded as a secondary strategy due to the company's dominance in the global shoe industry. The corporation is entering the global market in a variety of ways, such as through a firm's cost leadership strategy, which has increased its market reach due to fair competitiveness. (Grogery, 2017)

3. [bookmark: _Toc69167207][bookmark: _Toc70361974]Diversification

Nike is free to diversify in any way it sees fit. The firm can vertically diversify backward by starting production rather than exporting it. It can also diversify geographically by producing a variety of other goods in addition to the sectors in which it already operates. It can also diversify geographically by producing a variety of other goods in addition to those in which it already operates. It may also follow in the footsteps of conglomerates by expanding into new markets such as household goods, consumer electronics, automobiles, and so on. The company's brand name is well-known, providing it with the advantage of outperforming in these diversification opportunities. The company has now horizontally diversified in several areas. (Barnes, 2011)

4. [bookmark: _Toc69167208][bookmark: _Toc70361975]Advantages 

· Simplicity - The matrix does not provide complicated scenarios or calculations; rather, it provides four options from which businesses must select the best one to achieve their goal of increasing revenue and earnings.
· Observing all possible alternatives - It assists the company in observing all potential options so that the company can make the best decision possible, which will help the company increase revenue and earnings. As a result, if a company's product is underperforming in its current market, it will seek market expansion if no new product is in the works.
· Analyses risk - It contributes to the analysis of the risks associated with each policy, allowing the organization to plan accordingly. (Parikh, 2019)

5. [bookmark: _Toc69167209][bookmark: _Toc70361976]Disadvantages

· Competitors are ignored - The Ansoff matrix's biggest flaw is that competitors are overlooked because this matrix only shows the strategy with the company's product and business in mind, when competitors exist for any product and market and play a significant role in determining whether the company's strategy succeeds or fails.
· Difficult to predict - The Ansoff matrix appears simple in theory, but in practice, predicting the impact of implementing these strategies on a company's sales and profits is extremely difficult because consumer and market reaction can never be predicted with 100% accuracy, resulting in all calculations being thrown out. As a result, before making any decisions based on the Ansoff matrix, businesses should keep this in mind. (Parikh, 2019)

[bookmark: _Toc69167210]
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According to a 1963 internal memo at the Stanford Research Institute, a stakeholder in a company is a member of "groups without whose sponsorship the entity will cease to exist." In the 1980s, Edward Freeman developed and championed the hypothesis. (Wikipedia, 2021)

Organisations that exist within a company are known as internal stakeholders (e.g., employees, managers, the board of directors, investors).  External stakeholders are organizations that are not affiliated with a company but are interested in or affected by its success (e.g., consumers, regulators, investors, suppliers). (Fernando, 2021)

As a multinational corporation, Nike Inc. has a diverse set of customers who have a direct impact on the company's distribution of sporting shoes and other items. The company's corporate social responsibility activities, on the other hand, are limited to a few key stakeholder categories. Nike's stakeholders are as follows, listed in order of importance to the company:

· Customers – top priority – Nike's corporate social responsibility policy prioritizes customers as a stakeholder party. Customers are important because they influence the athletic clothing, footwear, and service industry sales of the company. The owners of Nike Inc. are interested in high-quality goods at reasonable prices. To satisfy these interests, the corporation makes significant R&D contributions. Nike, for example, continues to provide high-quality merchandise that incorporates cutting-edge technology. Because of its high profits and growing sales revenues, Nike's corporate social responsibility successfully meets the needs of consumers as a top-priority stakeholder party. (Kissinger, 2017)

· Communities - The community stakeholder party has a significant impact on Nike's corporate social responsibility status. Consumers are more likely to purchase a product that benefits populations. Community planning assistance is one of these stakeholders' top priorities. (Kissinger, 2017)

· Employees - Nike Inc. recognizes the importance of workers as a stakeholder community that influences corporate effectiveness. Employee success, for example, contributes explicitly to company performance. Priorities for these stakeholders include equal pay, job growth opportunities, and a sense of mission. (Kissinger, 2017)

· Governments - Nike Inc. considers governments to be stakeholders as part of its corporate social responsibility strategy. These stakeholders are significant because they influence how Nike operates in terms of licenses, limitations, and regulatory cases in specific markets for its athletic shoes, products, and clothing. Nike's corporate social responsibility strategies for economic growth, understandably, address the community development interest. (Kissinger, 2017)

· Interest groups - Nike's corporate social responsibility programs frequently consider the concerns of certain interest groups. These stakeholders have a significant impact on Nike, both in terms of potential regulatory involvement and market awareness of the brand and its athletic shoes, apparel, and facilities. The priorities of these stakeholders range from equal labor policies to corporate sustainability and environmental protection. (Kissinger, 2017)



[bookmark: _Toc70361978]Nike’s communication with its stakeholders

Nike already has relationships with a wide range of stakeholders, including civil society organizations, manufacturers, and community members, as well as customers and shareholders. A corporate marketing group manages Nike's stakeholder partnerships. They do so informally, as part of our problem and challenge outreach campaigns, through engagement and/or involvement in networks and organisations, and as an organised part of our problem and challenge outreach campaigns. They also do so through organised partnerships and stakeholder participation. (Stocker, 2020)

When interacting with internal stakeholders (employees and owners/directors), Nike uses content marketing videos to share a variety of topics and news with employees in an entertaining manner. This adds to the enjoyment of shopping activities that most workers are unable to participate in. Nike also collaborates closely with partners through one-on-one meetings and other means of cooperation. (Andrea Lucchini, 2019)
[bookmark: _Toc69167211][bookmark: _Toc70361979]The Evolution of CSR in Nike

To address the concerns of its key stakeholders, Nike Inc. maintains corporate social responsibility (CSR) systems. According to Archie Carroll, stakeholders are people or organizations who have a vested interest in what the company does. They are influenced by the business, and the company is influenced by them. Nike athletic shoes, clothing, and equipment's brand value and market success are heavily influenced by stakeholders' desires and activities. Nike addresses these partners' concerns through a variety of corporate social responsibility initiatives. Conversely, the Nike Foundation serves as the company's primary corporate social responsibility arm.

To address the concerns of its key stakeholders, Nike Inc. maintains corporate social responsibility (CSR) systems. Nike Inc.'s corporate social responsibility (CSR) policies cater to the company's stakeholders. Nike's CSR approach and philosophy were centered on the company's concern for cultures and consumers, whose preferences have a direct impact on the design and production of its sports boots, equipment, and clothing.

[bookmark: _Toc69167212][bookmark: _Toc70361980]Conclusion

Nike, Inc.'s exceptional success has been achieved primarily through strategic positioning and value creation. This has been accomplished through advertisements, market awareness, product creativity, and maintaining a competitive advantage in the face of stiff competition. Nike employs a variety of approaches and methods, such as strategic management technologies and templates, product differentiation, and appropriate delivery platforms. Many customers have recognized the uniqueness of their brands and are familiar with the trademark "Just Do It" and the Swoosh Logo. Customers have remained loyal to them because of their high-quality products and creative marketing campaigns.
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