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Nike, the #1 brand in the sporting goods industry and the 14th most valuable brand in the world, is constantly investing incredible amounts in product innovation, sustainability and top notch marketing. Nike’s 2014 fiscal report, available online, includes $3.031B-worth spent on “Demand Creation,” i.e. advertising. From a TV ad buy to collaboration with a niche shop, “Demand Creation” includes all Nike’s advertising-related expenditures. Bottom line: Nike spent about $100 per second on advertising in 2014. The amount almost equals what competitor Under Armour made in sales.  
CNN reported that in 2018 Nike spent $11.5B, nearly a third of its sales, on marketing and endorsement contracts.

PART A
Nike’s successful marketing process

By offering more products to more people, in more markets than rival companies, Nike has captured a greater market share than any competitor. Once an athlete shoes distributor, Nike now provides a dazzling variety of sports shoes, equipment and apparel to virtually everyone on the planet, particularly if aged 15-45 and pursuing baseball, hockey, track and field sports, soccer, surfing, yoga, tennis, basketball, lacrosse, skateboarding, combat sports, cycling, wrestling, volleyball, cheerleading, auto racing, aquatic activities, cricket, or golf on any level. Nike also owns Hurley, Converse, and Jordan brands. Its annual revenue keeps growing, with analysts predicting growth by nearly 25% through 2021 to $45.4B. 

Marketing to individuals 
Personalized marketing is paramount to bridging the gap between the vastness of Nike’s offer and the Nike customer’s individual needs. Consequently, Nike’s effort has massively shifted in the last years towards scope, not just scale. Nike is currently using state-of-the-art DM and CRM platforms to manage, differentiate, and measure their shares of customers.

The Triple Double Strategy (2X) and the Nike Consumer Experience (NCX)
In 2017 Nike presented its Triple Double Strategy (2X) plan for growth, pledging to “double” its: 
1. - innovation pace and impact, 
2. - speed to market, and 
3. - direct connections with consumers. 
At the core of the Triple Double Strategy is the Nike Consumer Experience (NCX), made up of Nike’s own DTC network, as well as a vastly streamlined slate of wholesale distribution partners - used to feed the 2X Innovation and 2X Speed initiatives. In 2018 wholesale distribution accounted for almost 70% of Nike’s sales (from 82% in 2014), but Nike is currently placing a heavy emphasis on DTC channels through Nike.com and owned retail stores. (Danziger, 2018)  

Trendsetter products 
The business is continuing its huge investment in R&D to come up with trendsetting products, for which it is also providing a highly personalized customer experience. Nike is continuing partnerships with top shoe designers like Tinker Hatfield (from the Air Jordan series to the Nike React in 2019), and Virgil Abloh (Louis Vuitton). Most Nike products are leaders in their individual categories, allowing the company to differentiate its products in the marketplace and commanding higher prices. 
Personalization.  Nike’s “Psyched by You” collection lets customers choose their tongue logo, swoosh, laces and base, attracting new consumers previously indifferent to sportswear.

Pricing considerations
Pricing strategies are a big part of Nike's being the largest seller of athletic footwear, in an industry where rival businesses are constantly finding new competitive advantages to separate them from the rest. 
Nike’s current value-based pricing strategy is consistent with its focus on delivering not the cheapest product, but the best customer value, in terms of “the highest quality, most beautifully crafted, most innovative product at the right price." 
This pricing strategy works for Nike for three main reasons. First, their products are market leaders and their business is consistently promoted as top of the range. Second, they are viewed as an innovative and technologically focused company, working to deliver high quality athletic products to athletes of all levels. This strategy has earned Nike not just a new “value added” advantage against its competitors, but also increased the consumer’s perception of the product. 
Additionally, Nike also uses segmented pricing, adjusting their prices to their target market. 

Distribution: the “differentiated retailers”
Nike is about to ditch most of its 30,000 retailers, planning to increase sales through streamlining distribution to only 40 online and physical retailers, called “differentiated retailers,” because they offer: 
1. superior customer experiences, 
2. quality service,  
3. storytelling which differentiates the brand. 
These 40 will gain access to the most popular Nike products, including exclusives and to marketing money to attract shoppers to them. Nike has not publicized the list of 40, a Euromonitor report reveals physical retailers like Foot Locker and Nordstrom, and digital retailers like Amazon and Zalando to have made the cut. Nor has Nike stated the full set of criteria for their selection but experts believe the company is looking for shop-in-shop agreements where Nike operates its own space with company-trained “Nike Experts” staff. Of course, Nike expects its online partners to share data. To these, the Nike Direct retail platform, both online and offline, is where the company can deliver at the highest level. (Danziger, 2018)  

Direct sales

Brand immersion
Traditional retail has given way to DTC online-only models but a new concept of technology-driven brick-and-mortar retailing is emerging. Experiential retailing, i.e. immersing customers into cutting-edge brand experience, requires companies to build their offline presence in new ways, with a view to integrating digital technologies.

The flagship stores: Nike Soho, Nike Live and House of Innovation.
Nike’s stores are selling cutting-edge brand experience rather than discounting their latest products. Nike’s retailing staff is expected to interface efficiently between the offline and online to assist the purchaser’s decision-making process. 
In the 6-storey New York flagship store Nike Soho, customers’ experiences emulate the complexity of professional athletes’ purchase decisions. In-shop equipment connected to various apps performs measurements allowing the Nike assistants to guide buyers towards ergonomically correct choices. Buyers try chosen items in areas simulating sports facilities and connected to performance-measuring apps. All along, the customer’s choices and data are run through Nike’s CRM platform providing the sales personnel with real-time guidance through a customized buyer profile
The first Nike Live store opened in Los Angeles in 2018 employs the “fast-fashion” model, changing 15% of apparel and 25% of footwear every two weeks, streamlining the product assortment by using customer data. The new House of Innovation opened in 2018 in Shanghai uses a Nike Arena customized to the city for rotating product and installation displays, and a Center Court area to host presentations and workshops. 

The NikeApp and NikePlus rewards program
Over 100M Nike customers have signed on the Nike App so far and the company aims to triple that number by 2023. The new Nike App is to power both in-store and Nike.com sales, enhancing shopper experience and giving access to the NikePlus program. It also activates when customers connect with Nike’s differentiated retail partners. 
NikePlus rewards program members are currently spending three-times more in the app than non-members on Nike.com. The loyalty program includes exclusive products, free shipping, and 30-day wear tests, as well as access to Nike experts, personalized workouts, and priority access to events. Spending and fitness app usage are rewarded with unlocking more exclusives, services, personalized discounts and VIP experiences. 
Through this system Nike gets accurate customer data on users’ shopping habits and product preferences, personalizing their future engagements with the brand. 

Nike’s Promotional Mix

The brand selling the "emotional benefits" of social progress 
Throughout its legendary partnership with Wieden+Kennedy, Nike’s advertising has been aiming at generating huge interest not as a seller of things but as a brand. Nike’s advertising is usually credited with selling emotional stories based on the Myth of the Hero. Today, Nike’s whole promotional mix is remorphing the myth further by mingling global icons, local influencers and daring anonymous individuals online and offline. 
Most of Nike’s iconic ad campaigns combine the sheer beauty of movement, the beauty of big goals (Dream crazy, Find your greatness) and the hardships of consistency and training (Just do it) in a motivational mix. Besides, Nike’s advertising can turn the controversial into skyrocketing sales, tackling unpopular issues in a surprising way. Some of the Nike heroes have always represented smaller or less vocal groups, whom many chose to ignore: the over 80 runners (1988), the paralympians (1989), the HIV-positive (2015), the wheel chaired ballers (2007) and the transsexual athletes (2019) who all train. 
Overall, Nike’s advertising choices do explain the unusual degree of brand fidelity that Nike can still generate. 








III. Stakeholder engagement and impact on Nike marketing activities

[image: Image result for who are the stakeholders in a business]

Figure: Business Stakeholders (Rosenbloom, 1976)
External stakeholders: reporting quality turns into brand value 
The notorious shift in Nike’s legitimacy story after 2000 resulted from constant pressure from two new external stakeholders on Nike’s lists: the media and social actors. (Lucchini, Moisello: 2019).  Since then, CSR has become an active and consistent part of the Nike brand. 
A growth business in a naturally constricted environment, Nike promotes business models going beyond accommodating to limited resources. Nike’s radical CSR strategy consists of exploiting the opportunities emerging from the risks it takes in becoming sustainable, thus sustaining future growth from present growth. Stakeholder engagement becomes a focal point in this context, with a twofold aim: 
1. – to identify and manage developing issues and risks,
2. – to identify opportunities for innovation. 
Nike emphasizes the role of external stakeholders in reporting quality; engagement is pursued through formal and informal channels. Nike collaborates with the World Resources Institute to assess its greenhouse gas footprint. For their Sustainable Business Report (2016-17), Nike collaborated with Ceres, a leading sustainability NGO. 

Redesigned management tools: Nike’s Sourcing & Manufacturing Sustainability Index (SMSI). 
Nike’s redesigned SMSI provides the guidelines of factory evaluation for health, safety, and environmental impact. It allows Nike to implement worker-friendly policies at contractors’ and suppliers’ plants, and to conduct third-party audits. By 2020, Nike is targeting to have 100% of its factories improve to its highest required SMSI sustainability scores. 

Stakeholder engagement and marketing: Nike’s CSR Experience Redesign  
In 2011 Nike and Wieden+Kennedy turned Nike’s 178-page CSR Report into an immersive storytelling experience; partners like AMP Agency helped with localized launches. Named “Designing a Better World”, the site was meant to drive awareness and advocacy by showcasing Nike’s social impact. An interactive map identifying every Nike factory worldwide allowed visitors to access factory demographics, total sales, and manufacturing profile. Interviews with leadership and behind-the-scenes videos exploring Nike culture, innovation and community involvement were part of the launch, helping Nike fans and shareholders engage more deeply with the company. 
Company information, such as environmental goals, company processes and employment policies, accompanied by visual data ranking Nike’s social impact, resource utilization and sustainable practices are now provided on the purpose site.  

	
PART B
Nike’s influencer marketing

Influencers into heroes. 
With a versatile audience consisting of professional athletes and regular people who are rockers and rappers, artists and thinkers, or entrepreneurs, Nike uses influencer marketing to create a concert of voices to which their consumers are likely to respond.
In 2012, the London Summer Olympics’ year, Nike saw an 18% profit increase, much of it due to influencer marketing. The 2012 #Make It Count global social media campaign was introduced with YouTubers Casey Neistat and Max Joseph travelling 34,000 miles to visit 16 cities in 13 countries. Their video went viral, millions of consumers sharing the hashtag via Twitter and Instagram. 
Conversely, Nike used the hashtag #GameOnWorld (Nike’s Olympiad-related hub) when launching the NikeFuel fitness-tracking band, building local engagement by blending digital content with OOH advertising. A social monitoring program identified influential casual athletes, which became connected to the #GameOnWorld campaign, expanding the program at a grassroots level. Consumers taking up the challenge were rewarded with daily social storylines, and then the local UGC was turned into digital ads for #GameOnWorld, becoming campaign communications. Additionally, local influencers were given high-energy photo shoots just like professionals, reaching a broader audience. Digital channels were also used as a connection to point to local events, in-store promotions and product releases.

Nike’s social media strategy

Nike thrives on social media  
Nike features 318 social media profiles on all major platforms, with separate pages for its products aimed at different audiences. Favouring quality over quantity, Nike has no consistent pattern in posting and is greatly effective at using social media. 
The 2019 Women’s Soccer World Cup’s official sponsor was Adidas but Nike, who sponsored 14 out of 24 teams (accounting for more than half of all players, including both finalist teams) was able to capitalize immensely on the event using social media. After the United States beat Netherlands 2-0 in the final (the most-watched women’s soccer match of all times), Nike released a 1-minute ad celebrating the U.S. women’s team, which produced around 5.3M views on Instagram, 5M views on YouTube and over 22.5M views (97K retweets) on Twitter. In 2019 World Cup jersey sales went 500% up.

· Facebook. Nike has over 33M followers on its primary page, while owning Nike Football, a 44M fans top-ten brand page, while posting only 28 times in 2015 and not posting after August 2018. They gained 2M new fans in 2017, with the “Breaking2” project being live-streamed to 5.4M viewers, after 5 posts including pre-event trailer. After deleting much 2017-18 content, Nike focuses on their 15K dark posts - mostly ads for specific products, with 62% targeting U.S. audience.

· Twitter. Nike has a separate handle for customer service, accounting for 96.8% of the brand’s tweets. Nike’s top 10 influencer mentions include Cristiano Ronaldo, Neymar and Kevin Hart, all top 50 most-followed accounts on Twitter. The “Breaking2” (2017), “Dream Crazy” (2018) and “Dream Crazier” (2019) campaigns were carried out with Nike engaging their followers. The “Breaking2” campaign, which also ran geo-located ads, had Adidas joining the conversations.

· YouTube. With over 1M subscribers, Nike used YouTube frequently in 2017-2019, uploading 399 videos to receive better engagement and response than Adidas. Nike uploaded product-focused, behind-the-scene-videos detailing product stories and making, but also kept featuring emotional videos of athletes at crucial moments of their game. The “Dream Crazy” clip had over 10M views, while the “Dream Crazier” campaign had over 30 videos and over 5M views.

· Instagram. With 92M followers, Nike is the second most followed brand and the 19th most popular account on Instagram. Nike used Instagram to introduce latest products, with videos and teasers to boost product launches. However, in 2017-2019 Nike received the highest engagement on photos, gaining more than 23M new fans. Top posts featured Cristiano Ronaldo, Roger Federer, Rafael Nadal, and artists Kendrick Lamar, Travis Scott, and Kevin Hart. Their most used hashtag is #justdoit (60%) followed by #nike (9%). Nike also created event hashtags for their campaigns and for their product launches



REFLECTION 
Nike is so successful due to its excellent marketing. The brand and the logo, have been established through marketing investment. By embracing new technologies, Nike is able to focus on selling the emotional benefits of their products while providing a variety of products to a large number of sports to capture greater market share. Nike focuses on product quality and on creating products which really help athletes perform better
Nike thrives and excels because of competition existing, while staying ahead of competition in terms of technology and marketing. Nike’s positioning is achieved primarily through emotional branding and through co-branding with various sports and athletes. It uses sports endorsements to maximize marketing money and it uses social media to present their digital marketing.  
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